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FCC May Okay 
Three-Year Test 
of Pay Television 


WASHINGTON, Sept. 18—The Fed- 
eral Communications Commission 
inched toward approval of toll-tv 
today, but managed to maintain a 
clear road for retreat in the event 
congressional ire boils over. 

After a rugged two-day meeting 
the commission announced that its 
staff has been instructed to draft 
an order which would authorize tv 
stations to apply for permission to 
try pay service for a three-year 
test period. 

While the decision appeared to 
represent a substantial advance for 
sponsors of pay-tv systems, the 
conditions for the test were not re- 
vealed, and the time-table con- 
templated by the commission left 
ample opportunity for an “about 
face” if Congress shows signs of 
taking the problem away from the 
commission. 


® The likelihood of action at this 
time had been stressed by Chair- 
man John Doerfer in New York 
last week (AA, Sept. 16). While 
several members of Congress have 
demanded that the commission 
mark time on the problem until 
Congress resumes, Chairman Doer- 
fer had taken the position that the 
comments of individual congress- 
men should not bind the commis- 
sion, since neither the Congress nor 
any of its committees have official- 
ly indicated any intention of inter- 
fering with the commission. 

The plan adopted by FCC today 
appears to enable FCC to eat its 
cake and still have it. 

(Continued on Page 120) 
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ALL SET—Even though the Milwaukee Braves have yet to clinch the 

National League pennant, the confidence that all Milwaukeeans 

have in their baseball heroes is exemplified by the Miller Brewing 

Co. This colorful window streamer is ready for distribution the 
day the Braves nail down the circuit flag. 


EWRR Resigns H. K. Porter Account 
to Resolve McGraw-Edison Conflict 


F&S&R, BBDO, McCann 
Among Agencies Invited 
to Pitch, Says Wallach 


New York, Sept. 19—The short 
happy life of H. K. Porter Co. with 
Ruthrauff & Ryan is coming to an 
end. The account is going to be 
shaken loose because of a conflict 
created in the new Erwin, Wasey, 
Ruthrauff & Ryan merger. 

It is the second account conflict 
produced by the merger. The other 
is McKesson & Robbins, whose 
liquor division is apparently going 
to have to move to make way for 
Brown-Forman. 

But H. K. Porter will be lost be- 
cause of a conflict with the Line 
Material division of McGraw-Edi- 
son Co., an Erwin, Wasey client— 


more notably because the new 


In Ist Half of ‘57... 


P&G Supplants GM 
as Biggest Advertiser 


PIB Reports $2,298,245 
Gain Puts Soap Maker 
Ahead in Four Media 


Detailed tabulation of 100 lead- 
ing advertisers for the first six 
months of '57 appears on Page 122. 


New York, Sept. 18—Leading 
advertisers in magazines, network 
television and newspaper supple- 
ments are enroute to racking up 
new highs in their dollar invest- 
ments, if expenditures during the 
first half of 1957 are a criterion. 

Figures compiled by Publishers 
Information Bureau show that the 
top 100 advertisers in the three 
media spent $409,120,410 in the 
January-June, 1957, period. This 
figure is greater by more than 
$30,000,000 than the investment 
made in the first half of 1956, 
when the total was $378,319,096— 
and $43,000,000 above the total 
invested in the first half of ’55. 

The gains this year came as 
follows: In network television, 
which racked up a total of $216,- 
$19,417, the increase over 1956 


was nearly $18,000,000. Supple- 
ments, which last year enjoyed 
an investment of $30,063,860, this 
year took in $38,243,659. General 
and farm magazines were up from 
$149,341,165 last year to $154,557,- 
(Continued on Page 122) 


Doyle, Dane Suit 
Demands NBC Stick 
to Cross-Plug Deal 


New York, Sept. 20—Doyle 
Dane Bernbach and NBC ap- 
parently have compromised the 
issue over which the agency 
filed suit, McCann-Erickson 
reportedly having persuaded 
Liggett & Myers to accept a 26- 
week trial of the original cross- 
plug arrangement. 


New York, Sept. 20—Doyle 
Dane Bernbach Inc. this week 
filed suit against National Broad- 
casting Co. to compel NBC to stick 
to the terms of an agreement af- 
fecting cross-plugs on the “Polly 


(Continued on Page 121) 


agency couldn’t work out an office 
shift which would be satisfactory 
to both clients. 

Porter will pick up its $900,000 
account some time before the end 
of this month, but where it will be 
deposited is up for debate. Among 
the dozen agencies expected to 
pitch the account are Fuller & 
Smith & Ross; Batten, Barton, 
Durstine & Osborn and McCann- 
Erickson. 


= The conflict stems from the fact 
that EWRR presently handles the 
industrial-electrical products divi- 
sions of both companies—Mc- 
Graw’s Line Material division and 
Porter’s Delta-Star division. 

With McGraw’s EWRR billing 
around $2,000,000—double that of 
Porter—and with its eye on a slice 
of the company’s consumer busi- 
ness (Porter is almost entirely in- 
dustrial), it was “pure business 
sense,” as a Porter spokesman said, 
which guided the agency to its de- 
cision. McGraw, it was reported, 
told the agency that either the 
Porter account is out of the shop by 
Oct. 1, or McGraw would be. 

Porter, unhappy about making 
another agency change following 
its recent move out of St. Georges 
& Keyes last spring (AA, April 15), 
made several counter-proposals to 
McGraw in an attempt to avert the 

(Continued on Page 8) 


$5,000,000 Apiece... 


W4L, LaRoche Split 
BBDO Share of Revlon 


Lever Moves Swan 
Soap from BBDO 
to Needham, Louis 


New York, Sept. 20—Lever 
Bros. is moving its Swan soap 
account—which has been inactive 
for several years—from Batten, 
Barton, Durstine & Osborn to 
Needham, Louis & Brorby. 

The account is worth “consid- 


erably less than $500,000” in bill-| 


ings, according to Lever. Young 
& Rubicam handled Swan from 
the time it was introduced just 
before World War II until July, 
1949, when it lost the account to 
BBDO. During most of Y&R’s 
tenure—and some of BBDO’s— 
Swan was a sizable biller. 


= Swan represents a kind of yo- 
yo marketing operation. In its 
original form it was launched to 
compete with Ivory—its price 
was competitive, and much was 
made of its floating properties— 
and after only two years on the 
market its sales were about 40% 
of those enjoyed by Ivory. This 
40% did not represent sales taken 
from Ivory, however; Swan’s en- 
try into the floating general pur- 
pose soap field increased sales in 
that field by 40%. 


(Continued on Page 117) 


Dowd, Redfield and 
Mogul—Also Present 
Agencies—Benefit Too 


New York, Sept. 20—The portion 
of the high-powered Revlon ac- 
count which came to Batten, Bar- 
ton, Durstine & Osborn in January, 
1956, now is departing, effective 
Dec. 31. Under the BBDO banner 
the billing has grown from $2,000,- 
000 to approximately $7,000,000. 

Products in BBDO’s stable are 
|being divided among four of Rev- 
\lon’s five remaining agencies in 
such a way as to give both War- 
wick & Legler and C. J. LaRoche 
about $5,000,000 apiece in billings, 
according to Revlon. 


e Warwick & Legler, which only 
six weeks ago was added to Rev- 
lon’s agency roster to introduce 
three new products (AA, Aug. 5), 
now finds itself with a product 
assignment including all lipstick, 
nail enamel, Touch & Glow, eye 
makeup, rouge, Eye Fresh (eye 
drops) and manicuring aids, plus 
two tv shows, “The $64,000 Ques- 
tion” and “The $64,000 Chal- 
lenge.” 


e LaRoche, one of Revion’s older 
agencies, adds Satin Set and the 
new tv shows, “Walter Winchell 
File,” which starts Oct. 2 on 
ABC-TV. Its assignments already 
(Continued on Page 117) 


‘Sucker Age in Advertising’... 


Advertiser Can't Tell if TV Sells 
Goods, Says McCall Corp.'s Carr 


Also at MPA Meet, C-E’s 
Schirmer Hits Magazines 
for ‘Penny Ante Game’ 


New York, Sept. 18—The Mag- 
azine Publishers Assn., which 
convened 500 strong yesterday 
for its annual fall conference, 


Last Minute News Flashes 


Bond Clothes Names Keyes, Madden & Jones 

New York, Sept. 20—Bond Clothes Inc. has named Keyes, Madden 
& Jones to handle its radio and tv advertising, effective Nov. 1, in all 
states except California, where it is handled by Compton Advertising. 


Bond’s radio-tv account is estimated to bill just under $1,000,000. The 


Joseph Katz Co. formerly handled radio-tv for Bond. David Hale Hal- 
pern, formerly senior vp and general manager of Katz, is vp and gen- 
eral manager of the New York office of Keyes, Madden & Jones. 


Y&R, Hixson & Jorgensen Vie for Eastside Beer 


Los ANGELES, Sept. 20—Pabst Brewing Co. is considering only two 
agencies—Young & Rubicam and Hixson & Jorgensen, Los Angeles— 
for its Eastside beer account. Pabst has given the agencies until Oct. 
15 to prepare presentations. The $1,500,000 account formerly was 


handled by Leo Burnett Co. (AA, Sept. 16). 
Ex-Lax Appoints Kastor, Farrell for New Product 


New York, Sept. 20—Ex-Lax Inc. has appointed Kastor, Farrell, 
Chesley & Clifford to handle advertising for a new, unnamed pro- 
prietary product. Test marketing is expected to start this fall. Warwick 


& Legler is the agency for Ex-Lax laxative. 
(Additional News Flashes on Page 121) 


launched a new volley of blows 
aimed at two old antagonists— 
the television industry and the 
U. S. Post Office. 

William B. Carr, vp and adver- 
tising director of the McCall Corp., 
aimed a roundhouse swing at tv, 
asserting that “this is the real 
sucker age in advertising—an 
era in which advertisers who use 
television can’t tell whether the 
medium is selling their goods.” 

A bit later, Mr. Carr empha- 
sized the ephemeral nature of tv: 
“It'll be a great day when a tele- 
vision show lives 20 years”—a 
span exceeded by many top mag- 
|azines, including Life, Look and 
| Reader’s Digest. 


e Arthur Z. Gray, president of 
Street & Smith Publications, 
punched at the Post Office and its 
“propaganda,” its “efficiency” and 
its “conflicting claims.” 

Mr. Gray said magazine pub- 
lishers are opposed to “the contin- 
uing propaganda issuing from the 
|Post Office Department accusing 
us of seeking a free ride, alleging 
that we cost the government mil- 
lions of dollars a year and naming 
respected member publications as 
the worst offenders. 

“The only basis for this propa- 
ganda, which obviously does the 

(Continued on Page 120) 
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Herkes Recounts Value 
of Market Study Before 
NICB Marketing Meet 


New York, Sept. 20—Company 
market research departments to- 
day are playing a larger and more 
crucial role in product planning 
and sales forecasting. 

Evidence of such a trend was 
plentiful this week at the annual 
marketing conference sponsored 


Cox Is Successor 
to Brophy at K&E; 
Miller Moves Up 


New York, Sept. 18—Edwin Cox, 
vice-chairman of the board of Ken- 
yon & Eckhardt, has been elected 
chairman, succeeding Thomas 
D’Arcy Brophy, who retires Sept. 
30 (AA, May 27). Donald C. Mil- 
ler, senior vp and co-director of 
account management, will replace 


Edwin Cox Donald Miller 


Mr. Brophy on the executive com- 
mittee. 

The newly elected chairman was 
born in Austin, Tex., in 1898 and 
began his advertising career in 
1920, as a copywriter for the A. W. 
Shaw Co., Chicago. After six years, 
he moved to Celotex Co. as adver- 
tising manager. Two years later, in 
1928, he joined Lennen & Mitchell 
and three years later moved to 
Young & Rubieam. 

He joined K&E in 1933 and a 
year later was elected vp. He was 
named senior vp in 1946 and vice- 
chairman of the board in 1956. 

Mr. Miller joined K&E in 1948 
and was head of the agency’s De- 
troit office from 1949 until April, 
1956, when he was named senior 
vp and moved to New York. Pre- 
vious to joining K&E he was with 
Campbell-Ewald, Detroit, as vp of 
its subsidiary, Motor Publishing 
Co., and vp in charge of sales of 
Fuller Houses. # 


Research Saved Motorola Money by 
Predicting Some Sets Wouldn't Sell 


,by the Nationa) Industrial Con- 
ference Board. 

85 speakers, representing a good 
cross-section of American indus- 
try, paraded to rostrums in the 
Waldorf-Astoria during the three- 
day conference, which ended to- 
day. 

S. R. Herkes, vp-marketing, 
Motorola Inc., described how mar- 
ket research helped his company 
determine which products to mar- 
ket. 

He reported that one survey 
indicated a “tremendous lack of 
interest in an 8%” portable tv set. 
We saved $60,000 in tooling costs 
alone, plus whatever it would 
have cost to liquidate such a set, 
had we produced it.” 

Later on, he added, a competi- 
tor was actively promoting a 10” 
set, but Motorola’s market re- 
search department “discovered 
that this unit had even less ac- 
ceptance than the 84%” set. Tooling 
and liquidations to the extent of 
thousands of dollars were again 


averted.” 

On the plus side, Mr. Herkes 
said several years ago market re- 
search reported a growing poten- 
tial in high fidelity, with the re- 
sult that “we are now firmly en- 
trenched from a sales standpoint 
in this glamor baby of our indus- 
try, and this year we will double 
last year’s sales.” 


@ Speaking on the same subject, 
J. F. Fitzsimmons, manager of the 
consumer research department, 
tractor and implement division, 
Ford Motor Co., said that too of- 
ten market studies are made too 
late. 

“I cannot presume to write a 
prescription of the exact stage at 
which marketing research should 
be injected into the picture,” he 
said. “But certainly it can be said 
that it should be just as early as 
possible. Market research cannot 
be postponed until the product is 
ready to be priced. It has to be 
done before months, even years, 
of management attention have 
been expended on the product— 
not to mention thousands of dol- 
lars of company funds.” 

Mr. Fitzsimmons also deplored 
the marketing approach geared to 
meeting the “entrenched compe- 
tition with an essentially similar 
product.” By doing this, he point- 
ed out, “we bring no more to 
market than our desire to share 
it with our competitors. Actually, 


(Continued on Page 96) 


If Subliminal Ad‘s Hypnotic, It Won't Sell: 
If It Sells, It's Unethical, Say Doctors 


WASHINGTON, Sept. 


federal agencies. 


Dr. Robert H. Felix, director of 
the National Institute of Mental 
Health, told the Associated Press 
he doubted if the method would be 
very productive for advertising. 
Dr. Addison Duval, acting super- 
intendent of St. Elizabeth’s Men- 


tal Hospital, agreed. 


The method, developed by mar- 


ket researcher James M. Vicary 
of Subliminal Projection Co., uses 
split-second messages flashed on a 
tv or movie screen so quickly the 
eye can’t catch them, though the 
message registers on the subcon- 
scious mind (AA, Sept. 16). 

“I’m not so sure it would be en- 
tirely ethical,” Dr. Felix added. 
“It really could be huckstering at 
its worst.” 


s Both doctors agreed with Mr. 
Vicary that subliminal projection 


18—Doubts 
as to the effectiveness of sublim- 
inal projection in “invisible ad- 
vertising” were expressed here by 
two mental experts who work for 


he really doesn’t want to do— 
change brands or buy a product 
he dislikes, for instance. 

Comparing the method to hypno- 
sis, the doctors said that it won't 
work to give a person under hyp- 
nosis repetitive commands to buy 
a product when he awakens. 

Dr. Felix said some results might 
be obtained through invisible ad- 
vertising among people with a re- 
ceptivity already built in. 

An official of the Federal Com- 
munications Commission said the 
FCC has no control over tv com- 
»|mercials, and a Federal Trade 
Commission spokesman said the 
FTC might take action only if there 
were complaints of false or mis- 
leading advertising. # 


London Agency Expands 
Legget Nicholson & Partners, 
London agency, has established a 
branch office in Frankfurt, Ger- 
many, its first office outside of 
Britain. The agency calls the of- 


fice a “spring-board” for partici- 
pation in the common European 


won't make ‘a person do something | market. 


The promotion was staged by Ch 
tv retailer, as a tie-in with 
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Hikes ae 
BLINDFOLD TeSt—Four blindfolded models paraded through Chicago’s 
“Loop” last week to help introduce 1958 Westinghuuse tv sets. 


icago Engineers for Television, a 
National Television Week. 


Television Week Boosts Sales 30%: Bernsohn 


Cuicaco, Sept. 17—“Reports 
from more than 50 major cities on 
National Television Week indicate 
that the week has increased sales 
of tv receivers 30% above normal 
sales for the period,” said A. W. 
Bernsohn, exec vp of National 
Appliance & Radio-TV Dealers 
Assn. and chairman of the steer- 
ing committee for the promotion. 
The week was celebrated Sept. 9 
through 15. 

Mr. Bernsohn gave major credit 
for the success of the promotion 
to local chairmen, who used many 
media and methods to boost tv set 
sales. 

He pointed out that in many 
cities, local newspapers published 


special sections for the week. In 
others, tv and radio spots, plus 
other advertising media, were 
used by tv retailers and distribu- 
tors to back the promotion, he 
said. 


s Among the cities reporting the 


largest sales increases, he said, 
were Muskegon, Mich. 40%; 
Omaha, 38%; Bakersfield, Cal., 


35%, and St. Louis, 30%. 

“Some of the more enterprising 
local men further are taking ad- 
vantage of Television Fall Festi- 
val, an autumn-long merchandis- 
ing period, to increase tv’s share 
of the consumer dollar,” Mr. 
Bernsohn added. # 


Furniture Stores’ 
Retaliatory Meat 
Market Opens Doors 


BuFFALo, N.Y., Sept. 17—A 
group of 15 South Buffalo mer- 
chants, mostly home goods retail- 
ers, today formally opened their 
widely-publicized cooperative meat 
market, aimed at beating super- 
markets at their own game. 

Plans for the unique merchan- 
dising effort were first reported 
last December. The cooperative 
market, offering “guaranteed 
wholesale prices” on top quality 
meats, was opened today in the 
heart of the South Buffalo shop- 
ping section. It is called “Trade- 
N-Save Meat Market.” 

With every dollar’s worth of 
merchandise bought in any of the 
Trade-N-Save cooperating stores, 
the customer is entitled to buy 50¢ 
worth of meat coupons. 

The customer uses the coupons 
like cash in the cooperative meat 
market to buy meat at wholesale 
prices. The customer does not have 
to buy the meat coupons at any 
one time. He may spread out his 
purchases of meat coupons over as 
long a period as desired. 


s The cooperating retailers are 
advertising savings of up to 30% 
on all meat purchases to custom- 
ers using the new market. 


pioneered by Warren Glauber, 
general manager of South Side 
Furniture Co., who gradually won 
the support of the other merchants 
in establishing the meat market. 


® The deal ostensibly is designed 
to offset competition from super- 
markets which have been selling a 


Martineau Book 
Explores Buying 
Motives and Ads 


Sees Rationality as 
Mere Veneer on Basic 
Behavior Patterns 


New York, Sept. 20—Pierre 
Martineau, research director of the 
Chicago Tribune, carries his assault 
on reason-why advertising into 
book form next 
week with the 
publication 
of “Motivation in 
Advertis 
ing” (McGraw- 
Hill Book Co., 
$5.50). 

In this 200- 
page volume, Mr. 
Martineau states 
his case for mo- 
tivation research, 
blasting away 
steadily at the consumer-benefits 
school of advertising. At the same 
time, he goes out of his way to em- 
phasize that he does not advocate 
complete abandonment of reason- 
why advertising. 


Pierre Martineau 


= “People are people,” he argues. 
“The Logical Man and the Eco- 
nomic Man are fictional. They 
don’t exist. Beneath the mask of 
rationality that our society teaches 
us to wear, the consumer is a 
living, breathing, feeling individ- 
ual, He is not a technical expert. 
He wants far more from life than 
bargains. And his behavior stems 
more often from emotional and 


non-rational causes than from 
logic.” 
Mr. Martineau says that be- 


cause we are no longer living in 


growing volume of home goods 
and other merchandise through 
their premium programs. It is a 


mium certificate which permits 
shoppers to buy home goods and 
other merchandise at wholesale 
prices. + 


ABP-NBP Breach Must 
Be Healed, Declares 
H. K. Porter’s Wallach 


New York, Sept. 18—About 
half of the business paper pub- 
lishers listed by Standard Rate & 


Here are some of the average 
savings being advertised at the 
Trade-N-Save Meat Market this 
week, showing the Trade-N-Save 
price compared with the current 
supermarket price: round steak, 
72¢ a lh. (versus $1.09); sirloin 
steak, 85¢ (versus $1.19); sliced 
boiled ham, 98¢ (versus $1.39); 
cube steak, 79¢ (versus $1.19); 
pork chops, 69¢ (versus 89¢); ba- 
con, 61¢ (versus 89¢). 

The program was launched with 
a page in the Buffalo Courier Ex- 
press, built around the theme: 
“The most sensational money sav- 
ing plan in the country.” Each of 
the participating stores is distrib- 
uting flyers explaining the pro- 
gram in detail. 

Individual retailers in the plan 
also were promoting the market in 
their own advertising. 


The program was conceived and 


Lawrence Gerra. Esq..." . 
does « job foreather 


USER—Diamond Alkali Co. takes 
advantage of interest in the up- 
coming World Series in the latest 
ad in its 10-year campaign to pro- 
mote the industries it serves. The 
ad first appears in Time, Sept. 30. 
Fuller & Smith & Ross, Cleveland, 
is the agency. 


reverse on the supermarket pre- | 


a subsistence economy, “the pri- 
|mary function of advertising is 
| changing. It has to go much far- 
ther than claims and information. 
\It has to create a psychological 
‘identity for the product... 


| 


“This is not to rule out ration- 
(Continued on Page 32) 


Publication Isn‘t ‘Unaudited’ If It 
Has CPA Audit, Professor Tells NBP 


Data have neither ABC nor BPA 
audits, using instead CPA audits 
or simple sworn statements. 

Of the unaudited group—ac- 
cording to a pilot study by Roland 
B. Smith, associate professor of 
advertising at the University of 
Connecticut—most publishers 
based their objections to audit on 
these factors: 

1. Auditing is expensive, 
ticularly for small publishers; 

2. In narrow fields, circulation 
proof is not so important a sales 
appeal as other factors; 

3. Some disadvantages to some 
|publishers derive from rules and 
classification procedures of the 
| audit bureaus. 


par- 


s Mr. Smith reported these find- 
ings to the fall regional conference 
of National Business Publications 
here today. He added that in his 
opinion, study of present audit 
bureau methods is justified as a 


.: ‘|means of seeing how well they 
".:|meet the needs of publishers and 
| advertisers, 


and whether “other 
types of audits” can serve that 
same purpose. He argued that 
publishers are obligated to be spe- 
cific about what the advertiser 
gets for his investment, and that 
the advertiser is entitled to com- 
parable information for the sev- 
eral publications in a field. 

On the other hand, he believes 
that no publication’s circulation 

(Continued on Page 92) 
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Advertising Age, September 23, 1957 


‘Mass-Class —63% of Consumers—Is 


2-Year Politz Study 
to Be ‘Like BLS, but 
Aimed at Business Needs’ 


New York, Sept. 20—A Life 
study—“most comprehensive mar- 
keting survey ever undertaken by 
private business’”—will be un- 
veiled here Monday. 

The magazine said the study 
covers all aspects of consumer 
spending for goods and services in 
ali urban and rural areas of the 
U.S. during 1956. 

Described as “roughly compara- 
ble” to the 1950 Bureau of Labor 
Statistics study of U. S. consumer 
expenditures, the Life research 
“differs in that it is aimed specif- 
ically at business needs and pro- 
vides the most current marketing 
background information  avail- 
able.” 

Only the first report of the 
study will be published Monday. 
Other reports will be released at 
six-month intervals during the 
next two years, as the material 
becomes available. 


® The first report covers average 
annual dollar expenditures per 
household, classified by various 
characteristics. 

Samples from the report: 

The average household spent 
$4,110 om consumer goods and 
services last year. Biggest part of 
the outlay—$1,203—went for food, 
beverages and tobacco. Home im- 
provement and operation came 
next, with $763. The automobile, 
its purchase and upkeep, claimed 
another $591. Then came home 
furnishings and equipment, $346; 
medical and personal care, $222; 
recreation, $215; and miscellane- 
ous, $276. 

A new “mass-class market”— 
consisting of the 63% of U.S. fam- 
ilies earning from $3,000 to $10,- 
000 annually—accounts for 72% 
of all consumer product expendi- 
tures. Except for food, beverages 
and tobacco, all the families in 
this spread, the study indicates, 
spend about the same share of 
their total outlay in each of the 
major consumer goods classifica- 
tions: 


® Households with over $10,000 
a year—5% of all U. S. fam- 
ilies—account for 17% of all sales 


of liquor, brandy and wines. 
Education seems to affect the 
pattern of expenditures. House- 


holds where the head went to col- | 


lege spend nearly twice as much 
over-all as those whose heads did 
not go much beyond grade school. 
They spend twice as much on 
housing; two and one-half times 
as much on frozen vegetables and 
juices; three times as much on 
photographic equipment. 

Suburban living seems to bring 
out bigger expenditures. Suburb- 
an areas account for 47% of all 
dollars spent on floor coverings; 
45% of the expenditures on sports 
equipment, and 40% of the pet 
food spending. 

Broad economic regions no long- 
er provide as much significant in- 
sight into the consumer expendi- 
ture picture. “No longer, for in- 
stance,” said a comment on the 
study, “can the South be consid- 
ered, realistically, as a second 
class market. Southern metropol- 
itan centers and their suburbs are 
revealed as excellent markets as 
compared with their counterparts 
in any other section of the coun- 
try.” 


s Alfred Politz Research Inc. 
gathered the data for the Life 
study, which has been in process 
for three years. Field work started 
in October, 1955, and ended in De- 
cember, 1956. A total of 93,000 
interviews were made in 10,243 
households with 24,112 individu- 
als. As many as 11 call-backs 
were made to complete a wave of 
questioning. 

Household purchase informa- 
tion was obtained by the recall 
method, in the case of relatively 
large and infrequent purchases, 
and by a diary-and-recall aids- 
and-questions, in the case of other 
expenditures. + 


Morris Heads New 
Seamless Rubber Division 


Carson J. Morris has _ been 
named to head the new hospital 
division of Seamless Rubber Co., 
New Haven, Conn. The division is 
a consolidation of the surgical 
rubber and surgical dressings di- 
visions. Mr. Morris formerly was 
director of marketing of Vitamin 
Corp. of America, laboratory divi- 
sion. 


how the average U.S. family divided its. 
dollars for consumer goods and services in 1956 


THE AVERAGE HOUSEHOLD: TOTAL EXPENDITURE $4,110 


| 
72% of Total Market, ‘Life’ Study Says 


| 


| 


Milton Fairman 


Fairman to Head 
Borden Ads, PR: 
Peabody to Retire 


New York, Sept. 18—Milton 
Fairman, director of public rela- 
tions of the Borden Co., has been 
named assistant vp with execu- 
tive responsibility for advertising 
and public relations beginning 
Oct. 1. 

Stuart Peabody, who has been 
assistant vp and the Borden Co.’s 
top advertising executive since 
1946, will retire Dec. 31. William 
B. Campbell has been named ad- 
vertising director. 

Mr. Peabody will remain in his 
post until the end of this year to 
complete planning of the compa- 
ny’s ad program for next year, a 
company spokesman said. He has 
been in charge of Borden adver- 
tising since 1924. He was named 
assistant vp in 1946. 

The Borden Co. is one of the 
nation’s leading advertisers. In 
1956 ADVERTISING AGE reported the 
company as spending $24,150,000 
and ranked it as the 22nd largest 
national advertiser. 

Mr. Peabody has been with the 
company 33 years and was named 
director of advertising in 1930. 
Before joining Borden’s, he was 
with H. K. McCann Co. as an ac- 
count executive on Borden’s. 

At one time chairman of the 
Advertising Council for two years, 
Mr. Peabody is a former president 
of the Assn. of National Adver- 
tisers and a former chairman of 
the Advertising Research Foun- 
dation. 


# Mr. Fairman, director of public 
relations since 1943, joined Bor- 
den’s in 1937 and was regional pr 
director for six years in Columbus, 
O. A former Chicago newspaper- 
man, Mr. Fairman will continue as 
director of public relations. He is 
a former president of the Public 
Relations Society of America and 
|a former editor of the Public Re- 
| lations Journal. 

Mr. Campbell earlier this year 
was appointed manager of the gen- 
eral advertising department. In 
his new assignment as ad director 
he will be working head of the ad- 
vertising department, reporting to 
Mr. Fairman. Mr. Campbell joined 
Borden’s in 1951. He was named 
national advertising manager for 
radio and television three years 
ago. # 


‘Time,’ ‘Studio One’ Used 
in Westinghouse Program 


Westinghouse Electric Corp. 
“spectacular” in Time and 11 
commercials on _ its 
sponsored CBS-TV program, 
“Studio One,” to dramatize its role 
in the generation, transmission 
and utilization of electric power. 
A number of “Studio One” com- 
merciais will be salutes to electric 
light and power companies for 
providing low-cost electricity. 

The Time “spectacular” will 
run Sept. 30, and consist of five 
consecutive two-thirds page ad- 
vertisements. Several of the Time 
ads will duplicate the television 
commercials. Ketchum, MacLeod 
& Grove is the agency. 


Pittsburgh, will use a five-page | 


regularly- | 


‘Stations’ Cost for NARTB TV Audit: 
'$1,100-$25,000, Brown Tells Meet 


| Reader's Digest’ 
|Wins Libel Suit 
‘Brought by Dolcin 


New York, Sept. 18—The Read- 
er’s Digest has emerged victorious 
from a $2,500,000 libel suit brought 
against the magazine by Dolcin 
Corp. 

The Digest ran a story in its 


Million-Dollar Aspirins,” in which 
it was reported that “the only 
wonderful thing” about Dolcin and 
other similar products “is the 
price.” 

The article said that 1,000 grains 
of aspirin cost less than 60¢ in 
many places while an equivalent 
amount of Dolcin, Imdrin and oth- 
er so-called arthritic drugs—which 
basically are little more than as- 
pirin—costs more than $15. 

After two weeks of testimony in 


Cuicaco, Sept. 18—A retail gro- 
cery advertising battle is expected 
to break out here next month, 
with the beginning of trading 
stamp operations by the National 
Tea Co. and Kroger Co. chains. 

National Tea, which broke the 
ice by announcing it would start 
giving Sperry & Hutchinson green 
stamps here probably in early Oc- 
tober, expects to spend about $1,- 
000,000 on advertising in this 
market during the last quarter of 
this year. The campaign will be 
“the largest newspaper ad cam- 
paign ever scheduled by the Na- 
tional chain” with radio, tv and 
other media scheduled to play a 
supporting role. 

Kroger, which quickly followed 
suit by announcing it would begin 
giving its own Top Value stamps 
“in the near future,” has acknowl- 
edged it will go into newspapers, 
radio and tv “heavily” for the oc- 
casion, but declined to indicate 
any budget figures. Campbell- 
Ewald, Detroit, handles Kroger 
here. National Tea’s agency is Rut- 
ledge & Lilienfeld. 


# On the other side of the stamp 
line, meanwhile, is Jewel Tea Co.,; 
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“THOMAS uv. 


THOMAS J. 


WEBB WEBB 


| HOLDING—100 different 100-line, 1- 

column newspaper ads like these 
\are designed to hold the line be- 
tween “selling cycles” when heavi- 
er promotion is brought to bear. 


January, 1951, issue titled “Those | 


He Says Estimate Is 
Based on Assumed 60% 
Acceptance by Stations 


ScHENEcTapy, Sept. 17—Mem- 
bers of the National Assn. of Ra- 
dio & Television Broadcasters can 
have that organization’s long- 
awaited audit of television staticn 
circulation—if they want to pick 
up the $1,200,000 tab for the proj- 
ect. 

The estimated cost of the au- 
dit’s projected first year of oper- 
ation was revealed at a regional 
meeting of NARTB here today. 

The method, described by Thad 
H. Brown Jr., NARTB vp-tv, and 
Richard M. Allerton, the associa- 
tion’s manager for research, em- 
ploys a telephone questionnaire 
technique and will return infor- 
mation on circulation and™set 
ownership on a county-by-county 
basis. 

Minimum sampling for a county 


supreme court, during which Di-| would be 300, with a maximum 
gest Editor DeWitt Wallace was|°f 1,200 in the more densely pop- 
among the witnesses, the jury|Ulated counties. 
found the magazine not guilty. #| 


Cost estimates 
(Continued on Page 30) 


Grocery Ad Battle Brews in Chicago; Kroger, 
National End ‘Truce’ on Trading Stamps 


which says it has no present plans 
to bring its own stamp plan, Ex- 
tra Value stamps, into action, but 
is beefing up its fall advertising 
budget to counter the stamps. 
Jewel declines to indicate what 
tack its counter ad drive will take 
but indicates that a special pro- 
gram has been worked up and that 
it will accentuate its own posi- 
tives rather than attack stamps 
directly. North Advertising, Chi- 
cago, is Jewel’s agency. 

Yet to be heard from on adver- 
tising plans is the Associated Food 
Retailers of Greater Chicago, 
which last year announced plans 
(AA, April 18, 56) to develop a 
“war chest” to spring a radio-tv- 
newspaper ad campaign against 
stamps in case they were launched 
here. 

AFR will meet here tomorrow 

(Continued on Page 118) 


Webb Proclaims 
Itself the ‘Good, 
Good, Good Coffee’ 


Cuicaco, Sept. 18—Thomas J. 
Webb coffee has decided that 
“good” is a good word to associate 
with its product, so this week it is 
launching a campaign which may 
be making record use of the word 
“good.” 


“Good with nothin’... good 
with somethin’ ... good in every 
cup ... Thomas J. Webb .. . the 


good, good, good coffee,” proclaims 
the opening full page in two col- 
ors in the Sun-Times. 

And “good when resting... 
good when rushing” and a hun- 
dred other variations on the same 
theme will appear in b&w and 
color ads ranging up to full pages 
in the American, News and Trib- 
une, as well as the Sun-Times, 
along with other variations on the 
backs of buses, on painted bulle- 
tins, and on radio and television. 


® Thomas J. Webb is a coffee 


* which once was first or near-first 


in favor coffee 


with Chicago 
drinkers, but this was 30 years 
ago. In April, 1954, Continental 
Coffee Co., which has a leading 
institutional coffee but never has 
actively promoted a household 
brand, bought Webb and started 
advertising it. In the three years 
since then, it has tripled volume 
(Continued on Page 119) 
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Red, Blue & Yellow 
Fashions Dramatize 
Use of R.O.P. Color 


Cuaicaco, Sept. 


} 


20—Run-of-pa- | 


per colors—yellow, blue and red— | 


will be dramatized in a fashion 
show to be presented Sunday on 
the eve of the 2nd annual News- 
paper R.O.P. Color Conference, for 
an audience of some 500 newspa- 
per executives and their wives. 

The fashion extravaganza will 
include gowns and accessories 
worth $30,000, created by such de- 
signers as Christian Dior and Lilly 
Dache. 

The idea behind the show is to 
merchandise the impact of color 


|to our concern with the production 
|of a newspaper, we must also be- 
come concerned with the mer- 
chandising of that newspaper. We 
must help the publisher sell the 
product he produces to his adver- 
tisers, and ultimately to his read- 
ers.” 


8 The colorful show will be staged 
against replicas of giant-size news- 
paper pages. Black-and-white “‘il- 
lustrations” will be live models, 


|replaced in black-out seconds by 


models similar in appearance and 
pose and dressed in the same fash- 
ions, but now executed in the 
standard r.o.p. process colors. 


|Finale will be a collection of eve- 


ning dresses created in the colors 
and shades produced in modern 


advertising. Creator of the show|newspaper presses via the three- 
is R. Hoe & Co., New York, man-j|color process. 


ufacturer of newspaper presses. 
Joseph L. Auer, Hoe’s president, in 
explaining the philosophy behind 
Hoe’s promotion of r.o.p. color, 
said: 

“It is our belief that in addition 


® Hoe is in the process of making 
a 35-minute, sound motion picture 
in color which will include the 
complete r.o.p. color fashion show 
as well as interviews with famous 


|fashion designers who are enthu- 
|siastic about newspaper r.o.p. col- 
or as a sales tool, and with a num- 
ber of advertising managers who 
are currently using r.o.p. color 
successfully. 

| A print of the completed film 
| will be made available on a free- 
|loan basis to any newspaper in the 
|country for use in a promotion to 
|its own retail merchants or poten- 
| tial advertisers. Mr. Auer said the 
film would contain no “commer- 
cial” for Hoe. 

| The company also will help any 
|mewspaper which wishes to utilize 
\the r.o.p. color fashion technique 
|without the film. Hoe offers to 
supply without cost to any news- 
| paper the guidance and know-how 
to create a similar fashion show in 
the newspaper’s own community, 
using local sources of supply. Such 
a show could also be staged for the 
| general public or as a charity ben- 
|efit, Mr. Auer said. 

| G. M. Basford Co., New York, 
is Hoe’s agency. + 
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Pictured above are the 
recently completed D-X 
Sunray, Warren, Ke- 
wanee and Shell Petro 
leum buildings. 


TU LSA OIL CAPITAL OF THE WORLD 


Advertising Age, September 23, 1957 


Highlights of This Week's Issue 


15 Buffale furniture steres band together, 
open “retaliatory” meat market to “beat 
supermarkets at own game” .......Page 2 


Publications with CPA audit are not “un- 
audited,” professor tells NBP ...Page 2 


Pierre Martineau beek sums up his at- 
tack on reason-why advertising, develops 
theme that rationality is thin veneer of 
consumer’s mind 


TV set sales went up 30% as a result of 
National Ty Week, NARTB’s Bernsohn 
reports Page 2 


Edwin Cex succeeds Thomas D’Arcy Bro- 
as chairman of Kenyon & Eck- 
Page 2 


Either subliminal perception ads won't 
work, or they’re unethical, psychologists 
say Page 2 


New Life consumer study uncovers new 
“mass-class market” consisting of 63% 
of consumers accounting for 72% of 
market Page 3 


Reader’s Digest wins libel suit brought 
against it by Dolcin for 1951 arti- 
cle Page 3 


NARTB television audit will cost stations 
between $1,100 and $25,000, on 
size, regional meeting is told Page 3 


Grocery ad battle shapes up in Chicago as 
Kroger, National Tea end their trading 
Stak “SUSE” nnnccccrimninninnnd age & 


Thomas J. Webb’s new coffee ad theme is 
that it is “good, good, good” ...Page 3 


Ads, which created one-price selling, are 
now encouraging discounting, E. B. 
Weiss says Page 14 

Hoffman-Manning files bankruptcy 
plea Page 16 


Newspapers are dropping their bans on 
liquor ads b of ic pres- 
sures, statistics show Page 19 


FCC says it is dropping plan for drop- 
ping in new tv stations in markets 
where no complications would re- 
sult Page 20 


Newspaper men have smallest heads, ad 
men and tv workers have largest heads, 
hatter says Page 20 


Defense Department may relax rules on 
ads by contractors 


Kansas City bank's ads seek to erase im- 
pression of ‘“‘banker’s hours” .....Page 26 


Interest power of ads varies from one 
business publication to another, survey 
shows Page 4 


If breadecast programming is controlled by 
m Ave., broadcasters can only 

blame themselves, ABC’s Labunski tells 
Michigan broadcasters ..................Page 36 


Procter & Gamble has returned to radio 
fold after long absence, NBC tells its 
stations - Page 38 


Home builders have nearly priced them- 
selves out of the market, Henry Luce 
tells National Assn. of Home Build- 
ers Page 40 


Walter Fuller, former head of Curtis Pub- 
lishing, opens placement office to 
serve retired executives and special- 
ists Page 41 


Bon Ami, Scot towels, launch joint “fly 
through housework” promotion Page 42 


Leng John scotch, new Schenley import, 
will bow in October ..............0. Page 47 


NBC study asserts tv is best medium for 
selling t bil Page 48 
Pastel-tinted Lionel trains to snare fem- 
inine tastes hailed as evidence of “sixth 
sense” in marketing by Louis Gold- 
biatt Page 40 


Cigaret makers still put out meaningless, 
vapid ads, Creative Man says ....Page 106 
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Oil Capital of the World, and center of 
the Fabulous Magic Empire . . . That's 
Tulsa today . . . and now with a popu- 
lation of more than *323,000, Tulsa is 
recognized as one of the leading 
MAJOR markets in the southwest. Oil 
companies expanding . . . new build- 
ings completed . . . More people em- 
ployed than ever before . . . people who 
are paid well, and people who regularly 
read the Oil Capital newspapers, The 
Tulsa World and The Tulsa Tribune. 
Call a Branham Man today, get the 
facts . . . and be sure to include Tulse 
on your next advertising schedule. 


*1957 Sales Management Survey of Buying 
power for Tulsa County. 


TULSA WORLD ¢ TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY | y 


REPRESENTED NATIONALLY BY @ 


HE BRANHAM CO. 


‘OFFICES IN THE PRINCIPAL CITIES OF THE U.S. 


Folks wax enthusiastic about the Growing Greens- 
boro Market and even more so about the penetrating 
coverage of the Greensboro News and Record in this 
big, diversified 12-county ABC Retail Trading Area 
which accounts for one-fifth of the state’s $8 hun- 
dred million annual retail sales. Place your schedule 
in the Greensboro News and Record. Over 100,000 
Circulation Daily—Over 400,000 Readers Daily. 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
@eeeeeeeneeeeeeeneneeeneeeee 
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Bernard F. Gimbel 


The Chairman of the 
Board of the Gimbel 
retail empire counts 

among his many current 
sports interests golf and 
deep sea fishing in 
Florida. The Gimbel 
home in Greenwich, 
Conn., has a half-mile 
track for his stable of 
thoroughbreds. At 
Pennsylvania, Gimbel 
played fullback on the 
football team and was 
heavyweight boxing 
champion of the 
university in 1904 

and 1905. 


SPORTS ILLUSTRATED 


AMERICA’S NATIONAL SPORTS WEEKLY 


“A philosophy my family shares” 


Consistently, SPORTS ILLUSTRATED is a mirror of a familiar 

world in which I find old and good friends whose fellowship has long been 
important to me, people like Gene Tunney, Ben Hogan, Eddie 

Arcaro, not to mention a son-in-law, Hank Greenberg. There is, however, 
another reason for the high place the magazine has in my life: 


In 1909, when we moved to New York City to open the new Gimbel 
store, William Muldoon, health authority, gave me 

what I still consider the best advice any young fellow could get. 

One could only hope for true success, if one were 

balanced physically as well as mentally. “Man should have pride in his 
body, the home wherein his soul dwells.” 


Those words convinced me to continue — with boxing, running, fishing and 
golf—the active participation in sport which began in childhood. 

I would, perhaps, have done so anyway. The advice of William Muldoon 
made physical fitness a personal philosophy. It is a 

philosophy my family actively shares, with flying, skin diving, 

tennis, golf, fox-hunting and other sports. 


So SPORTS ILLUSTRATED is a reflection in print of ideas and values enjoyable 
and, I believe, important to our family life. 
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This Week in Washington... 


Airlines May Buck Tourist Plan to 
Retaliate for CAB’s Rate Hike Stand 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Sept. 19—The next 
round in the battle over the price 
of airplane tickets takes place in 
Miami next week, when airlines 
from all over the world meet to 
decide whether they want to go 
ahead with a new bargain rate 
transAtlantic service which is sup- 
posed to bring European vacations 
within the reach of thousands of 
moderate income families. 

As it stands now, a new “high 
density tourist service” at $417.20 
per round trip is supposed to go 
into effect in April. Despite the 
opposition of foreign airlines, this 
might still seem certain if it were 


not for bitter antagonism which 
has sprung up recently between 
the U.S. flag carriers and the Civil 
Aeronautics Board. 

Last year, when the high density 
service was approved by CAB, the 
U.S. carriers were strongly for it. 
In a five-year period they had 
doubled the number of transAtlan- 
tic flight passengers until they 
reached the point where they han- 
dle just about the same number as 
the steamship lines. At $417.20 for 
a so-called “third class seat” they 
were confident that European 
flights could be sold to large num- 
bers in the $5,000 to $10,000 in- 
come groups and that thousands 
who have been patronizing cheap 


charter flight deals could be lured 
back to scheduled airlines. 


® Ultra-cheap tourist flights failed 
to get off the ground last year, 
however, because foreign carriers 
complained that they did not have 
planes capable of carrying suffi- 
cient payload. They are expected 
to renew their opposition in Miami 
next week, and it will be interest- 
ing to see what the U.S. carriers do. 

Within the past few weeks, the 
U.S. carriers have become em- 
broiled in an unusually bitter has- 
sle with CAB over the board’s re- 
fusal to approve a 6% hike in the 
prices of domestic flights. When 
this fare hike was requested last 
summer, CAB brushed aside the 
applications and said the airlines 
were doing all right. But the car- 
riers insist earnings are inadequate 
in view of the heavy investments 
now being made in new equip- 
ment. And some industry members 
say it might be unwise to promote 
new reductions in overseas fares 


Advertising Age, September 23, 1957 


until the level of domestic fares is 
adjusted to their satisfaction. 


Senate small 
Senators Hit business commit- 
tee has joined 


FCC Inaction 
the ranks of the 


congressional investigators who 
have their doubts about the quali- 
ty of public service rendered by 
the Federal Communications Com- 
mission. 

On the basis of a two-day hear- 
ing held last April, the committee 
says it can’t understand why FCC 
has required more than 12 years 
to decide whether radio’s clear 
channel stations should be “broken 
down” so that additional stations 
can share the frequencies which 
the super-power stations current- 
ly have to themselves. 

Small business committee said it 
isn’t concerned about whether 
FCC decides to keep or abolish the 
clears. It simply feels some kind 
of decision should be made and 
that failure of FCC to solve the 


How do YOU measure values in 
choosing industrial business papers? 


WEVA A MREAAIES old and new: Industrial Equip- 


ment News saturates all 452 industries, some more fully than 
vertical papers. With rapid development of new products, your 
markets are changing fast. One all-industry paper is needed to 
fill gaps and search out NEW markets. 


FIRMS INCLUDED: IEN penetrates the top 40,000 estab- 
lishments, accounting for 4/5ths of the national product . . . 


86.5% rated $100,000 up. 


OFFICIALS REACHED: 


IEN reaches 68,000 product selec- 


tors in engineering, production, maintainance, management and 
purchasing, 87.3 % titled to engineering and plant operation. 


READER INTEREST: 


9/10ths of IEN readers have re- 


quested Industrial Equipment News as the most complete and 
reliable source of product news and information. 


READER USE: IEN is read for one purpose only: product 


information. Readership verification indicates 96.9% of readers 
use for buying reference. Thousands buy on sight from ads in IEN. 


SALES LEADS PRODUCED: 


IEN’s Specific Informa- 


tion reply form, an IEN exclusive, details inquirer’s particular 
interest in your product, including: kind, degree, and immediacy 


of need. 


COST: Due to the publishing plan and format originated by 
IEN in 1933, JEN gets standard 1/9-page ads read in 452 indus- 
tries at a cost of only $165 to $175 a month. 


Details? Industrial 
Send for 20-rae | Pent IFN 
brochure: “Your ; ' r 
Markets Are News commen wes 
Changing” Thomas Publishing Company 

and 26-piece PRODUCT INFORMATION HEADQUARTERS 


Complete Data File 


problem by the time Congress re- 
turns may result in legislation tak- 
ing the problem away from the 
commission. 


The new No. 2 
Top Billing for man in the Post 
P.O. Service? Office Depart- 


ment, Edson Ses- 
sions, probably will spend less time 
waging rate wars and more time 
trying to find out how to improve 
the service. Because of his back- 
ground as one of the nation’s top 
certified public accountants, his 
predecessor, former Deputy Post- 
master General Maurice Stans, felt 
particularly at home when he dealt 
with the department’s fiscal prob- 
lems. As a retired industrial engi- 
neer, however, Mr. Sessions’ chief 
interest is expected to be centered 
on the development of equipment 
and facilities to move the mail 
more rapidly. 


No wonder the 
Rum Ad Move Washington out- 
Thwarts Drys post of the Dis- 

tilled Spirits In- 
dustry was so upset about efforts 
to break down the long-standing 
agreement against the use of wom- 
en in alcoholic beverage ads. Dry 
groups have been telling their 
members they already have assur- 
ance that Senate interstate com- 
merce committee will have anoth- 
er round of hearings next year on 
legislation prohibiting all alcoholic 
beverage advertising. 

Drys say the commitment comes 
from Sen. Warren Magnuson (D., 
Wash.), the committee chairman. 
Sen. Magnuson was instrumental 
in getting the ground out from un- 
der the Dry case. For it was his 
letter that induced Puerto Rico to 
remove women from its rum ads. 


Tobacco industry 
Blatnik Report public relations 
Waits Till ‘58 experts can stop 

worrying about 
unpleasant cancer scare publicity 
from congressional sources for a 
while. The Blatnik committee, 
which got headlines last July for 
its probe of filter ads, will with- 
hold its report until Congress re- 
turns in January. A draft was 
circulated among committee mem- 
bers before adjournment, but most 
congressmen— including Rep. Blat- 
nik—left town before they could 
reach agreement. Like many of his 
colleagues, Rep. Blatnik is cur- 
rently in Europe. 


Agriculture re- 
To Ban Citing search service, 
U.S. in Labels which controls 

labeling of pesti- 
cides, is proposing a regulation 
prohibiting marketers from using 
labels which imply the ingredient 
in their product is endorsed by any 
government agency. The rule, de- 
signed to eliminate such phrases as 
“active ingredient recommended 
by the U.S. Department of Agri- 
culture,” was drafted, the depart- 
ment said, because some people 
may think the endorsement applies 
to the product itself, rather than 
the ingredient. # 


WRC Names Goodfellow 

Joseph W. Goodfellow, formerly 
director of sales of WRC and 
WRC-TV, Washington, has been 
named station manager of WRC. 
William E. Coyle, director of ad- 
vertising, promotion and public 
relations for both stations, has 
been named director of sales of 
WRC-TV. Mr. Coyle will continue 
to handle the advertising, promo- 
tion and public relations functions 
for both stations. 


Sherman McQueen to D’Arcy 


Sherman J. McQueen, formerly 
with CBS Radio as manager of 
network program business affairs, 
has joined thé Los Angeles office 
of D’Arcy Advertising Co. as mar- 
keting and research representa- 
tive. 
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The Law and You 


“ = 
é Laws affect every part of your life-when you sign a by 
z check, climb onto a bus, eat in a restaurant, quarrel a 
J with a next-door neighbor. Legal protection can be - 
ig te yours if you want to insure your children’s future % 
‘ ey. or only want to get your dollar back. Knowing the 5 
a ¥4; law can save you money, headaches and heartaches. 2 


TSF This is the lead on a major feature in Cosmopolitan’s October issue on Crime, The Law, and You. 


sl If you would like to read the complete article, ask us for a copy. 


How to Adopt a Child 


With one adoptable child to every 15 would- 
be parents, many people are willing to forego 
the legal and medical safeguards of an agency 
adoption—and take any baby they can get. 
These “independent placements” are fre- 
quently open to challenge—and the law varies 
from state to state. Make sure the child you 
adopt will remain yours. 


Cheating on Income Tax 


“The income tax has made more liars out of 
the American people than gold has,” accord- 
ing to the late Will Rogers. If you’re tempted to 
cheaton your income tax, what are your chances 
of getting away with it, and what punishment 
is in store for you if you get caught? 


Why Children Kill 


Every day this year two people died at the 
hands of youngsters under eighteen. In one- 
third of the cases the killer’s victim was his 
own mother, father, brother or sister. Here’s 
how to make sure it never happens to any of 
your loved ones. 


When to Sue 


If you injure yourself in the supermarket, or 
a number of other “everyday” accidents . . . 
chances are you have a case in court. Accident 
law is enormously complex—but an under- 
standing of the basic principles and knowl- 
edge of what to do when you’re involved in 
an accident may save you a great deal of 
time, trouble and money. 


Celebrity Lawyer 


“If you're in a jam,” they say in Hollywood, 
“call Jerry Giesler.” They also add, “If you’ve 
got Jerry Giesler, you must be in trouble.” 
An inside look at Hollywood’s foremost lawyer, 
one of the most amazing courtroom minds in 
America. 


The Ladykiller 


Robbery, rape and murder were George Cvek’s 
trade. With information gleaned from talka- 
tive husbands, he charmed his way into the 
living rooms of their gullible wives. What 
happened to his victims could happen to you, 
tomorrow, unless you heed this lesson. 


COSMOPOLITAN Jr 


...edited in depth to create attitudes 


NEWSSTAND 
SALES 


A HEARST PUBLICATION 57th Street and 8th Avenue, New York 19 * COlumbus 5-7300 E a 
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EWRR Resigns H. K. Porter Account 
to Resolve McGraw-Edison Conflict 


(Continued from Page 1) 
shift. (Ruthrauff & Ryan resigned 
the Porter account today. The cut- 
off date is Dec. 19.) 

Both the agency and Porter were 
happy with their relationship. R&R 
handles 92% of Porter’s ad budget, 
with the remainder in two agencies 
—Robert Luckie & Co., Birming- 
ham, and Allan R. Sills Ltd., To- 
ronto. 


® As it developed, Philip C. Wal- 
lach, advertising director of Porter, 
said that when the merger took 
place, Porter saw the obvious con- 
flict but had no objections to Mc- 
Graw’s Line Material division and 
Porter’s Delta-Star division being 
handled by the merged agencies. 

“I spoke with C. S. Beattie, top 
man in our electrical equipment 
division, Delta-Star. He advised 
me,” Mr. Wallach said, “that he 
had no objections and that Line 
Material, McGraw-Edison, were 
our agents in Canada. T. M. Evans, 
our chairman, also noticed the con- 
flict. When told of Mr. Beattie’s 
reaction, he agreed there was no 
harm,” he said. 

Mr. Wallach said that Robert 
Watson, chairman of the board of 
EWRR, felt there was a possibility 
that the conflict might be resolved 
with both companies remaining in 
the agency. 


s Mr. Wallach said several propos- 
als were made to McGraw people, 
“but they would have none of it.” 

It was suggested that both ac- 


counts, which are handled out of 
the Chicago office, be left on the 
same footing, but put on a trial 
basis for six months or a year, he 
said, adding, “After initial enthusi- 
asm, they point-blank turned this 
down.” 

Mr. Wallach said other proposals 
suggesting that the accounts be 
handled from different offices of 
the agency met with similar resist- 
ance. 

“They suggested we handle the 
Delta-Star account from Philadel- 
phia. When I pointed out that their 
advertising offices were in Milwau- 
kee, that the account was handled 
from Chicago and could just as 
easily be handled from compara- 
tively nearby Minneapolis, where 
Erwin, Wasey has an office, they 
turned it down,” he said. 


® Mi. Wallach said he could under- 
\stand McGraw’s position if con- 
| sumer accounts like soaps and cig- 
arets were in conflict but that he 
had felt the existing problem could 
be worked out. 

“We’re unhappy, since we'd like 
to stay in the shop, but ‘strong 
emotions on the other side in Chi- 
| cago,’ to quote Ruthrauff & Ryan, 
have made it impossible, so we’re 
shopping around,” he said. 

Relating that the agency has 
“leaned over backwards” to recon- 
cile the conflict, Mr. Wallach said, 
“We're extremely sorry to see R&R 
go. They’ve done an excellent job 
for us under difficult circum- 
stances.” # 


Buying Is Heavy 
at 3 Radio Nets 


New York, Sept. 19—Heavy 
buying was reported by NBC Ra- 
dio, ABC Radio and Mutual in 
one of the busier weeks at the ra- 
dio networks. 

11 orders in all were signed at 


|“Nightline” participations each 
|week, through McCann-Erickson; 
R. T. French Co., two one-minute 
| participations a week for 13 weeks, 
through Richard A. Foley Adver- 
| tising Agency, and H. J. Heinz Co., 
two one-minute participations a 
week for 10 weeks on “NBC Band- 
stand,” through Maxon Inc. 


“WE'LL PAY’—John 
B. Canepa Co. 
delineates typical 
spaghetti eaters 
in this color page 
in the Sept. 20 
Chicago Tribune. 
The ad offers 
money back on 
“your first pound 
package.” 


Advertising Age, September 23, 1957 


Refunds, Contests, Prizes Boost Red Cross 
Spaghetti in Two-Month Chicago Ad Splurge 


Cutcaco, Sept. 19—Red Cross 
spaghetti will get a whoopdedoo 
promotion in this area starting 
with a color page in the Tribune 
tomorrow and winding up with a 
spaghetti “cook-off” at Polk Bros. 
Dec. 1. 

The opening ad pictures typical 
spaghetti eaters—from The Strate- 
gist to The In-and-Outer—and 
asks “Which type are you?” A 
coupon offers a 25¢ refund and 
a membership card in the spaghet- 
ti eaters’ club, which entitles the 
holder to “eat, inhale, chomp, ab- 
sorb or otherwise consume as 
much ...as he or she desires. 


Anheuser Can’t Cut 


Neatness does not count!” 


s A seven-week contest to find 
the best spaghetti cook comes next. 
A series of 1,800-line and 1,200- 
line ads in all Chicago newspapers 
will ask customers to get an entry 
blank at their local food stores. 
Polk Bros., Chicago’s super mer- 
chandiser of appliances, will sup- 
port the campaign in its own ad- 
vertising and is the location of the 
cooking contest for the seven 
weekly winners of the recipe con- 
test. 

The winner of the cook-off will 
receive a two-week holiday in 
Rome for two. Other prizes include 
a Hotpoint kitchen and a num- 
ber of electric ranges and other 


NBC. Dow Chemical Co. will spon- - Four new orders were placed 


sor a 25-minute musical program, | with ABC. Plough Inc. bought four 
“The Red Foley Show,” through | 11:30 a.m. newscasts a week be- 


MacManus, John & Adams, start-|tween Oct. 1 and Oct. 11, five of | 


appliances. 
Just before the cook-off, Red 
Cross spaghetti will again run its 


Beer Prices to Rout 


ing Nov. 2. Pontiac, through the 
same agency, will sponsor the Na- 
tional Football League champion- 
ship on Dec. 29. 


‘the newscasts per week between 
then and March 17, and three 
newscasts a week thereafter in a 
52-week order. In addition, the 


Procter & Gamble Co. begins a| drug advertiser bought the 2 p.m. 
40-participation-a-week schedule| newscast twice a week beginning 
on NBC’s “Nightline” and “Moni-/ Oct. 16 and the 3 p.m. newscast 
tor” on Sept. 30. The schedule calls | twice a week, starting Jan. 9. 


for 20 30-second and 20 six-second 
participations a week. Neither 
agency nor product was revealed. 


s Anahist Co. started an NBC 


schedule this week on “Monitor,” | 


calling for 13 one-minute partici- 
pations a week for 26 weeks, 
through Ted Bates & Co. 

P. Lorillard Co. for 


segments on “Monitor” each week- 


end for 13 weeks, starting Oct. 5, 


through Young & Rubicam. 

F. Schumacher & Co., for Wa- 
verly fabrics, begins its “Monitor” 
schedule in January, using 20 five- 


|Lake-Spiro-Shurman is the agen- 
cy. 

Other ABC buys included H. J. 
Heinz Co., one weekly five-minute 
jsegment on the “Jim Reeves 
Show,” “Breakfast Club,” and 
i\“The Herb (Oscar) Anderson 
Show,” starting in October, 
| through Maxon Inc.; Rust Craft 


Newport | Publishers, one weekly five-min- 
cigarets bought 20 five-minute 


ute segment of “Breakfast Club,” 
beginning Nov. 6, through Cham- 
bers & Wiswell, and Sleep-eze Co., 
two five-minute segments of 
“Breakfast Club,” starting Oct. 4, 
\through Mottl & Siteman Adver- 
tising Agency. 


minute segments each weekend for | 


13° weeks. 
Sobo is the agency. 


Carter Products bought two one- 
“NBC 


minute participations on 
Bandstand” and a one-minute par- 
ticipation on “Monitor” each week 


for 26 weeks, through Ted Bates 


& Co. 


s Other NBC orders were Radio 
Corp. of America, six one-minute 
and nine 30-second participations | 
a week for eight weeks, through | 


Ehrlich, Neuwirth & 


s A pre-Christmas drive by Ben- 
rus Watch Co. starts on Mutual on 
Oct. 21 and runs to Dec. 22. The 
watch company will campaign 
with 100 eight-second newscasts 
adjacencies a week. P. Lorillard 
Co. began a Mutual schedule this 
week for Kent, calling for sponsor- 
|ship of 219 five-minute newscasts 
over a four-and-a-half week peri- 
}od. Lennen & Newell is the agency 
for both clients. + 


Kenyon & Eckhardt; Chrysler, five 
one-minute participations a week Carty Joins McCarty 


in “Life and the World,” two one- | 
minute “Monitor” participations, 


two one-minute 
World” 


Cornelius A. Carty, formerly 
copy chief of O. S. Tyson Co., has 


as creative account executive. 


Competitors: FTC 


WASHINGTON, Sept. 19-—The Fed- 
eral Trade Commission ruled 
today that Anheuser-Busch Inc. 
must not reduce its price in any 
market unless it makes similar re- 
ductions elsewhere. 

The broad limitation on price 
cutting for Budweiser was issued 
after the commission agreed that 
the company used sharp price cuts 
to divert business from three re- 
gional brewers in the St. Louis 
market in 1954. 

Ordinarily, FTC agreed, a cease 
and desist order is limited to the 
particular market where the of- 
fense occurred. Where a respond- 
ent is found guilty of a violation, 


it added, the commission has the | 


choice of extending the order to 
cover all areas where the compa- 
ny does business. 


# An initial order against An- 
heuser-Busch had been issued by 


Commissioner Frank Heir in Octo- | 


ber, 1956. It said two Budweiser 


price cuts which were confined to | 


St. Louis had clearly hurt three 
smaller competitors. 

In an opinion upholding the ex- 
aminer’s findings, Commissioner 
Edward T. Tait denied Anheuser- 
Busch was merely meeting com- 
petition. He pointed out that Bud- 


weiser sales tripled, while others | 


dropped. 

Under the order he said the com- 
pany still can cut prices in in- 
dividual markets to meet competi- 
tion. However, when price cuts are 
used for other purposes, similar 


“News of i joined McCarty Co., New York,|cuts must be allowed in all mar-|Corboy as manager of the sales 
and one one-minute 


kets where Budweiser is sold. # 


“Which type” ad in the Tribune 
and the Daily News. This time the 
ad will include a coupon worth 
10¢ on the purchase of a package 
of the spaghetti. 

Edward H. Weiss & Co. is the 
agency for John B. Canepa Co., 
|producer of Red Cross spaghetti. 


| Belnap & Thompson Sells 
|Stamp Division to N. Shure 

Belnap & Thompson, Chicago, 
\sales incentive company, has sold 
\its trading stamp division to N. 
| Shure Co., Chicago wholesale mer- 
|chandise house. Herald Heisler, 
|formerly manager of the Belnap 
|& Thompson trading stamp divi- 
sion, is joining N. Shure as a vp. 

A. E. Ostholthoff, president of 
B&T, said that Belnap & Thomp- 
son will continue its service to and 
interest in stamp clients until ex- 
piration of existing agreements. 
Terms of the sale were not dis- 
closed. 


Chicago ‘Trib’ Names Four 
The Chicago Tribune has made 
four executive appointments in its 
general display advertising de- | 
partment. W. H. Hattendorf, west- | 
ern division manager, is now as-| 
sistant to the ad manager; Robert 
C. Tower of the New York ad- 
vertising solicitor’s office, succeeds 
Mr. Hattendorf as western division 
manager; E. D. Corboy, manager 
\of the sales development division, 
jis in the newly created position of 
assistant manager of the western 
| division, and T. F. Mullaney of the 
| western sales division succeeds Mr. 


|development division. 


Sen. Potter Tells 
NARTB Meeting He 
Is Against Pay TV 


CLEVELAND, Sept. 20—Sen. 
Charles E. Potter (R., Mich.) made 
it clear to broadcasters that he is: 

1. In favor of getting the ques- 
tion of tv channel] allocations set- 
tled so that both military and com- 
mercial tv interests are not unduly 
hampered. 

2. In favor of free television as 
against pay tv, both as a legislator 
and as a private citizen, and does 
not believe the FCC has authority 
to authorize pay tv. 

3. In favor of radio and tv get- 
ting due recognition as a news 
medium on a par with newspapers 
and magazines. 

Sen. Potter, who is a member of 
the Senate interstate and foreign 
commerce committee, which has 
interested itself in broadcasting 
issues, addressed the midwestern 
regional conference of the National 
Assn. of Radio & Television Broad- 
casters. 


s Speaking on the problem of al- 
locating tv channels, he told the 
group: “Our efforts here should be 
directed toward expanding the 
service of free television without 
sacrifice of our nationa] security. 
The problem is technical as well as 
sociological, and the _ technical 
phases at this point seem to out- 
weigh the sociological ones—for it 
is obvious that we are dealing with 
a limited commodity, frequencies 
and channels.” 

On pay tv: “If I thought for one 
minute that the people of the U.S. 
were being denied a service that 
could be supplied by pay tv on 
broadcast frequencies, I would 
favor it.” He said pay tv is a mat- 
ter of tremendous public interest, 
“and should not be decided by an 
administrative agency.” He said he 
was going to ask his committee to 
adopt a resolution instructing FCC 
not to authorize any pay tv test 
until the committee can make “a 
policy determination.” 

On news gathering: “You are 
competent to report public matters, 
and the people have the right to 
profit by your ability to do so. This 
right belongs to the people, and 
you are no less its custodian than 
the man who prints a newspaper, 
the man who makes or interprets 
a law, or the man who serves in 
his country’s uniform.” 


= The theme of this year’s regional 
meetings (see Page 3 for story on 
Schenectady conference) is “A 
Time for Decisions.” Workshop and 
discussion sessions were designed 
to give broadcasters background 
information to aid them in making 
industry decisions on pay tv, allo- 
cations of tv channels, the Tele- 
vision Code, the new dimensions of 
the radio newsroom, the latest 
technical developments in radio 
broadcasting and pending legisla- 
tion affecting radio and television. 


McCann Names Ellis Plans 
Head in L. A.; Boosts Camille 

Sherman K. Ellis has been ap- 
pointed chairman of the plans 
board of the Los Angeles office 
of McCann-Erickson. He has been 
serving the agency as a creative 
consultant for the past year and a 
half. 

Al Camille, vp and executive art 
director of McCann-Erickson in 
San Francisco, has been advanced 
to the new post of creative direc- 
tor of the San Francisco office. 


"Dallas Times-Herald’ 
Appoints Felix McKnight 

Felix McKnight, formerly man- 
aging editor of the Dallas News, 
has been named vp and executive 
editor of the Dallas Times-Herald 
and has been elected to the news- 
paper’s board. Allen Merriam be- 
comes editor-in-chief emeritus of 


the Times-Herald. 


= 2 Ic. rh stinet, 3a a tees. ‘ene Se re PU Se mis in 5 Se eee eet see i eet TS oe a ea tise eres ee ee MRS DY an v a 4a ite Se ME eaten 
allie i coe ge RM ee a. eee | ae 
Ce RO Sar a ea ie ati ae. 2 ee “9 Wee as ne wi Mee oan eae ee ee ae Oem et pa eee ee Pte ak eon, re foe Shae 5 
i 4 Be an Seer tne aie Sa rg ee ee. Rey rere emer etme ed SS ae anaes ot Nena gg SF 5 aia ee gt ee oh) Ce ar 
ae i ii hs, I Mn ee a em a 
Zeer ay aie pee 4 idl ees were > ORR Seon oS ON See : oe sie _ ea oe ee SRM  aerremaeimes iia, serie ae oS eee: a [ ‘ a 7 ee ae pega 
fe — ee SS eS ee ee a a 
: es ‘ - a ee 
Tee rs 
bar ay re 
= i ‘ 
i” fs 
8 ES 
erg: u 
as 3, = } Pe Me ) 
Se Oe, ; ? a [ 
a SBaMe® a few friends of . 
; Be naa eee aaa A : 
- ‘YEW! Bea hg Se EBS 
sn oe _yerame T's ae 4 - _ Vt wee § EF + 
Ores —— 4 ae 
ag s Z } i 
oe ‘ ie 
Pee | “el f Fay s 
2 , ‘ ; 
ak e ; ~ we 
one f oe! (@ 7 
=. which gj) we Ae? & 
a > 4 + AV 2 
etna iret “Sor | |\p! 
& ype | at | ) 
Rerar j bai a - : : 
& e D> 34 \ i‘ 
gi are.) —- ay : # 
eS as F y ? Fae Ces <= 
ae 6<. fs Ds ; * as, 
es ou KER — SS s : 
Pre | The Strategist The Maestro The Shortstop | i 
‘ ec | ‘si 
ae akan : 7 
bi - ’ if 
a a 
a ii as | ¥ 
oe * | ; * we pay a 
4 ral - or at pale sod ard a 
Px ee a res “ ; 
Ere the ; “3 : 
Pec | @ , 2 , . 
ti ae | “Fi tt, pi —tpenriner sha nog ahd 
ae yy pO aaa 
” : = S : 
: ; im ead \ Pe aos 
b Wt ! > 
a i vom ) x 
: , ir Ke 
ae \S = / <<) ‘ ; 
gite —— y — aoe { 
v Bes) The Chopsticker The Jabber ‘The tn-and-Outer : - = 
ae. Rete #4 Febohe . . ° : 
Pe: SS EE : he | - 5 
<1 , 
a: | 
ay Ss = + 
eek “ 
aoe og - 
arian a, ee ae Soe 
? * Boeiee Sinteime- Reeaseeee FSS : 
‘. = a en Os ot Gr te ome ete. oe ee 3 r 
: ee " 
Bien ny 
< a ¥ 
peng s 
eM 
LS ey 
he a 
i 
ie 
sage , E 
ea i a maaaaaaaaamaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaamaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaacaaaacaaaaaacaaamaammmmas : 
ie 
= po 
es 
sera 
hy a 
we : ‘ 
‘dean | 
a ee | 
fe, OL 
actos 
Scie 
eter 
pai - 
nae 
ee me 
5 Se 
ote 
eee 
he 
et 
sl ee Be 
| Ps | 
ee 
cd ee Po 
ee 
i 
. ‘ elie Z vs Sa : rs Jats Beas —— pee Se 5 == ee é i E . : : " P ‘ bg \ Y é P i 4 F ‘ u b : 4 a“) 3 die i ‘i " = x . Bh ales “ 
i ee... ee ee a POE ay dP ee ge | 
oe = Na d ‘ -_ Pate tee « Poe. Oe A eae cites eo bag ee th ens oe ge ep ee xa eee tele ps 7 ew : Be : ¥ a te ee ae, 
ee i as Poe. ee er BAe. SR ae \ ea iy Ee os es oe : Slt c ame Ena oar 8 Crea eel Coa ag Seah, ee pret Cast : 
ee AL ee a AL oie. ene Rene. cee ee es Ree =. ee arr eee 


19o/ 


1 An All-Time High 


: 
/ 
| 
/ 
: 
| 


*Large poster panels and painted bulletins 


GREATEST NATIONAL 
DOLLAR VOLUME 


LARGEST NUMBER 
OF NATIONAL ACCOUNTS 
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OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK @ ATLANTA @ BOSTON © CHICAGO @ DALLAS @ DETROIT © HOUSTON @ LOS ANGELES © PHILADELPHIA @ ST. LOUIS @ SAN FRANCISCO @ SEATTLE 


For Standardized * 
Outdoor Advertising 


The proved selling 
power of Outdoor 
Advertising has 
contributed heavily 
to America’s 
prosperity. 
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wherever you look today 
you find 


PACKAGING 
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wherever men work with packaging 
you find a a 


MODERN ===" 
PACKAGING 
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MODERN PACKAGING 


Vight Lage 
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Sen 


... the magazine of selling —for manufacturers of containers, 
packaging machines, equipment, materials and supplies. 


A BRESKIN PUBLICATION ABC/ABP 
. as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 
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The Editorial Viewpoint... 


Concession to What? 


We are not happy over the fact that the governor of Puerto Rico 
has ordered a change in the advertising of that commonwealth; 
specifically that women are not to appear in the advertising which 
has combined the appeal of Puerto Rican tourism with the appeal of 
Puerto Rican rums. 

Everyone seems agreed that the ads were in perfectly good taste 
and objectionable only in that they did not abide by the voluntary 
code of the Distilled Spirits Institute, which prohibits the appearance 
of women in advertising (and to which, incidentally, Rums of Puerto 
Rico does not belong). 

The institute protested the appearance of ladies in the Puerto Rico 
ads, even though the ladies were not professional models, were se- 
dately posed in non-drinking attitudes together with their husbands, 
and in general exuded an atmosphere of good taste and perfect pro- 
priety. Their argument was that the appearance of females in ad- 
vertisements which had something kind to say about an alcoholic 
beverage would outrage the delicate sensibilities of someone or other 
and thus provide capital for those ever-eager Drys, who continue 
without letup their persistent efforts to ban all liquor advertising. 

The Distilled Spirits Institute may have a valid point. They know 
more about this than we do. But we have a fundamental unwilling- 
ness to see any group or any industry refusing to face the facts of 
life as they exist. And the facts are that about as large a proportion 
of women occasionally take a drink as smoke, and the appearance of 
a lady in the scene in which a gentleman hoists a beaker of rum or 
other alcoholic beverage toward his face is extremely unlikely, these 
days, to cause civilian commotion of any kind. The fact that ladies 
sometimes take a drink—or are at least aware that men sometimes 
take a drink—ought to be accepted, because it is a fact. 

We are, in truth, tired of all legislative and restrictive attempts to 
defy the truth. For example, we think it is simply silly (along with 
being vicious and unfair) for a margarine manufacturer to be in 
trouble because his advertising says the product is “churned” when 
this is the simple truth. Some officious group wearing horse-and- 
buggy type blinkers has decided that only butter is churned, so if 
you advertise margarine as churned you are misleading the poor, in- 
nocent consumer. 

But why should the truth be misleading? 


How fo Earn Your Pedigree 


Prof. C. N. Allen of Dartmouth trotted out his psychological vo- 
cabulary at an advertising meeting the other day, and came to the 
conclusion that too many marketing men are caught in an “egocentric 
predicament” that prevents them from really seeing and understand- 
ing the buyer’s point of view. 

Only about 10% of marketing men practice what Prof. Allen calls 
“pedigreed” marketing, which he defined as thinking in terms of 
dealing with a buyer’s market and seeking not so much sales as re- 
sales. 

Whether you want to define the problem as an egocentric predic- 
ament, or as a kind of occupational narcissism, it is clear that this is 
the guts of the marketing and advertising operation. Too much mar- 
keting strategy, and too much advertising strategy and presentation, 
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Gladys the beautiful receptionist 


—Ed Whitney, Chas. Pfizer & Co., Brooklyn. 


“The Influential? Yes, he’s arrived—the one over there behind the 
Post.” 
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is still built on the notion of casting the potential] market in the image 
of the marketer or advertising man, instead of the other way around. 
And too much advertising is written to please the copy chief or the 
client or the admen across the street, instead of appealing directly 
and clearly to the logical prospective audience. 

There could be worse precepts than Prof. Allen’s notions that the 
marketer should always assume that he is dealing with a buyer’s 
market, and that his job is not just to make a sale, but to sell over 
and over again to the same people. 


BofA an Advertising Pioneer 


We wish Charles T. Lipscomb Jr., new president of the Bureau 
of Advertising of the American Newspaper Publishers Assn., well. 
The organization which he has just been chosen to direct is one of 
the real pioneers in media promotional activities, and has done a 
great deal in recent years to keep the basic values of newspapers be- 
fore advertisers and agencies. 

The Bureau of Advertising, along with its counterparts represent- 
ing other media, has done a great deal for the advertising business, 
and it can and should do even more. Industry-wide promotional or- 
ganizations like the bureau perform invaluable service by undertak- 
ing broad, basic services which normally cannot be performed by 
any individual member of the industry—and they work best when 
these broad, basic services are backed up intensively by the individ- 
ual promotion activities of each member. 
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What They're Saying... 


Teamwork Does It 

True as it is that we have the 
best press in the world, more hon- 
est, better-informed, more inde- 
pendent, we need to spend less 
time bragging about our achieve- 
ments and more diagnosing our 
ills. 

The essential ingredients of a 
great newspaper are an influential 
and independent editorial page 
and courageous and _ thorough 
news coverage. These goals are 
more quickly achieved when there 
is coordination within a plant and 
a communal sense of teamwork 
and pride. Although the absence of 
departmental collaboration is not 
noticeable to the public, the pres- 


ence of it contributes toward 

making a fair newspaper good or 

a good newspaper great. 
—Dwight E. Sargent, editorial page 
director, Gannett Publishing Co.'s 
three Portland, Me., newspapers, ad- 
dressing joint convention, New Eng- 
land Assn. of Circulation Managers 
and eastern area members of National 
Newspaper Promotion rs, in 
Rockland, Me. 


One World 

House, landscaping and interior 
decoration will one day be a “one 
world” of selling and may very 
well be merchandised, presented 
and sold through a single estab- 
lishment. 

—Nathan S. Anceill, president, Baum- 


ritter Corp., speaking before the Na- 
tional Assn. of Furniture Manufactur- 


Rough Proofs 


A manufacturer looking for a 
marketing vice-president at $45,- 
000 a year says the age bracket is 
38-50. 

You won’t have to be a boy 
wonder to qualify for the job. 


Subliminal Projection Co. is the 
name of a new organization which 
will produce tv commercials “be- 
low the threshold of sensation or 
awareness.” 

You won’t know what hit you. 


Arno Johnson, who usually sees 
sunny days ahead, says advertis- 
ing will have to double in the next 
decade to keep pace with economic 
growth. 

Since 1942 admen should have 
been born in much larger num- 
bers. 


Victor Kramer, ex-Department 
of Justice official, says advertis- 
ing and media are still in danger 
from anti-trust prosecutions. 

Fortunately for them, Vic is now 
in private practice. 


Although the Food & Drug Ad- 
ministration doesn’t believe 
Mountain Valley water has thera- 
peutic qualities, it’s enough for 
the bottler that President Eisen- 
hower gave the product a public 
endorsement. 


The Sept. 14 issue of the SEP 
carried the record-breaking vol- 
ume of $3,217,000. 

Some of those Influentials the 
Post is talking about must be on 
its advertising staff. 


Use of a pipe-smoking model 
wearing a deer-stalker hat in the 
ads for Burberrys coats ought to 
assure 100% attention from the 
Baker Street Irregulars. 


“The Tribune can do almost 
anything in Chicago,” says the ad, 
referring to a 75,000 crowd which 
turned ovt on a rainy evening for 
the all-star football game. 

One of the exceptions may be 
putting together a college all-star 
eleven that can beat the pros. 


“Do not worry about what 
caused stocks to go down,” says 
“The Value Line.” “Explanations 
will be found.” 

And they’ll be just as numerous 
as the reasons-why for advertising 
campaign flops. 


Four Roses is helping RCA to 
promote color tv sets in taverns to 
attract more business. 

But to make the plan really ef- 
fective, they'll have to start tele- 
casting the box-fights in color, too. 


“The Best of MGM” on CBS is 
making it easy for the old folks 
to explain to the young folks why 
there wasn’t a dry handkerchief in 
the movie house when Greta Gar- 
bo appeared in “Camille.” 


Copy Cus. 


ve eo tess OES SE ESSE St ee ee a ge ee | eg ey ee ARG | I eae Net Os a Pe a ew as eee ey 
eo a gaa at oe Be ee PRS MI Be IR 5 ee ne ~ ek RR ne eR) 
“et Bisse Mai 8 ge” ne aaa bit sae ee. ea alates: ag ae: Rea aS ei - Sic: SN ee ow 2 a Ree ae iP cate a ee 
% c aan pe Vea ms oe ee 6A ae pete a at . tne en a eta iy ge MO acre hh gal : Pivig te rule erie Ih G2 Ee = ae sie Paar eer oe fee ee 
ana fae ioe shane Leer: Petes 0 oe RN ee ete na are ie acess z = = ee gh og ee 8 SRR meena ERS wa a Yt ine Se eee yt A Re wipe ’ i asian eae 
ty Tego oe ere rence ae 2: oa ae ann 4 Air Be SN ii eae a epee, os RES Rae apice Cy " Es so eee = Tae BS ero!” of Vik (gua i ae ; dee ire 
20 ae Ase Pr te eee el aoe am Tne Pe ei . ey, ae ee ee Le on a ‘ = reek nes, ete no hes Sag. Ny ge) deen oa ea nh ee ees Breen. Pee aera kein) 
i Bae at a et ai ees : c= rt ie ae Sas eae Bens SY inte a : get ae : he a eet ane Mee, Sot a en ee 24 na =e ia oes > aN ane et 
4 ie gure pe eee Sy, ~ a Amat ee ae . 8 z * a pty . . tay eT a ae . By Sa Sue ra hs nee ae 8 a Ms se aN ey ia eee sae eee 
‘oe ; - . Po 
eis. ] ie 
me 4 y an 
tee a 
ea a 
aa ig 
jus = _ - 
7 BF 
ne -_ OU FO 
~~ ea 
i. 
? eS ; ; Bae zh 
. by et Oe ie SMe i eae ete aes Se We ; 
: yas: eae * iM o  e e s a | — 
: Roe OE Smee re Pe te at MRT eg aes ae! 4 ies 
Se) ae x : a a TE aii wht ommne see ee ’ ‘ 
- ue er = bu ae Ser TS ae v2 o | 
_ eo: Ee ‘a 2 _ iene th ; ee seg "a e ae igh | a 
a ~ eee ‘ a. ae puts 5 er ares ae. pes a | 7a 
a ey ; eka : ‘ F RE aerate Nes 
‘ a ‘al ae gS, eae a eo 
Bd i ; 5 ee ae ES ey foe a | oy 
ae : ; say ; ee Porno i 
A = > A ‘ Be be oul oe “ . em, 
i ; : van Savion ete : 
a ; e. _ aa + : 
ere ¢ + er eg! ee any Cyest ae 
sie : e eae oe ey = f Pa 
oa Be - : eee Re Bey 
ear % ; iam ee ee Se oye 2s 
pie 7 it , as nO Sai. Ui ep : 
aes 5 aie aie ' a * : gel : % 
it te Dh 1 ae a ee = aa — = ee +4 Pars 
mes wi Seat Sesto gem —— T= 
Se ae Presa eee oA ae eae = 
ce ae Bs ee tills nasil Bee eee sins eS SS : ‘ 
hae es co eee to ee ee “4 | ie 
soe =e = ; ane “ aga aia te ics esl aa . > if , : a : 
ee ae ae : Shine phe Ti Maal icearate “F% — oy, , Wire 
a fy en he es e oe ea a ae - ee fea 
Bs ae -" po ‘ ‘ax llualtaity ee m\\ 0 ee o 
= pi ae ee B= 8 esc oe al i) rion ih 28 we 
7 ere ae i 20 ieee N ne - <5 Oe i, or pig wee ; fe 
eee: ben ere 7 "stl eth BS og ni: a 
Rage. Ca aioe 39> sige sehen Bat a 
: oe #, 7 io Rene eae al 
i <a eat ee ile. es 
Pe ne RE atid ated oa “ae 
ait —_ engi ct 5 og ce 
a ab e+. Spee et er a 
ee ie. ae a PENS ai Pra iter | : 
. Pa a : Nite det! s a site aes Ar. 
sia Sele Ces, eae a 1 i rd se Pn: 
oy ; i eae" Bi i I aaa un 
VP eagela Seet gies ok ee et ca eae ad t i 
Fy ie er a lt 0. Beh) y 5 > OE ae th a ; Po 
ae Gg a or Bis Ee ae Patra el.” "a | re 
pes Pe ee ee ee j 
Sass (a eam Res oe So ee 3 S 
aie ey Be re) een : -- 
a let re gi fase gehen glidy © Lethe ad 5 yen — - 
3 ie ake let ea Peeters i a. | ; 
2 eae Baa me a a a ee Sle ee eee oY Sagal coe te tan ee E yo — F 
<a ne Se et y ee Yon bene oie sm ie ss a F a Mite 4 
pee oi es De aan ate ike ao a ape. re 7 
- | 2 ee a ioe ae Sr eet oe Se =" Cae: = 
Me on ‘ ae op aeae nae ee Gs eS Fea ete a. 4 Fs ee 
ar NE oa er ee 8c. ee SN ale De a it ® ieee cae — (aa a 
, gs Sa RT Oe OE ae ee Rae ee eI oe aid “< 
i: ‘ : ; ! ‘ eatin a : 
; cas, © o3 
ee > iy 
one re 
oe Ss 
r ee es 
i 

ee is 

se ae a  — —— — — —  —— —— — ae 
se os 

xf : 
= ; 
oa i 
. leet : ¥ Se 
jest aa 
Fe ° a 
soil Sd ea 
i ee se 
a : 
bites | : 
daha” nen 
rae _ 
oy) ae a fs 
~ i 
city 

per a 
yi ees 
snk ' 

a ae a : 
eR ‘ 
A ietag | 5 
ae ; 
ee : 
=, - ‘ 
me: : 
hoe | " 
reas : 
‘et | “ 
i ... = 
ens ' 
ach 
a: j 
sea 
ee: 
ek | ; 
ae 2 
cia eee ; 
fey * Es 
Sean re 
ee es : 
ee : 
hee or ; 
pee | 
ferk * 
’ on 
ag 

4 . 
ie | 
Sig hh a ad 
gal } ; 
= ia ; 
= | i 
i > 

’ Fe 
; we 
: | 
— a 
ome i 
oe 
te ee 
5 es : 
a 
ee 
ail | PO 
ers. | Fe 
Cie ies Re ge MOREE a ea PRS eis tah age ede ee oa tae ‘ ; . - : 
: = ks PORE 1 ue, ee : RE eek glee! os? =) Shae re : Susu s + a eer lr ee oe a pA SS ethene sear al Jn osetia, 3 reat ro he cial ee eee ee 7 ee mae 
> Eo. i a aa, i Rae, G8 tS SMe nee Ff TS Ree ee. pete ite. 8S, a cd: 
teak, ond * im 2 ee ci bs ——— e ee ie Be 5 s ~ 4 " 2 2 rf - ae Pee ae ae Stee a ae F 
+ - a TO a t Hoek ree: ane a te arte el Se ot 5 Mat ity: m ap gett ible see! 2 5 as 7 er ‘ Bias, . i i z wind ee got 2 2 ae Se Se Sl oe ‘ 
ees clad Waals oe AE er ES ae oe ae Et tandem ty ag > geet as est aS GRO Fa calor “Th Se aie een ees eg a Ze ee pe iS 7 BE are Re ey Teh, Pc : = 
A a ae, ee ee atime Wiig Saree 4 Pee Saeeear cae i a . ~ eee aa ra Pei) Tacoma ES Se aarti Sak eke ae le ny es ue age oe . 2 <n ec 2 rr a ae Pe bad A 


Look Beyond the Page Where 
Your Advertising Appears 


for example, look at The Inquirer’s Page One 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


a. 


_ 


Reader interest guides make-up of this 
“showcase”’ page. Its neat, crisp format 
draws and pleases the eye. Dramatic head- 
lines and pictures add impact to a thought- 
ful balance of news from city, nation 
and world. 


Look further . . . through the rest of The 
Inquirer . . . and front-page impact meets 
you at every hand. Into every page goes 
the same painstaking attention to an emi- 
nent newspaper’s prime responsibilities . . . 
to inform, to aid, to entertain. Reader 
loyalty is both aim and achievement. 


4 


The transfer of such loyalty from editorial 
matter to advertising columns takes place 
regularly, effortlessly, seven days weekly. 
Certainly a look beyond advertising will 
prove The Inquirer’s effectiveness on your 
next schedule. 


This view has moved more advertisers 
to place more linage in The Inquirer 
than in any other Philadelphia news- 
paper... and in 1956, The Inquirer 
published the largest volume of adver- 
tising ever carried by any Phila- 
delphia newspaper. 


aN 


The Philadelphia Prguiver 


Now in its 24th consecutive year of total advertising leadership. 


West Coast Representatives: 
CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Andover 3-6270 Woodward 5-7260 Garfield 1-7946 
MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 


Dunkirk 5-3557 
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COMPLETE DIRECT MAIL SERVICE 


izmprinting d&& 
mailing, inc. 


1132 SOUTH WABASH AVENUE @ PHONE WAbosh 2-2027 


CHICAGO 


Advertising Age, September 23, 1957 


Ads Created One-Price Selling; Now 


New York, Sept. 20—The dis- 
count house has become firmly 
established as a major new type 


|of retailer. It will profoundly af- 


fect operations of other giant re- 
tailers and will, inevitably, com- 


| pel changes in the merchandising 


They Encourage Discounting: Weiss 


policies of manufacturers. 

E. B. Weiss, director of mer- 
chandising for Doyle Dane Bern- 
bach Inc. and ADVERTISING AGE 
columnist, makes these main points 
in the newest of his series of stu- 
dies in the field of merchandising. 


Y launches another! 


WAVY-TV in Norfolk sets sail as ABC-TV’s 


74th live station, raising 
ABC-TV coverage to 93.1%” 


Add another to the growing list of ABC-TV live markets. This one 
is Norfolk-Portsmouth, Virginia — where WAVY-TV (Channel 10) went 


on the air in September as a full-time ABC-TV affiliate. Now 


all of this great market (the nation’s 37th television market) can see 


all ABC-TV shows — as scheduled and programmed. 


ABC’s affiliation with WAVY-TV raises our live coverage to 78.4% 
of all U. S. TV homes. Already this year, we’ve added stations 


in San Antonio, Tucson, St. Louis and Miami. In the offing, 
this season, are live, competitive ABC-TV affiliates 

in Peoria, Indianapolis, New Orleans, Omaha, 
Youngstown, Boston, Amarillo and Pittsburgh. 

These will push our live coverage up to 85%. 


To advertisers, ABC-TV extends a cordial invitation to 


take a closer look at the new ABC coverage story. 
And to Norfolk, it’s a hearty “Welcome aboard!” 


television network 


*Total coverage for average half-hour evening program. More than 84% of this is live! 


Fifth in the series, the 43-page 
report is titled, “Marketing’s Com- 
ing Readjustment of Low-Margin 
Retailing.” 

This year, Mr. Weiss reports, at 
least one discount house will top 
$100,000,000 in volume, and more 
than a score will do better than 
| $10,000,000. 
| “By 1960, several discount 
|chains will be hitting an annual 
|turnover of $250,000,000—and in 
| 1956, only a tiny handful of the 
|established mass retailers could 
boast of that sort of volume. It is 
not impossible that by 1960 one 
or two discount chains will be re- 
|porting a $500,000,000 turnover— 
|}and, in 1956, less than a dozen es- 
|tablished mass retailers had got 
into that charmed circle after sev- 
— decades of effort,” he writes. 


|@ With only certain exceptions, 
/manufacturers who less than three 
| years ago fought hard to keep their 
|products out of discount outlets 
|now are scrapping for distribution 
|in the off-list outlets. 

Even the premium business is 
being affected. “That part of the 
|premium business that has been 
built on innumerable advertised 
|brands may now have reason to 
're-check some of its pricing poli- 
cies for the very simple reason 
that the featured premium price 
is occasionally either uncomforta- 
bly close to regular discount house 
price or even higher.” 

National advertising, which orig- 
inally set out to establish a one- 
price system, is credited by Mr. 
| Weiss with having encouraged a 
return to multi-price systems. 

“It is not commonly understood 
| that, of our billions sold at retail, 
jat least 50% is currently retailed 
/on a flexible, multi-price, and 
even a haggling basis. And the 
lion’s share of this price-cut por- 
tion of 50% of total retail consists 
of advertised brands. 


|s “This is extraordinary when one 

recalls that one of advertising’s 
great objectives was to eliminate 
caveat emptor—eliminate price 
haggling, eliminate price falsities— 
assure, if not guarantee, one price 
to all, everywhere, all the time. 

“But surely it is obvious that 
between price promotions and 
price haggling, between trade-ins, 
premiums and stamps, between the 
‘enormous variety of types of dis- 
count operations and the ‘courte- 
isy’ discounting of at least 1,000,- 
000 independent retailers—for 
each other, for relatives, for pro- 
fessional people, for friends, for 
friends of friends, for organized 
groups, etc.—our present-day sys- 
tem of retailing is no more on a 
/one-price basis than is retailing 
‘in an oriental bazaar or in the 
Belgian Congo.” 

The public has become “off- 
price conscious” and as such is 
“seventh heaven” for the discount 
operators, he continues. 


|@ Other chapters in the Weiss 
|study discuss the evolution of dis- 
count houses, an objective ap- 
proach to low-margin retailing, 
the reaction of established mass 
retailers to discount house compe- 
tition, and other pertinent subjects. 
Copies of the study, as well as 
of the four previous ones, are 
available on request from the New 
York or Los Angeles offices of 
Doyle Dane Bernbach Inc. # 


Book on Scientists Out 


Victor Chemical Works, Chicago, 
/has prepared a book, “Shortage of 
Scientists,” in digest form, which 
‘carries articles by industrial sci- 
‘entists on how to interest young 
people in science and engineering. 
The articles were originally sub- 
|mitted in a “talent scout” contest 
|sponsored by Victor. The booklet 
vis being distributed from the com- 
|pany’s general offices in Chicago 
at 155 N. Wacker Dr. by E. M. My- 
jers, director of advertising. 
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Everywoman’s announces 


NEW FACE 
| NEW PACE 


There’s a crisp fall breeze in the air. 


| 

And like many another woman, EVERYWOMAN’S Magazine éuena ie 
ER 3 

r feels that feminine urge to “turn over a new leaf—buy a new hat— | [AT Ww De, 3 

< be a new me.” O ans 


She’s wearing a new garb on the cover to tell you how chic 


and smart and young she feels. Inside the new October issue, 


you ll see a whole new wardrobe . . . with some exciting accessories, 


too. New layouts, new features, new excitement, new sell. 


If you'd like to see typography that takes advantage of the latest 


” motivation research, look at EVERYWOMAN’S new headlines. 
4 6 baby sports Swectere | 
EVERYWOMAN’S new face sets a new pace. Keep your eye in this speciay | 
3 on EVERYWOMAN’S—She is all dressed up and going places. handeratts issue 
: Pus king-size dinne 
For a private look at EVERYWOMAN’S ple recipes 
; new trousseau call: | 
y | 
MAGAZINE 
NEW VORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 a , ; 
CHICAGO... .35 E. Wacker Drive, Chicago, IIi., RA6-O802 a  '—_ cere | 


SAN FRANCISCO... .Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 2%2 billion to 5.3 billion in 6 years!) 
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Radio Ad Bureau Adds 
23 New Members 

Radio Advertising Bureau, New 
York, has added 23 stations to its 
roster during the August to mid- 
September period. 

New stations are KGHI, Little 
Rock, and KNIR, North Little 
Rock, Ark.; WAWK in Kendall- 
ville, WJPS in Evansville, and 
WLOI in LaPorte, Ind.; WFOB 
in Fostoria, WKRC in Cincinnati 
and WTVN in Columbus, O.; 
WBHC, Hampton, and WQOK, 


Greenville, S. C.; WJQS and 
WQKJ, both Jackson, Miss.; 
KAKC, Tulsa; KIXL, Dallas; 
WBIL, Leesburg, Fla.; WDOE, 
Dunkirk, N. Y.; WEBB, Dundalk, 
Md.; WILD, Boston; WILS, Lan- 
sing, Mich.; WMMS, Bath, Me.; 
WRAJ, Anna, Ill.; WYDE, Bir- 
mingham, Ala.; and KQUE, Al- 
buquerque, N. M. 


Tax on ‘Throwaways’ Asked 
The Canadian Weekly Newspa- 
per Assn. has voted to ask the 


federal government to impose a 
sales tax on “throwaway” adver- 
tising sheets to enable weekly 
newspapers to compete with them. 
The association will also ask the 
postal department to establish a 
means whereby “give away” pub- 
lications will be charged individ- 
ual postage. 


Speed Queen Plans Push 
Speed Queen Atlantic Co., Long 

Island City, plans a concentrated 

60-day campaign, starting Sept. 


Advertising Age, September 23, 1957 


30, to introduce its 50th anniver- 
sary models of automatic clothes 
washers and driers. Newspapers 
in New York, northern New Jer- 
sey and Fairfield County, Conn., 
will be used. Byrde, Richard & 
Pound, New York, is the agency. 


TelePrompTer Names Garrett 
Paul Garrett, formerly vp in 
charge of public relations of Gen- 
eral Motors Corp., has been named 
to the board of directors of Tele- 
PrompTer Corp., New York. 


1956 New Car Sales 


Greater CLEV ELAND 


—— b 
: i eth te cemrbtt romrch dopertmecnt of The CLEVELAND PLAIN DEALER 


It’s a market LARGER than 
each of 36 entire states 


and the ONLY 


Cleveland Newspaper that 


«Sea 


Want to project 
NEW CAR SALES in 


Cleveland for the 58 models? 


You'll find many important clues in the Plain 
Dealer Automotive Report. Our market re- 
search department counted new car sales by 
MAKE, by MODEL, by DEALER and by 
ECONOMIC SECTOR of the market. 


You can quickly see that most new car sales, 


aan tT. “8 


: . 2 
~ Spa fauntl ana, 
cat ee ea 


in Greater Cleveland, were made in economic 
sectors where families have the most buying 
power. These are the areas where the Plain 
Dealer is the most widely read. 


If you haven’t received your copy of this 
detailed report ... write, wire or phone. 


The Plain Dealer sells two great 
RETAIL MARKETS Cleveland*2% billion 


26 adjacent Counties $2 billion 


TOTAL 


54h, billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 


COMMODITY 


CLEVELAND 
CUYAHOGA COUNTY 
(000) 


26 ADJACENT 


TOTAL ; 
a 


Total Retail Sales 


2,247,897 


1,999,804 4,247,701 


Retail Food Soles 


549,318 


484,163 1,033,481 


Retail Drug Sales 


85,930 


55,457 141,387 


Automotive 


382,082 


390,920 773,002 


Gas Stations 


120,031 


157,081 277,112 


Furniture, Household Appliances 


124,695 


102,572 227,267 


(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Y 


*C 


are not included in above Sales. 


sells this WHOLE MARKET is... Lhe Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, ‘ 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


pate ied 
Pa 

ew Or 

a Pring cx: tiy 


PICTURESQUE—A portable charcoal 

grill, neatly simulated in color on 

corrugated board, sells mustard for 

the R. T. French Co. The merchan- 

diser was designed and produced 

by Schmidt Lithograph Co., San 
Francisco. 


Hoffman-Manning 
Files Chapter I] 
Bankruptcy Plea 


New York, Sept. 17—Hoffman- 
Manning Inc. has filed an ar- 
rangement petition in southern dis- 
trict court, under Chapter 11 of 
the bankruptcy act. 

Liabilities of $172,000 are re- 
ported, against assets of $50,000. 
The advertising agency, at 655 
Madison Ave., proposes to contin- 
ue in business and make payments 
in full over a five-year period. 

There are about 300 creditors, 
according to attorney Nathan Fo- 
gelson. The ten largest are the 
New York Times, $14,000; Colum- 
bia Broadcasting System, $9,000; 
Wall Street Journal and Glenn 
Process, $8,000 each; Business 
Week, $5,600; Fortune, $3,700; 
Long Island Press and New York 
Mirror, $3,100 each; WOR, $2,700; 
New York Herald Tribune, $2,600. 


s Ata meeting of creditors yester- 
day, it was reported that the agen- 
cy’s business volume for the fiscal 
year ended July 31 was $700,000. 
The agency reported it had been 
staffed and geared for a $3,000,000 
operation. This never materialized, 
and its present difficulties are laid 
to this cause. 

Ed Hoffman, chairman and pres- 
ident of the agency, had been 
drawing $300 weekly salary. He 
currently is not drawing any sal- 
ary, and the agency staff has been 
pared to about half a dozen em- 
ployes, while the debtor negotiates 
with its creditors for a reorganiza- 
tion. + 


Aetna Forms Two Ad Depts.; 
Adds Information Dept. 

Aetna Life Affiliated Compa- 
nies, Hartford, has formed two ad- 
vertising departments and has 
named John H. Warner and Rob- 
ert E. Brown Jr. directors of the 
departments for Aetna Life In- 
surance Co. and Aetna Casualty 
& Surety Co., respectively. Mr. 
Warner and Mr. Brown were for- 
merly assistant managers, adver- 
tising and publicity department. 
At the same time, Aetna cre- 
ated a new information and edu- 
cation department to be headed 
by Paul B. Cullen. Mr. Cullen has 
been superintendent of the public 
education department since 1949. 


Peck Joins Gousha Advertising 

John A. Peck has been appoint- 
ed account supervisor of Gousha 
Advertising, Minneapolis. He for- 


merly was an account executive 
with Mullen & Associates, Min- 
neapolis, and a product manager 
in the ad department of Minne- 
| sota Mining & Mfg. Co. 
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‘ Forces Families in Europe Are A 


“WILLING & STABLE g 


‘erican-Made Merchandise 


~~ SUpreey ~~~ 


and market dota. 
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MES PUBLISHING CO. 2020 ™ St, NW. Washington 6, 0. C 


— _ —s 


OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


we're livin’ ( 
“HIGH ON THE HOG” 


avmer 7 


ee. 


Pe eee oy 


ae 5a 


ale 

Anted 

director 

Sing. Mr. 

y Was Sales 

4 Watson, for- 

st sales manag- 
rect the national 
s of the special 


es 


Like J. Walter Thompson, you'll get top service for your products on the 


ags division, while WLW Stations. So before you buy, always check first with your WLW Stations’ 

al § yore nar Representative. You'll be glad you did! 

eek recently intro- 

rise, a brown rice 

, which is being wiw WLW-T wLw-c WLW-D WLW-A 

hational distribution || Radio Cincinnati Columbus Dayton Atlanta 

+ 1958. 

Moves Office Network Affiliations: NBC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago 

>. Eckhouse & Asso- Saies Representatives: N&C Spot Sales: Detroit, Los Angeles, San Francisco AYCO 
v York, has moved to | Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas ..... . Crosley Broadcasting Corporation, a division of <—c— 
ison Ave. i Em ) 
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yes, we’ve never had it so good 


» Cappers 


This year — more advertising dollars invested 
in Capper’s Farmer than ever before. 


advertisers like it, too 


High readership by the big, able-to-buy farmers 
pays off in increased sales. 


and more good things are cookin’ for 


New Mechanical Flexibility——side stitching for stronger four- 
color impact and best editorial climate for all advertisers. A 
Brand-New Dress—larger, more readable type faces. America’s 
Most Modern Farm Magazine—for business farmers and their 
families. Coming in January. 


New Features ... New Format. Years of readership research and 
editorial testing are bringing more improvements to maintain 
reader interest from cover to cover, with every article complete 
on consecutive pages . . . with only your ads intervening—plus 
new, asked-for features! 


No farm schedule can be complete without reaching the loyal, 
able-to-buy farmers that habitually read 


Cappers 


Capper Publications, Inc. 
Topeka, Kansas 
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Advertising Age, September 23, 1957 


Economics Compels 
Newspapers to 
Drop Liquor Ad Ban 


New York, Sept. 17—One by 
one, over the past couple of 
years, newspapers have been 
quietly dropping off the dry| 
wagon and have opened their 
columns to liquor advertising. 

Why? Economics. The pres- 
sure of rising operating costs 
has been increasing faster than 
operating income. 

On the other hand, liquor ad- | 
vertising and liquor consump- 
tion have both been increasing. 
Latest available figures for the 
first five months of 1957 indi- 
cate that liquor advertising is’ 
up 10% over the like period of 
56, and liquor consumption for 
the same period is up 1.3% this 
year over last (AA, Aug. 19). 


| 


® Total liquor newspaper ad- 
vertising in 1956, according to| 
the Bureau of Advertising,| 
American Newspaper Publish- 
ers Assn., was $48,072,000, up 
17% over '55’s $41,055,000. 
During the past two years 
about 15 newspapers opened 
their columns to liquor adver- 
tising. Both the Chicago Daily 
News and the Los Angeles 
Times did so earlier this year. 
In an attempt to check the 
number of daily newspapers 
that still refuse to accept liquor 
advertising, ADVERTISING AGE 
discovered the figures are hard 


to come by. ANPA has none) | 


available on the subject. 

According to Editor & Pub- 
lisher, the business paper of the 
newspaper business, of the 1,- 


761 mewspapers published in| ' 


the U.S., 389 refuse to accept 
alcoholic beverage copy of any 
kind. 


® Media experts in distillers’ 
advertising departments and in 
agencies, however, have differ- 
ent figures, although when an- 
alyzed they probably work out 
about the same. 

According to a composite of 
these figures, there are about 
1,443 dailies in the U.S. which 
are not handicapped by local 
monopoly-state restrictions on 
liquor advertising. Of this num- 
ber, 1,063 (Sundays and week- 
lies excluded and combinations 
counted as one) accept liquor 
advertising. Another 200, it is 
estimated, will accept wine and 
beer advertising. 

So, with the 1,063 estimated 
number of dailies accepting 
liquor advertising, plus the es- 
timated 200 that will accept 
beer and wine advertising, 
there are, according to media 
men, an estimated total of 1,- 
263 newspapers that take liquor 
advertising in some form. This 
leaves an estimated 180 daily 
newspapers (1,263 subtracted 
from 1,443) that do not accept 
alcoholic beverage advertising 
in any form. # 


Battle Creek Food Co. Names 
Marineau Ad, Sales Director 

Battle Creek Food Co., Battle 
Creek, Mich., has appointed 
Edward W. Marineau director 
of sales and advertising. Mr. 
Marineau formerly was sales 
manager. Louis R. Watson, for- 
merly West Coast sales manag- 
er, now will direct the national 
sales activities of the special 
foods and drugs division, while 


Mr. Marineau will continue to} 


supervise the cereal division. 

Battle Creek recently intro- 
duced Surprise, a brown rice 
flake cereal, which is being 
placed in key markets this 
year, with national distribution 
planned for 1958. 


Eckhouse Moves Office 
Robert D. Eckhouse & Asso- 


ciates, New York, has moved to | 


1125 Madison Ave. 


Du Pont Doubles Zerone-Zerex 


| Du Pont, which last year spent 

| $309,188 for its Zerone-Zerex ad- READY WILLING g STABLE 

| vertising in newspapers, has dou- ’ 

bled the newspaper budget for its 


lyear’s list. Batten, Barton, Dur- Servicemen and dependents are citizens and consumers 
stine & Osborn, New York, will use —with the same need and demand for retail goods and 
a number of half-page horizontal | services as the American public. But they read a 
spreads, “an innovation in nation- | different set of periodicals for entirely different reasons, 
al anti-freeze advertising.” They spend $300,000,000 a year through the PX and 


Stephens Joins Publication their purchasing power is certified by their “guaranteed 


Armed Forces Families in Europe Are A 
Budget in Newspapers 


anti-freeze products. A campaign . 2 
lasting through mid-November Market For American-Made Merchandise 
will use insertions in 315 newspa- 
pers, an increase of 125 over last 


Commissary system in Europe, and the stability of 


Dale J. Stephens, formerly with annual wage.” Reach this rich, responsive export 


Marquardt Aircraft, North Ameri- | market—without export “red tape’’. And sell it through CONTACT 
)can Aviation, and Herbert E. Hill The American WEEKEND, the news and feature- a 

— ‘ c %, rates 
Advertising Inc, on the West) filled “Sunday Newspaper” for Americans overseas. ent ald Goth 


Coast, has been appointed Pacific | 
advertising manager of Missile 
Design & Development, New York. : a 
Until a West Coast office has been The American | ARMY TIMES PUBLISHING CO. 2020 » a, ee. Washington 6, 0. C 


established, Mr. Stephens may be U. S. OFFICES: ok opesk Sins ons eles Steen, Meo 


reached at 16008 Septo St., Gran- | WEEK EN D Los Angeles, Miami, New York, Philadelphia, San Francisco 


ada Hills, Cal. | FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Why J. Walter Thompson Timebuyer Selects ‘e 
A 


| Crosley WLW Stations for Ward Baking Company -s 


| 


"WLW Stations do more than just take 

your time dollars. Their staff of 
merchandising—promotion experts work right 
along with the advertiser's sales people 

and follow through with trade contacts— 
buyers, brokers, distributors, store managers. 
Yes, I'd sure say that the WLW Stations offer 
Tip-Top service everytime, all the time!" 


Mario Kircher, J. Walter Thompson Timebuyer. 


Like J. Walter Thompson, you'll get top service for your products on the 
WLW Stations. So before you buy, always check first with your WLW Stations' 
Representative. You'll be glad you did! 


WLW WLW-T WLWw-C WLW-D WLW-A 


Radio Cincinnati Columbus Dayton Atlanta 


Network Affiliations: NBC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago 
Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco AYE? 
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas ...... Crosley Broadcasting Corporation, a division of ‘Coawee at 
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LIQUOR ADVERTISERS 
NEED THE “MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 51/4, million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 

Los Angeles Evening 


HERALD - EXPRESS 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Top-Flight 
Advertising Agency 


Needs production manager; 


||experience helpful; PREFER 


IVY LEAGUE MAN; duties 
will include supervision of 
accountant secretaries; ex- 
perience essential, must be 
married; hours, 8:30 to 5:00; 
coffee break, 9:30 to 10:00; 
salary up to $6500 for right 
man, plus Christmas bonus. 
Farson, Huff & Northlich, 
Inc. GA 1-8840. 


Advertising Age, September 23, 1957 


WANTED! 


By Top-Flight Advertising Agency 


Would like to locate humorist who inserted advertisement in 
vesterday’s Enqurier stating that we are looking for an Ivy League 


man to supervise our secretaries. While we have no need for 
such a person, we DO have red-hot spot in mind for the Poison Ivy 
Leaguer who displayed such unmistakable talents for crassified ad 
writing. It wasn’t really necessary to order the advertisement 
inserted TEN times, since we got 15 calls immediately—including 
several with Harvard-type accents! Will this accomplished copy- 
writer please step forward, -with striped cap buckled and three. 
button jacket neatly pressed? We would like to meet you, buddy, 
before you go East for your sophomore year—and we suggest 
you have your sports car handy for a fast getaway! 


FARSON, HUFF & NORTHLICH, INC. 


HUFFY—“We are not amused” was Farson, Huff & 
Northlich’s reaction when a jokester inserted the 
ad at left in the classified columns of the Cincin- 


CBS, NBC, and ABC Television Networks 


TERRE HAUTE, INDIANA 


BOLLING co... 
tos ANGELES, 


NEW YORK 
SAN FRANCISCO, 


CuNIcaGecoao. 


BOSTON 


and RADIO, too! 


<9) 1.M.-CBS-TY 


nati Enquirer. Furthermore, FH&N complains in 
its own ad next day, “It wasn’t really necessary to 
order (it) ten times, since we got 15 calls immedi- 


ately.” The ad was placed by 
phone and the newspaper was 
asked to bill the agency. 


FCC Drops Craven 
‘Drop in’ Plan for 
Channel Assignments 


WASHINGTON, Sept. 17—The Fed- 
eral Communications Commission 
has announced that it probably 
will reject a proposal which would 
have allowed broadcasters to “drop 
in” new tv stations in markets 
where this could be done without 
jamming existing vhf stations or 
bringing vhf competition into uhf 
markets. 

The “drop in” plan, originally 
drafted by Commissioner T. A. M. 
Craven, had been circulated for 
comment last spring. It contem- 
plated the elimination of the sys- 
tem of fixed assignments which 
FCC has used for the past 10 years 
to assure a fair share of ty serv- 
ice to communities throughout the 
country (AA, April 29). 

Despite its initial approval by 
some broadcasters, who thought 
they could squeeze additional sta- 
tions into some of the “under- 
served markets,” the Craven plan 
was strongly opposed by estab- 
lished broadcasters, who feared the 
introduction of new stations on 
their channels would eliminate 


enjoy under existing spacing ar- 
rangements. 


= At the time the plan was sub- 
mitted for comment, only four of 
the seven commissioners indicated 
they felt any useful purpose might 
be served. Reportedly, even Com- 
missioner Craven is now con- 
vinced that it would not be 
possible to introduce mere vhf 
service in bottleneck areas with- 
out cutting into coverage of sta- 
tions located in neighboring cities.# 


Fathead-Pinhead 
Disparity, Hatter 
Says, Is Vocational 


New York, Sept. 17—It’s just 
as advertisers and agency men 
who deal with the press have 
suspected all along—newspaper 
men have the smallest heads. 
Among the biggest heads in 
Manhattan are the doubledomes 
in the television business—and in 
the advertising field. 

The swellheads and the needle 
noodles were identified last week 
by Arthur Sarnoff, president of 
Thomas Begg Hat Stores. “20 
years ago,” he said, “the average 
size head was about 6%, but now 
we have to stock a majority of 
7%, and many at 7% and 7%.” 
Admen and tv guys measure 
7% usually, he said, while news- 
paper men’s heads, which have 


experienced little inflation in 20 
years, rarely go over 7%. # 


fringe area audiences which they _. 
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Chemical 
Engineerin 
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EFFECTIVE JANUARY 1958, CHEMICAL ENGI- 
NEERING WILL PUBLISH 26 TIMES A YEAR. Now 
you can get and keep the largest concentrated audience 
of key chemical engineers in industry on your side of the 


buying decision twice as often. 


In the chemical process industries, an unprecedented rate of 
growth and technological advance. Particularly dramatic areas: 
Pharmaceuticals, plastics, petroche micals, Thorough in all areas, 
CHEMICAL ENGINEERING’s solid technical coverage of petrochemi- 
cals and petroleum refining, for example, was a strong factor in 
the discontinuance of Petroleum Processing. Already by far the 
preferred engineering magazine in these fields, only CE’s broad 
scope can realistically anticipate and meet their expanding re- 
quirements. 
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Biweekly frequency means 28% more editorial con- 
tent, faster communication of engineering techniques, 
intensified service to readers. Greater emphasis will 
be placed on growth areas like petrochemicals while 
maintaining the broad editorial base that has made 
CHEMICAL ENGINEERING—consistently—the 3 to 1 choice 
among chemical engineers in all industry. 


In January (with a new circulation high of 
44,000 paid), CHEMICAL ENGINEERING will of- 
fer the engineer even greater value for his 
reading minute. The chemical engineer holds 
many different titles, does many different jobs 
... administration, production and plant oper- 
ations, design and construction, research and 
development, sales and purchasing. CE has 
always been his — source of product in- 
formation and of brand preference. 


NS Recognized by advertisers as the industry’s top “sales engineer” 
e faa ... this year, as a monthly, CHEMICAL ENGINEERING will carry 
———— wish ay about 4,500 pages of advertising . .. more than any other maga- 
hatever his function zine serving any part of this market. Now you can reach CE’s 
a eee Se ee powerful buying audience with a timeliness and ee impact 
never before possible. Wire immediately for complete details. 


A McGraw-Hill Publication (ABC-ABP) 
330 W. 42nd Street New York 36, N.Y 
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Advertising Age, September 23, 1957 


Defense Department 
May Relax Rules on 
‘Ads by Contractors 


WasuIncTon, Sept. 17—The De- 
partment of Defense was reported 
to be considering new regulations 
which relax some of the exist- 
ing restrictions on advertising by 
manufacturers engaged in defense 
work. 

Since early in World War II, 
the government has held that ad- 
vertising will not generally be re- 
garded as a valid cost item in de- 
fense work, except for a “reason- 
able” expenditure to help support 
essential trade and technical pub- 
lications or for the recruitment of 
necessary personnel. 

Under a proposal now being cir- 
culated, companies which have 
been diverted from their normal 
commercial production would be 
allowed, for the first time, to claim 
a limited amount of institutional 
advertising in general media as a 
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cost against the government. 

The regulation reportedly con- 
tains two other new provisions, 
specifying that companies engaged 
in defense work can be compen- 
sated for advertising which is 
used to develop military applica- 
tions of products or subcontracting 
sources. 


= More liberal treatment of ad- 
vertising is part of a new set of 
standard cost principles which 
have been developed in an effort 
to apply identical auditing rules 
to all forms of defense contract 
work. The advertising section is 
one of several important changes, 
including new provisions easing 
up on stock option plans for ex- 
ecutives. 

According to Allen Smythe, au- 
thority on defense procurement, 
in an article in Aeronautical Pur- 
chasing for September, the changes 
already have been approved by 
Assistant Secretary of Defense E. 
Perkins McGuire and Defense 
Comptroller Wilfred J. McNeil. 

Final approval has been delayed, 
however, because of strong oppo- 
sition from career auditors in the 
Navy and Air Force. 

The ultimate decision on their 
adoption may be made by outgoing 
Defense Secretary Charles E. Wil- 
son, or it may be delayed until 
after the arrival of his successor, 
Neil McElroy. 


® The language now under con- 
sideration states that advertising 
cost includes advertising media 
“and corollary administrative 
cost.” It lists a wide range of me- 
dia, including newspapers, mag- 
azines, radio and tv, direct mail, 
trade papers, outdoor, dealer cards, 
window displays, convention ex- 
hibits, free goods and sales litera- 
ture. 

The proposed regulation then 
lists five types of advertising 
which are acceptable: (1) Insti- 
tutional ads to support essential 
trade and technical journals; (2) 
help wanted ads; (3) ads for the 
purpose of developing military 
applications of products (4) ads 
to develop subcontracting sources; 
and (5) institutional ads “which 
do not offer specific products for 
sale but which place the contrac- 
tor’s name before the public in 
order to maintain the contractor’s 
well being as a commercial entity.” 


s The draft states that in connec- 
tion with institutional ads, special 
care must be exercised to deter- 
mine reasonableness in light of: 

1. “The pattern of past adver- 
tising programs.” 

2. “The presence or absence of 
competitive restraints.” 

3. “The contractor’s need for ad- 
vertising—i.e., since institutional 
advertising is designed primarily 
to maintain the contractor’s well 
being as a commercial entity, con- 
tractors whose principal customer 
is the government have relatively 
less need for institutional adver- 
tising, and substantial expenditure 
for this type of advertising by 
such contractors would be un- 
reasonable.” # 


‘Houston Chronicle’ Fights Flu 

The Houston Chronicle, joining 
in the fight to check the impend- 
ing threat of Asian influenza, has 
made available free vaccine shots 
to all employes. Approximately 
1,000 are scheduled to start the 
shots immediately. Free Salk vac- 
cine also was given Chronicle em- 
ployes when polio shots were of- 
fered in the same manner. 


WHDH-TV Names Two 

Alexander M. Tanger, formerly 
commercial manager of WHDH, 
Boston, has been named a vp of 
WHDH Inc. and sales director of 
WHDH (am and fm) and WHDH- 
TV. Leslie Arries Jr., formerly on 
CBS Spot Sales staff in Chicago, 
has been named director of televi- 
sion for WHDH-TV. 
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A magazine for com-mu'ni -ca'tive 


people... the editorial idea that powers Newsweek's 


record-breaking performance 


Record-Breaker No. 1—ADVERTISING. Newsweek has far surpassed 
the general weekly field in advertising page gains during the first half of 1957. . . and 


leads the newsweekly field in total advertising pages carried during the first eight months 
of this year. 


Record-Breaker No. 2—QUALITY CIRCULATION. Nine out 
of ten in business, industry, government and the professions . . . seven out of ten at the 
decision levels. These are communicative people . . . with the dynamic capacity for influ- 
encing the opinions and decisions of others in their family, business, social and commu- 
nity relationships. Rate base for 1958: 1,150,000. 


Record-Breaker No. 3— READERSHIP. Newsweek has more readers 
per copy than any other magazine in the newsweekly field.* The score stands: NEWSWEEK, 
5.8; Time, 3.5; U.S. News & World Report, 4.3. 


“Source of data: “Magazine Reading Trends" —copyrighted quarterly magazine report of Sindlinger & Company, Inc.. nationwide business analysts, Ridley Park. Pa 


... the magazine for 
com-mu'ni-ca' tive people 
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| Vance Buys ‘Modern Beauty’ 


That’s What Advertisers Reach in 


he Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886 —70 Continvous Years 


ant. 


Vance Publishing Corp., Chica- 
go, has purchased Modern Beauty 
|\Shop Inc., Chicago publisher of 
| Modern Beauty Shop. The pres- | 
ent staff of Modern Beauty Shop| Oct. 1 for Dr. 
‘will continue with the magazine: | Medical Discovery, a stomach tonic | ‘he company. 
John Ryan, associate publisher,;made by Pierce’s 
Kenneth A. Grogan, a York Inc., Buffalo. Emil Mogul Co., New Ludgin Names Lilliston VP 
representative, and Sally Kutill,| York, is the agency. 
circulation director. Marie C. Ku- 
till, former publisher, will remain| Vapor Blast Clears Terms |of the agency. Mr. Lilliston is ac- 


with the magazine as a consult- In a new trade ad, Vapor Blast} count supervisor on the Best Foods 


about 50 newspapers, 10 general 
and farm magazines, 


60 radio sta- | 


Proprietaries | 


Mfg. Co., Milwaukee, will empha-| account. 


Dr. Pierce’s Sets Drive = that the designations Vapor | 

A seven-month campaign in| Blast and Liquid Honing are trade- 
|marks and not generic terms for a| 
|general process. Both trademarks | 
tions and several almanacs starts |"efer to a liquid abrasive surface 
Pierce’s Golden | Conditioning process originated by 


Earle Ludgin & Co., Chicago, has | 
appointed Lester F. Lilliston a vp| 


A 
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hese papers are three of 


our best FARMER PEET salesmen” 


\ “The Peet Packing Company, Michigan’s largest 

packer, is well aware of the importance of a carefully- 
planned, well-coordinated advertising and promotion program in 
successfully merchandising our line of FARMER PEET meat products. 
Beginning more than three years ago, our agency, Parker Advertising, 
Inc., Saginaw, Michigan, created and placed in our behalf a program 
of ROP space ads for FARMER PEET products in several Michigan 
newspapers. This program has continued and grown ever since. One 
of the papers chosen for this campaign was the Grand Rapids Herald, 
covering the area served by our Grand Rapids plant. Another was 
the Lansing State Journal, with its coverage of the area served by 
our Lansing FARMER PEET Branch. In the fall of 1956, when we opened 


a branch in Battle Creek (the 9th such branch operation in Michi- 
gan), one of our agency’s recommendations for exploiting this newest 
FARMER PEET marketing area was, naturally, the Battle Creek 
Enquirer and News. We of the Peet Packing Company know that 
we need the impact of strong, consistent ad schedules in all three of 
these Federated newspapers to continue our sales growth in the 
35-county area served by them. Our agency’s research on this market, 
area, plus the consistent hard-hitting, local-level promotion and 
merchandising given all FARMER PEET insertions by the papers 
themselves, has proved beyond a shadow of a doubt that these 
papers are three of our best FARMER PEET salesmen.” 

R. D. STEARNS, President, Peet Packing Company 


ANNUAL FOOD SALES IN THESE 3 GROWING MICHIGAN MARKETS TOTAL $197,117,000* 


"Sales Management Survey of Buying Power 


GRAND RAPIDS 


__ - Herald 


Owl FEDERATED PUBLICATIONS COVER THE HEART OF MICHIGAN 


State Journal 


REPRESENTED NATIONALLY BY SAWYER-FERGUSON-WALKER COMPANY 


LANSING BATTLE CREEK 


Enquirer News 


| 


| 


| Cit, National 


dvertising Age, September 23, 1957 


What does a, banker 
do after 2:00? 


Havers vou wowpemen just what does 
when they lock the doors for 
the day’ 

Well, some “City bankers” take off their 
coats, roll up their sleeves. and stay in the 
bank. Others put on their hats and leave 
for the day. But they ALL go right on 
working 

Those who stay im the bank tackle the 
tasks they can't perform during the 10-00 
oa, their 
H 


trade convention For, in a sense, the bank 


ing business ts of! business, and the men 
from “C.N.” never stop learning 
What they've learned 


* jn always available te you in the 
form of friendly sincere advice. So joi 
the 51,000 Kansas Citians who now see 
“CN.” for their every banking need. 


oats 


Git AL a 


ore = 
ann 4 my comras 


ANSWER—Here is one of City Na- 
tional Bank & Trust Co.’s “After 


Bank’‘s Ads Aim to 
Erase Ancient Slur 


on ‘Banker's Hours’ 


Kansas City, Sept. 17—Just 
what does go on in a bank after 
hours? 

A new newspaper campaign by 
City National Bank & Trust Co. 
gives the lie to the not-so-flatter- 
ing “banker’s hours” concept by 
explaining the after-closing activi- 
ties that take place in banks. 

Each ad in the series is headed, 
“What does a banker do after 
2:00?” Each uses a different il- 
lustration and different copy to 
describe a specific service—savings 
accounts, motor-banking, bank- 
by-mail or any of a variety of loan 
types—and tells about after-hours 
activities each involves. 


| A trade campaign follows the 
| same theme but adds to the head- 


line the phrase: “In the wee small 
hours of the morning.” These ads 
go on to explain that City Nation- 
al’s transit department uses the 
pre-dawn period to clear the decks 
for the day ahead, and that this 
enables it to render exceptionally 
fast service to its more than 1,000 
correspondent banks. 

By way of getting full mileage 
from the campaign, the bank is 
also making the “after 2:00” series 
available to other banks for use 


_in local newspapers. The offer was 


| Jackson to represent 


made in City National’s trade ads 
with excellent results, the bank 
says. 

Standart & O’Hern, Kansas City, 
is the agency. + 


Watson Advances Potts; 
Names Jackson Rep 

Watson Publications Inc., Chi- 
cago, has appointed Robert A. 
Potts, formerly New England dis- 
trict representative, vp and assist- 
ant to the publisher. Mr, Potts will 
headquarter in Chicago and will 
supervise sales promotion, mer- 
chandising and market research on 
all Watson publications. 

Watson also has named William 
Appliance 


| Manufacturer in the New England 


and Middle Atlantic states. He will 
work from the New York office. 


Guild Gets RKO Shorts 

Guild Films Co., New York, tv 
film producer-distributor, has ac- 
quired world-wide rights to 1,200 
short subjects from C&C Television 
Corp. The shorts were produced by 
RKO Pictures. 


Carousel Names Dash 

Dave Dash, formerly associated 
with Cornell Films, has been 
named president of Carousel Films, 
a new company which distributes 


| films for tv and theaters. The com- 


> aa | pany is located at 1501 Broadway, 


New York. 
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Jim Brown Lands 


Record Order Through 


Clever Use of Wits 


New York, Sept. 23—Jim Brown, a lieutenant 
commander in the U. S. Navy during World 
War II, credits a record order to a war-time 
friendship which was renewed only four weeks 
ago under unusual circumstances. 


Mr. Brown, now a top salesman with one of 
the nation’s leading f packers, said the story 
began at an Illinois arsenal in May, 1942. 


At the time a lieutenant, Mr. Brown was as- 
signed to a unit charged with final inspection 
of 16-inch guns manufactured for the Navy by 
the arsenal. 


Mr. Brown worked very closely with Harold 
Hawkins, a civilian employee, who checked 
the rifling in each 16-inch gun as it came off 
the assembly line. 


Had Tedious Job 


Mr. Hawkins, a midget who weighs 73 pounds 
and is exactly 36 inches tall, had the tedious 
but exacting job of crawling through each 16- 
inch gun barrel, checking the rifling for even 
the tiniest flaw. As he explains it, a flaw no 
bigger than an eyelash could mean that a 
round fired at an enemy stronghold two miles 
— might miss the target by as much as 1,000 
y ; 


The two men worked as a close-knit team in 
the arsenal. Mr. Hawkins, dressed in nylon 
suiting and nylon-covered sneakers, made the 
solitary journey through the gun barrel, carry- 
ing a pencil-sized high-powered flashlight. 


Lieutenant Brown stood at the forward end 
of the barrel where he wrote down the descrip- 
tion and location of any flaws discovered by his 
civilian colleague. 


After 18 months at the arsenal, Lieutenant 
Brown was transferred to a minesweeper and 
participated in two campaigns in the Pacific 
area. 


The two met again under unusual circumstan- 
ces last month. Mr. Brown was just leaving his 
office to make a call on one of the most import- 
ant food chains in the metropolitan area. His 
firm was introducing a new product, and he 
had an appointment in 45 minutes with the 
head buyer. 


AFTER AN INTERVAL OF 15 YEARS, Jim 


Brown (right) met his war-time friend, Harold Hawkins, 
under unusual circumstances. Each agreed that the other “had not changed at all.” They are pictured at the 


desk which brought about the reunion of the World War II buddies here in New York City. 


War-Time Friendship Results in Big Sale! 


As he was putting on his hat, a new desk 
which had been ordered for him arrived. 


He said, “I could hardly believe my eyes 
when Harold stepped out of the bottom right 
drawer.” 


Seems as though Mr. Hawkins now does 
special assignments for a trucking firm, check- 
ing on the handling of desks in transit from 
the warehouse to the customer. 


He stows away, usually in the right hand 
bottom drawer, carrying a special supply of 
food, water and oxygen. 


The joy of the reunion between the two war- 
time friends created quite a stir in the office. 


Finally, Mr. Brown rushed off to his appoint- 
ment after getting his friend’s address and tele- 
phone number and promising to get in touch 
with him in the next few days. 


But it was not a few days but that night 
when Mr. Brown called Mr. Hawkins. 


He had an important favor to ask Mr. Haw- 
kins. He first apologized for rushing off that 
morning, explaining that the call he had to 
make was of great importance. He told Harold 
that he would be in line for a promotion to 
sales manager if he managed to sign this par- 
ticular chain up for full participation in the 
introduction of his company’s new product. 


Outlines The Problem 


Mr. Brown quickly outlined his problem. The 
head buyer was enthusiastic about the product, 
the packaging, the price structure, the promo- 
tion behind it. But he had to present it to the 
buying committee on Friday, and nothing that 
Mr. Brown could do would get him into that 
meeting to make his own presentation. 


“As I walked out of the head buyer’s office, 
I saw a desk being delivered. I though immedi- 
ately of Harold Hawkins,” Mr. Brown said. 


The buyer had told Mr. Brown that he could 
send him some material which he—the buyer 
—would use in making a presentation on the 
new product to the committee. 


Mr. Hawkins was pleased that he could do 
something to help his war-time buddy. The 
two completed the arrangements on Twesday, 
and, the following Friday morning, a box im- 
printed with the name of the food packer for 
whom Mr. Brown works was delivered to the 
head buyer’s desk. 


Mr. Brown said the head buyer told him 
later that he had turned to another buyer and 
said, “That guy Brown sure sent a load of 
samples and material over in connection with 
his new product.” 


Dresses In Facsimile 


Well, the gag really broke up the buying 
committee meeting. When the head buyer put 
the wry on the desk and opened it, out stepped 
Harold. 


He was dressed in a facsimile of the new 
package. He went through a song-and-dance 
skit which told the story of the new product— 
“It will dance right off the shelf.” (Both Mr. 
Brown and Mr. Hawkins had been guiding 
hands in the weekly bond-selling shows put 
on at the arsenal.) 


The men on the buying committee thought it 
a darn clever idea. They bought the new prod- 
uct and promised full participation in the intro- 
ductory promotion. 


Mr. Brown was named sales manager of his 
company two weeks ago, and the new product 
is off to a rousing start. 


“There’s no doubt that Harold really turned 
the trick,” said Mr. Brown during a recent 
interview. 


Editor’s Note: In case your clients don’t have 
salesmen who have war-time buddies like Har- 
old Hawkins, we'd like to suggest that you use 
SuperMarKet News. Each week, more than 
50,000 paid subscribers read the industry’s only 
national weekly publication for a fast, complete 
and objective report of industry news and ideas. 


You can help your client’s salesmen get the 
story of their new product, their promotion to 
the industry’s buying and merchandising com- 
mittees by advertising in Supermarket News. 
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: A Hearst magazine 


is the key 


to her confidence 


The Queen is in her parlor—when she’s not in 
her kitchen, the nursery, the supermarket, the 
ceramics class, the PTA or the car that’s wait- 
ing for the King to arrive on the 5: 23. 


She’s a woman in a hurry—and how do you 
catch up with her? With a mass medium, in the 
hope that she may have an eye or an ear cocked 
in that direction? There’s a surer way to gain 
her attention. Go where her attention is—to 
Good Housekeeping. 


A Magazine to learn by...live by 
Good Housekeeping editors—as an example of 
Hearst editorial insight—design each issue to 
build the reader’s confidence in herself. They ad- 
vise, instruct and entertain her—and identify 
the products best suited to her needs with the 
famous Guaranty Seal. She’s so sure when 
Good Housekeeping says so! 


But Good Housekeeping is only one of the 10 


Hearst Key Magazines—each of them keyed 
to the particular interests of a widespread group 
of Americans. Each edited with a personal in- 
sight and understanding that reaches them when 
they’re in the mood to listen. 


Key men-Key markets. 

Hearst representatives are key men in the pub- 
lications field. Because — like the editors of 
Good Housekeeping — they speak for partic- 
ular groups of people, with an understanding of 
their needs and interests. 


As counselors on every phase of selling, they talk 
of markets in terms of people—and intensity 
of interest as the key to circulation. 


So that Hearst advertising is keyed advertising 
—keyed to the special interests of individual 
people. If you want to be “at home” with these 
people, let Hearst editorial insight be the key 
that lets you in. 
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Anderson-McConnell Adds Two 

Anderson-McConnell Advertis- 
ing Agency, Hollywood, has been 
appointed to handle advertising for 
Gelvatex Coatings Corp., Anaheim, 
Cal., paint manufacturer. Dreyfus 
Co. is the former agency of record. 
Anderson-McConnell also has been 
named to handle advertising for 
Permanent Filter Corp., Los An- 
geles. 


Ad Register Boosts Golden 
David T. Golden, with the com- 

pany for 25 years, has been pro- 

moted to western manager of 


“Standard Advertising Register.” | 


He will headquarter in Chicago. 
He succeeds Albert J. Crane, who 
is retiring from the company after 
40 years. 


Advertising Age, September 23, 1957 


Stations’ Cost for NARTB TV Audit: 
$1,100-$25,000, Brown Tells Meet 


(Continued from Page 3) 
were based on 1,900,000 phone 
calls yielding 800,000 completed 
interviews. 


® Stations would be charged ac- 
cording to their rate schedules. If 
60% of the presently operating 
stations participate, Mr. Allerton 
estimated, the cost would range 
from $1,100 to $25,000, depending 
on the size of the station. 

The method of measurement 
was devised through tests in Pat- 
erson, N. J., and High Point, 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 458,373 daily 


This ad first ran in August 1955 when Atlanta's 
population was 813,000. Soon we revised it to read 
831,000. Since, the jumps have been to 869,000 and 
885,000. Atlanta's growth continues at such a pace 
we fall back on newspaper editing technique to keep 
up with the count—NOW 900,000. 

Metropolitan Atlanta looks to a million in four 
years. The interstate highway system now brings an 
18-county area with over 1,200,000 people within 


a 60-minute drive of Atlanta. 


Your best way to sell this, the South’s largest 
market, is with the South's largest newspapers, The 
Atlanta Journal and Constitution. With over half a 
million circulation they give you total coverage of 
Atlanta and powerful family coverage of all Georgia. 


512,559 Sunday (A.8.c. 3/31/57) 


N. C., using mechanical recorders 
in conjunction with other studies 
to verify the accuracy of the tele- 
phone reports. 

Work on the project by several 
NARTB committees began after a 
study was suggested by the asso- 
ciation’s board of directors in 
1952. A preliminary report was 
given last June (AA, June 24). 


s In another regional meeting 
session, NARTB President Harold 
E. Fellows called on broadcasters 
to take a unified stand on the pay 
television problem. 

“Promoters of pay television 
schemes,” he said, “have sought 
to pre-empt the broadcasting fre- 
quencies themselves and to insti- 
tute a system utterly foreign to 
the American concept of broad- 
casting. You, the free broadcaster, 
and the public you serve are the 
intended victims of this invasion.” 

Mr. Fellows also recommended 
broadcasters abandon a generally 
defensive attitude and take the 
offensive in showing the public 
what broadcasting is doing. 


se At an earlier session, Mr. 
Brown and John F. Meagher, 
NARTB vp-radio, said the broad- 
casting media must maintain a 
solid front to meet the challenges 
and problems of the industry. 

The two executives agreed that 
government, both from a regula- 
tory and a legislative standpoint, 
thinks not in terms of radio or of 
television, but of broadcasting. 
They emphasized the need for a 
favorable public relations climate 
for both radio and _ television, 
pointing out that public distrust 
or disfavor of one is bound to hurt 
the other. 


® Philip D. Reed, chairman of the 
board of General Electric Co., 
urged NARTB members as busi- 
ness men to help increase public 
understanding of the “fundamen- 
tal fact that the welfare of busi- 
ness and the welfare of people” 
are one and the same. # 


Wunda Weve Plans to 
Franchise Rug Cleaners 

Wunda Weve Carpet Co. 
Greenville, S. C., plans an inten- 
sive consumer education program 
of advertising, sales promotion 
and public relations to explain its 
new system of franchising “offi- 
cial” cleaners for its rugs. The 
company said this is the first na- 
tional program of franchised 
cleaners for a carpet manufactur- 
er. 

The company also has appoint- 
ed Alex Mumford public relations 
director, a new position. Mr. 
Mumford formerly was with the 
DuFine & Co. agency, New York. 


Parke-Davis Names Three 

Carl Johnson has been promoted 
to the new post of assistant to 
the president in charge of public 
relations of Parke, Davis & Co., 
Detroit pharmaceutical company. 
He has been U. S. and Canadian 
sales manager since 1953. Ralph 
G. Sickels, former director of ad- 
vertising, takes the new title of 
director of institutional advertis- 
ing and publicity, and will be as- 
sistant to Mr. Johnson. Walter L. 
Griffith, manager of the promo- 
tion department, becomes direc- 
tor of product advertising and pro- 
motion. 


Harris Named at Sara Lee 
Kenneth A. Harris has been 
named advertising manager of 
Kitchens of Sara Lee Inc., Chica- 
go baker. He has been divisional 
sales manager of the company 
since 1954. Before that he was 
with Earle Ludgin & Co., Chicago. 
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EBASCO SERVICES, INC., 


leading engineers and constructors, in 1956 asked 
its own customers, “What publications of all types 
do you read regularly?” Like dozens of other com- 
panies making similar studies, Ebasco found: Busi- 
ness Week offers more management readership per 
advertising dollar than any other general-business 
or news magazine. 


You’re so right 
when you recommend 


BUSINESS 
WEEK 


(when you want to 
influence management men) 


MOST INFORMATIVE 


Lines of editorial content devoted to busi- 
ness subjects (3-month Lloyd H. Hall Co. 


| tabulation ). 
Business Eaitoria | 
' Business Week 313,860 
¥ U. S. News & World Report 187,305 | 
\ Fortune 150,835 | 
Newsweek 67,265 
Nation's Business 66,457 
Y Time 53,820 


MOST ECONOMICAL 


Mentions (Ebasco Study) and cost-per- 
mention for the 6 leading general-business 
and news magazines. 


Mentions Cost* Cost pee. 

Time 295 $10,080 $3417 

Business Week 265 2,740 10.34 

Fortune 196 3,515 17.93 
U. S. News 

& World Report 190 4,210 22.16 

Newsweek 127 5,050 39.76 


Nation’s Business 80 3,375 42.19 


*12 of 13-time page rate 


ADVERTISING LEADER 


A McGRAW-HILL MAGAZINE 


For 19 consecutive years, business and in- 
dustrial advertisers have placed more pages 
in Business Week than in any other gen- 
eral-business or news magazine. 


Business Advertising Pages— 


Jan.-June, 1957 
Business Week 3,038 
U. S. News & World Report 1,390 
Newsweek 1,180 
Fortune 1,040 
Time 1011 
Nation's Business 305 
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Martineau Book 
Explores Buying 
Motives and Ads 


(Continued from Page 2) 

ality from_our lives at all. But we 
forget that rationality plays only 
a small part in our total motiva- 
tional makeup. Any advertising 
will obviously be more effective 
if it can tap the underlying emo- 
tional and attitudinal concepts 
which are important in specific 
areas, as well as utilize the prac- 
tical advantages of the product or 
service.” 


= Mr. Martineau makes point aft- 
er point on this general theme. 
The following are some examples: 


e 1. “The credo of the Advertis- 
ing Federation of America begins 
with the statement that good ad- 
vertising aims to inform the con- 
sumer and to help him buy more 
intelligently. This is an admirable 
statement of principle; but if we 
only provided information, we 
would not accomplish what we set 
out to do—namely, to persuade 
people.” 


e 2. “This psychological label is 
particularly significant today in 
view of the standardization of 
quality and the identity of service 
which are typically true of our 
market place. Besides any practi- 
cal purposes, advertising must 
help the individual integrate the 
product with his psychological 
goals and self-conceptions.” 


e 3. “In one way or another, the 
basic reference of shaving is mas- 
culinity. A beard is vigorous, 
adult maleness, and removing it 
is part of proclaiming it. Adver- 
tising should take account of this 
factor of masculinity somehow.” 


e 4. “In virtually every product 
area I have studied, there are 
reasons employed by the consum- 
ing public to justify product use 
and brand preference which gen- 
erally have little relationship to 
actual causes.” 


e 5. “Naturally people attempt to 
support their convictions with 
some rational justifications. They 
employ the terms from the adver- 
tising or the popular jargon as 
their support. They use them lit- 
erally; but actually, it is the deep- 
er meanings that they are using. 
And it is the deeper meanings 
which almost invariably deter- 
mine their buying behavior.” 


e 6. “It is perfectly natural that 
we should search for some logical 
supports for our brand prefer- 
ences, whether they are the ac- 
tual causes or not ... We aren't 
really prevaricating when we of- 


Dont 


UNDERESTIMATE 
the SWEET 
VERMONT 


MARKET! 


INCOME: OVER $500 MILLION 
For merket infermatien, write: 
Reem 516, Statler Office Bidg. 

Besten 16, Mess. 


VERMONT ALLIED DAILIES 
“8 8 . Bok 


_ 


Times > ' 

* Burkraton Free Press 
former > Herald 
» St. Johnsbury Caledoman-Record 


fer more acceptable justifications. 
We firmly believe our rationaliza- 
tions. 

“For example, no girl ever ad- 
mitted that she picked out her 
husband because he represented 
economic security, he’d take care 
of her, or because he had social 
position. We would consider her 
cold-blooded, a calculating schem- 
er. So she sends out rhapsodic 
telegrams on her honeymoon: 
‘Divinely happy. Never knew love 
could be so thrilling. He’s won- 


derful’... 

“Most people accept the religion 
of their parents. But it doesn’t 
sound very rational for an adult 
to admit this. So he sells himself 
on the proposition that his belief 
rests on completely logical 
grounds.” 


e 7. “Even if we find it hard to 
accept, much communication only 
creates a bath of pure feeling. The 
content is utterly unimportant.” 


e 8. “The import of all that I 
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have indicated necessitates a rad- 
ical change in the very focus of 
advertising. We have to chart a 
course for the other person’s feel- 
ings and emotions, not his logical 
defenses.” 


s Mr. Martineau also devotes a 
considerable amount of attention 
to the communications process, 
to attacks on advertising and to 
the—from his viewpoint—unfor- 
tunate restraining hand which 


management puts on creative ad- 


| ticates, 


vertising. 

“There probably has never 
been so powerful and so pervasive 
a force in any society of whose 
real function there was so little 
realization as advertising in pres- 
ent-day America,” he says. “From 
intellectuals, from string-tie poli- 
ticians, from middle-class sophis- 
from teachers generally, 
there is the same sneering about 
hucksters ... 

“Even the business schoo] econ- 
omists are barely tolerating it, 


showmanship- 


salesmanship 


mood that makes the new, 
live Jim Reeves Show click: 


The Jim Reeves Show joins American Radio’s live, weekday 


Jim Reeves, whose song hit Four Walls is pushing the million sales mark, brings to American 
a 10-year record of radio success as a local musical personality, network guest star and 
persuasive air salesman. 


His new musical hour, The Jim Reeves Show, originates live from WSM Nashville, home 


of today’s hottest musical talent. Featuring the Anita Kerr Singers (live) and Owen Bradley's 
orchestra (live), it will boast regular guest appearances of such top-tune artists as Marty 
Robbins, Ferlin Husky and the Everly Brothers. 

The live Jim Reeves Show is backed up by the showmanship-salesmanship skill of WSM 
and the new American Broadcasting Network. 
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with their explanation that mass 
production needs mass advertising 
to lower the price of goods. This 
is to regard advertising as an un- 
pleasant sufferance which has to 
be put up with. 

“And yet it should be obvious 
that no force could be so influen- 
tial if it did not fulfill some highly 
desirable functions for the con- 
sumer... 


s “Perhaps advertising’s most 
important social function is to in- 
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tegrate the individual into our 
present-day American high- 
speed-consumption economy .. 
Standard of living is what people 
want. Level of living is what peo- 
ple now have. Our level of living 
is the highest ... because our 
standard of living is the highest, 
meaning that our wants are the 
highest ... It must be clear that 
the well-being of our entire sys- 
tem depends on how much mo- 
tivation is supplied the consumer 
to make him continue wanting.” 


And the “management habit in 
certain areas of overruling the 


.lereative people who are trying to 


influence the consumer with hu- 
manized appeals, restricting them 
instead to management’s view- 
point—not the consumer’s,” Mr. 
Martineau finds “further disap- 
pointing.” 

In such cases, he says, “the ad- 
vertising ends up as arid, narrow- 
ly appealing, the sort of talk that 
only another professional feels at 
home with.” # 


Revival of Lincoln-Mercury Division May 
Mark Change in Ford Marketing Strategy 


DEARBORN, Micu., Sept. 18—With 
the re-creation of the Lincoln- 
Mercury division, the Ford Motor 
Co. may be tacitly admitting its 
failure to grab off a bigger share of 
the medium-price car market with 
its Mercury. 

The company separated its Lin- 
coln-Mercury division April 15, 
1955 and placed the cars under 


musical line-up Monday, October 7, 1-2 pm 


the [lie one is 


AMERICAN 


BROADCASTING 
NETWORK 


different leaders. It was generally 
understood at that time that Mer- 
cury was expected to move deeper 
into the market. 

Too, the thinking in retrospect 
was that under separate heads the 
two cars would be developed into 
individual personalities. 

Henry Ford II, company presi- 
dent, in placing the Lincoln and 
Mercury divisions under a single 
management, recently named 
James J. Nance to head the organi- 
zation of 3,100 dealers. 

Mr. Nance, former president of 
Studebaker-Packard Corp., had 
been a Ford vp in charge of mar- 
keting before his appointment to 
head the Lincoln-Mercury setup. 

“Completion of the Mercury and 
Lincoln product and facilities pro- 
grams permits us to establish the 
new Lincoln and Mercury division 
as a unified organization with full 
responsibility for highly competi- 
tive entries in both the medium- 
price and luxury car markets,” 
said Mr. Ford. 

F. C. Reith, who had headed 
Mercury as general manager, is 
now awaiting another assignment. 

Ben D. Mills, who had headed 
the Lincoln division, was appointed 
assistant general manager under 
Mr. Nance. 


= Mr. Nance’s first move was to 
bring Joseph Bayne back as gen- 
eral sales manager. of the new com- 
bined division, a position he held 
before the division was separated. 
In the interim, Mr. Bayne had 
been on the dealer policy board. 

Introduction of the Edsel divi- 
sion has further complicated Mer- 
cury’s position, with the price 
ranges of the two cars running in 
parallel lines. 

The Edsel prices run from $2,- 
300 to $3,489 as compared with 
Mercury’s $2,350 to $3,540. 

Whether the Edsel’s entrance 
into the field and the revival of the 
Lincoln-Mercury division portends 
the possible de-emphasis of the 
Mercury is problematical. Mr. 
Nance helped, if he didn’t actually 
d.rect, the creation of the Edsel 
dealer body of 1,200 outlets. Now 
he heads a company built-in 
competitor. 


s Ford says that when the Lincoln 
and Mercury divisions were split 
up it was “only temporary.” They 
explain that the action was taken 
to permit emphasis on the build- 
ing up of each car, and they add 
that this has been accomplished. 

During the period of separate 
division no effort was made to 
change the dealerships. Of the 3,- 
100 Mercury dealers, 1,250 are 
linked with Lincoln, 1,200 with 
Ford and 650 have Mercury alone. 

Unit sales figures for Mercury 
were better under the split divi- 
sions than under the old Lincoln- 
Mercury combination: 


1954 1955 1956 
Mercury ...... 258,613 394,945 269,004 
Lincoln ........ 36,212 37446 42,130 


For the first seven months of 
1957 both Mercury and Lincoln 
sales were down from sales during 
the same period last year: 


Jan.-July Jan.-July 

1957 1956 
MOPCUTY  crecceveeeeeveee 168,759 168,843 
Rbnaties .ccrcsssescesccessee 21,890 25,923 


Henry Daniels, sales manager 
for Lincoln, is now awaiting a new 
assignment. George S. Coates re- 
mains as general marketing man- 
ager for Mercury. 

In another company sales 
change, Walter J. Cooper was 
named general sales manager of 
the Ford division to fill the post 
left vacant when Charles R. Bea- 
cham was elevated to company vp 
and assistant general manager of 
the Ford division. 


Mr. Cooper had been western 
regional sales manager, with head- 
quarters in San Jose, Cal. # 
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GRAPHIC SYSTEMS, 55 West 42nd St., New York 36, N. Y. 


%& Made of Metal. Compact and 


level 
Write or Gall Wisconsin 17-8444 || oY 2nd, 


tion. 


ettractive. 150,000 in Use. NBC Spot Issues Study 

NBC Spot Sales, New York, has 
Full price $49.50 with cards just issued market data books on 
24-page illustrated || Denver and Louisville. The radio- 
FREE BOOKLET No. ¥-400||tv station representative has al- 
Without Obligation||ready issued market studies on 
Washington 
and Miami. Studies on St. Louis 
and Chicago are now in prepara- 


Mathews Promotes Wright 
Arthur D. Wright Jr., field rep- 
resentative of Julius Mathews 
Special Agency Inc., 
% BOARDMASTER Visual Control || Tepresentative, has been appointed 
Saves You Time, Money. assistant sales manager of the 
%& Gives Graphic Picture of Your ||CO™Pany. He replaces Owen Lan- 
Operations. Stops mixups. don Jr., who became sales man- 
%& Simple to Operate. Write on || 98° recently following the death 
Cards, Snaps in Grooves. of Harry Shapleigh. Mr. Wright 
% Ideal for Soles, Production, will continue to do field work in 
Inventory, Scheduling, Etc. addition to his new sales duties. 


newspaper 


Advertising Age, September 23, 1957 


PLUGS PLUGS—A 
gasoline savings 
computer will be 
used by AC 
Spark Plug divi- 
sion of General 
Motors Corp. in 
its fall sales 
drive. AC’s fall 
campaign also 
includes tv, out- 
door, consumer 
and trade publi- 
cations. D. P. 
Brother & Co., 
Detroit, is AC’s 
agency. 


F 


Ge 


— 
ed 
ae 


\\ AS 


eo . = ‘i | IN I a 
AMET NINN! 


--- LIKE CALIFORNIA W/7HOUT 
THE BILLION-DOLLAR | 
VALLEY OF THE BEES “ ~~ | 


~ 


¥ Actually, effective buying income of more than $2.7 billion 
¥ More than twice the retail sales of Indianapolis metropolitan area 
¥ Not covered by San Francisco and Los Angeles newspapers 


It takes the 3 Bees to carry your sales message into California’s 
rich inland valley. Valley families, cut off from the coast by 
mountains, read their own local papers. There’s where you 
should tell them about your product. 


Data Source: Sales Management's 1957 Copyrighted Survey 


SOMETHING 


. o -- 


~ © THE SACRAMENTO BEE 


] 


U 


. ‘ - 


4 


ry 


© THE MODESTO BEE 
" @ THE FRESNO BEE 


ay 


‘Power Engineering’ 
Study Shows How 
Ad Audiences Vary 


Cuicaco, Sept. 18—Factors that 
increase interest in the audience 
of one business paper are not nec- 
essarily the same factors that in- 
crease interest in the audience of 
another publication. 

This implication was spelled out 
yesterday by J. Wesley Rosberg, 
vp and director of research of the 
Buchen Co., in isolating the fac- 
tors that have led to high or low 
scores in Readex interest ratings 
of the advertising in Power Engi- 
neering. 

An analysis of 689 full-page ads 
published over 15 months showed, 
for example: 

e Ads with 60% or more of the 
space devoted to the major illus- 
tration had a much better chance 
than the average of winding up in 
the lowest 20% in interest, and a 
much worse chance than the av- 
erage of being in the top 20%. 

e Wash illustrations and me- 
chanical or engineering drawings 
do far better in interesting the 
publication’s readers than do pho- 
tographs or line illustrations. 

e If the main illustration shows 
a dramatized situation in which 
the product is not obvious, your 
ad has only 10% as much chance 
of landing in the top 20% in inter- 
est as does the average; and it has 
2% times the chance of landing 
in the bottom 20%. Almost the 
reverse is true if the illustration 
is a skeleton or cutaway view of 
the product. 

e A negative appeal in a head- 
line gives you almost twice the 
average opportunity to land in the 
top 20% in interest, and a product 
name only in the headline is al- 
most as good, whereas a positive 
(reward) headline is definitely 
below par. 

e If you want to evoke interest 
among Power Engineering read- 
ers, give them lots of copy. Over 
300 words was most effective in 
securing reader interest, and copy 


jof less than 25 words almost to- 


tally ineffective. 


Copies of the report are avail- 
able from Technical Publishing 
Co., 308 E. James St., Barrington, 
Ill. # 


Pilsener Bows in Detroit 

Pilsener Brewing Co., Cleveland, 
is spending $250,000 in newspapers, 
radio, tv, posters, car cards and 
taxi cards introducing its P.O.C. 
beer in the Detroit market. The 
ads are testimonials of six enter- 
tainment personalities, including 
Eddie Bracken and Constance Ben- 
nett. Clifford, Kroening Inc. is the 
agency. 


Gottschaldt Names Goelzer 
Kenneth J. Goelzer has been 

appointed vp of Gottschaldt & As- 

sociates, Miami. He had been exec 


vp of Barnes Advertising Agency, 
Milwaukee, since 1946. 
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Good Housekeeping gave 


its readers 126% more 


service pages in the fields of 


The Confident Wife 


whose job is daundress 


Home Furnishings-Management 


and Appliances-Equipment 


than its nearest competitor, in 


the first six months of 1957 


Monday wash day? No more! Today’s young wife “feeds” that machine on any—and often every—day of 


the week! Her family is bigger...their wardrobes are larger...more clothes are tubbable than ever before. 


Of course she wants the newest news about washers and dryers. She wants to buy the right soaps, 
detergents, bleaches and all the other new laundry aids to make her job easier and better. She wants to 


know just how tubbable and color-fast each garment is. That’s why she turns to Good Housekeeping, 


GOOD HOUSEKEEPING MAGAZINE B MAGAZINE C 


the magazine that gives her more pages on home management and equipment, more washday facts tagged 
on every garment shown editorially. And she knows that every product, every claim on every page, 
editorial and advertising, has been examined by the famous Institute. The Good Housekeeping reader 


learns by, lives by the magazine that gives her more facts, more confidence! 


The buying guide of 31,000,000 women 
(Crossley) 


She's so sure when Good Housekeeping says so 


The September issue reached a high of more than 4,100,000 (Pub. Est.) “* “"“"°" M*S4IM® 
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Blame Yourselves If Madison Ave. Controls 


Programming, Labunski Tells Broadcasters 


HIDDEN VALLEY, Micu., Sept. 18— 
If the charge that broadcast pro- 
gramming is controlled by Madi- 
son Ave. is true, broadcasters have 
nobody else but themselves to 
blame. 

This was implied here last week 
by Stephen B. Labunski, ABC Ra- 
dio vp, in a speech before the 
Michigan Assn. of Radio & Tele- 
vision Broadcasters. 

“If you create a vacuum, some- 
one will step into it,” he said. “If 
in the radio business we are crea- 
tive about our programming and 
confident of our product I feel sure 
that Madison Ave. would be glad 
to relinquish any hold it may have 
on programming selection and con- 
trol. Too often in the past we have 
sold programming to sponsors in- 
stead of programming to the lis- 
teners and selling the sponsor the 
happy consequences of that pro- 
gramming.” 


# Mr. Labunski indicated that ra- 
dio is not doing nearly as well as 
it should with advertisers. 

“When we realize that one pic- 
torial] magazine with a fraction of 
radio’s penetration does an annual 
business almost equal to the total | 
volume of national spot radio, we | 
can see how very much undersold | 
and under-appreciated radio has| 
allowed itself to become,” the ABC 
executive said. 

He chided the industry for let- 
ting itself be put on the defensive. 

“What radio broadcaster has not 
had the frustrating experience of 
having a schedule canceled so that 
his advertiser can ‘keep his linage 
up’?” Mr. Labunski continued. 


se “What radio broadcaster has 
not sold a weekend spot package 


on Wednesday only to have it can-| 


celed on Friday because it looks 
like rain? Do advertisers ever cov- 
er up billboards on rainy days or 


complain about magazine dead-| 


lines many weeks in advance of 
publication? And what broadcaster 
has not been told by the local au- 


troit. 

He said Goebel holds the nation- 
al record for continuous sponsor- 
ship of a major league baseball 
team. 

“We have seen our company 
rise in national rank steadily,” he 
told the broadcasters. “I want to 
also say that I’ve seen radio and 
television time cost do the same 


thing. 

“Do you want to know how 
much sponsor identification with 
baseball we have? Three consecu- 
tive surveys show that more peo- 
ple associate Goebel with baseball 
than ever listen to the games!” he 
said. 


s “Has baseball sold any beer? 
Who really can tell? All 16 teams 
are sponsored by breweries. If it 
weren’t for beer, there wouldn’t 
be any baseball. Nobody else can 
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afford to pick up the tab. Nobody 
else is stupid enough to pick up 
the tab,” he continued. 

“It isn’t all beer and skittles in 
this sports network business how- 
ever,” he added. “With our net- 
work we put just as much adver- 
tising pressure into the metropoli- 
tan area of Gaylord, Mich., as is 
thrown into the town of Detroit. 
Our sales problems in Gaylord are 
probably much different than the 
ones confronting us in Detroit, but 
the pressure of commercials re- 


mains the same. 

“Your answer to such a problem 
would probably be to recommend 
that network advertising be sup- 
plemented with spot program- 
ming. 


2 “By the time we get baseball 
paid for we’re lucky if we can 


supplement our bottles with la- 
| bels. But, nevertheless, Goebel and 
baseball are married and there is 
no sign of marital difficulty; we’re 
| happy,” he concluded. # 


tomobile dealer that $200 a week 


in radio is a lot of money, only to| | 


see this same dealer on a $1,000 a} 
week television show soon after- | 
ward?” 


s Edwin J. Anderson, president of | 
the Detroit Lions football team and | 
of Goebel Brewing Co., reminisced 
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Dan River Mills 
Ads Tie in Clothes 
with ‘U.S.A. Today’ 


DANVILLE, N. C., Sept. 17—Dan 
River Mills next spring will aban- 
don the pair of twins featured in 
its ads for the past year and will 
switch to a “U. S. A. Today” 
theme. 

The new campaign will show 
Dan River fashions “as part of the 


new leisure that characterizes the 
American way of life today.” The 


play their part in our pleasanter 
way of life. They not only give 


ads will picture Dan River clothes|you clothes with more fashion; 


for the entire family against such 
backgrounds as a patio supper, a 
yacht, private plane, sports car, 
glass-walled living room, resort 
hotel, motel, etc. 

Each ad will carry a pair of 
headlines: “The Fashion We Live 
in the U. S. A. Today” and “The 
fabric of American Life—Dan 
River.” Copy will be the same in 
each ad: “Yes, Dan River Cottons 


they’re clothes you spend less time 
caring for, more time enjoying! 
You see, Dan River Cottons stay 
clean longer, hang smooth after 
wearing, wash cleaner easier, are 
smooth even after tumble-drying 
... because they’re Wrinkl-shed 
with Dri-Don.” 


= The campaign will be backed by 
a “considerably” increased budg- 
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et. Color pages (plus one color|paign, according to the agency— 


spread in the May 12 Life) will 
run in Esquire, Good Housekeep- 
ing, Life, Look, Mademoiselle, 
New York Times Magazine, Sim- 
plicity Pattern Magazine and 
Sports Illustrated, augmented by 
spot tv in 15 markets. 

The campaign will break in the 
Jan. 15 Vogue and will run 
through June. The bulk of the ads 
will be concentrated in April and 
May. 

One reason behind this cam- 


- HOW 


Pe" @ANEHOR BOLT 


TO BUILD 
TO BUILD IT 


= 
v 


, MET TERMITE SH'LOT: } 


- WHO MAKES WHAT IT TAKES 


What “Filter, Flavor, Fliptop Box” is to cigarettes — what “The 


Forward Look” is to automobiles ... American Builder’s “What- 


How-Who” is to you. Only American Builder’s “Time-Saver” pages 


are paced to the daily pressures of the busy contractor. They save 


him precious miles and minutes by right-from-the-site reporting 


“What to build” ...cut costly corners on his mounting costs by 


showing him “How to build it” . . . steam him up to buying urgency 
by making him ask “Who makes what it takes?” That’s where you 


come in — and come in with both feet, please . . . because build- 


ing’s most powerful medium merits your most powerful schedule 
... AMERICAN BUILDER, A Simmons-Boardman “Time-Saver” 
Magazine, 30 Church St., New York 7, N.Y. 


NOBODY COVERS AMERICAN BUILDING LIKE 


AMERICAN BUILDER 


(ABC-ABP) 


|Grey Advertising, New York—is 


that it will serve as a good device 
for store-wide promoticns of “Our 
New Way of Life,” tying in easily 
with major appliances, outboard 
motors, sports equipment, and 
other “onetime luxuries, now con- 
sidered as necessities.” # 


Dot Records’ Sales Soar 

Dot Records, New York, a Para- 
mount Pictures Corp. subsidiary, 
will have gross sales of $10,000,- 
000 in 1957, a new high, according 
to Randy Wood, president. Single 
record sales in the first six 
months of 1957 were up more 
than 100% over the 1956 first 
half. 


Grelin Names Green 

Melvin C. Green will take over 
as president of Grelin Broadcast- 
ing, purchaser of WWRI, West 
Warwick, R. I., on Oct. 8. Mr. 
Green had been an officer of 
Twin State Broadcasting, a sub- 
sidiary of Time Inc. 


lettering styles. 
selection guide 


36 pages illustrating 
364 different styles! 


See the freshest, sharpest, most mod- 
ern collection of lettering . . . exam- 
ples of Filmotype Photo Lettering’s 
new alphabets. A guide sure to stim- 
ulate more sell . . . and individuality 
into any printed material! And you'll 
see why Filmotype ranks as the 
leader in the field of photo lettering 
machines! 


al an 


new ‘ 
tion Guide will soon be on its way to you. 


the FILMOTYPE corporation 
7500 McCormick Bivd. 
Skokie, I. 


(LD Send me the FREE Lettering Styles 
Guide and other information about 
Filmotype. 


(-) Have your representative give me 
@ demonstration right in my own 
office. | understand there is no 
obligation. 

NAME 

FIRM 

ADDRESS. 
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P&G Returns to 
Radio Fold, NBC 
Tells Stations 


New York, Sept. 17—NBC Ra- 
dio had two pieces of dramatic 
sales news for affiliates here last 
week. 

Top billing went to the an- 
nouncement that Procter & Gam- 
ble, which used to be network | 
radio’s biggest booster until a few 
years ago, has been lured back into 
the fold. 

Matthew J. Culligan, vp in 
charge of NBC Radio, told the sta- 
tion men that P&G has contracted 
for 40 participations a week start- 
ing early next month. The time 
is being bought for Gleem through 
Compton Advertising. 


® The second good news an- 
nouncement concerned an old 
sponsor who decided to stay put 


with his old show and NBC time 
spot after shopping around for 
other possibilities. The welcome 
renewal is the “Telephone Hour,” 
which returns for AT&T (N. 
Ayer & Son) on Oct. 7 after a 


|summer vacation. 


While there was some grum- 
bling among affiliates about the 
new compensation formula set up 
to go along with the network’s new 
single-rate structure for advertis- 
ers, network officials reported that 
a big majority of affiliates already 
have signed their new contracts. 

The date for a switchover to a 
single rate for day and nighttime 
participations is Oct. 1 (AA, July 
29). There is a separate two-class 
rate for program periods with 
slightly lower charges for week- 
day evening hours. 


= Like their television counter- 
parts, the radio executives used 
these meetings to do a little sta- 
tion clearance fence mending. The 


Donald Richman, recipient of the IRE meg ~ 
K. n Television Award, 1957 . 
important technical contributions to” sie. 
tronic television. 


IRE salutes Donald Richman for bring- 
us still nearer to the pleasure and 
information that can be conveyed 
through the perfect transmission of 
color. His contributions to the theory 
of synchronization, particularly that of 
color subcarrier reference oscillator 
synchronization in color television, is 
basic to the proposition of transmitting 
color information. Color TV has already 
demonstrated its value and importance 
in closed circuit medical demonstrations 
and its educational possibilities for the 
future are limitless. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
ef Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering jeurnal in the radio-elec- 
tronics industry exclusively edited by 


® 
Proceedings of 


Adv. Dept, 72. 45 St., New York 36, N.Y. -Chicago- Cleveland - San Francisco- Los Angeles 


THE INSTITUTE OF RADIO ENGINEERS 


remembers the man 


for better 
color TV 


and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear m Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible . . . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


the IRE 


network is particularly interested | 
in getting improved clearances on 
“Monitor.” Stumbling blocks here | 
include local sports schedules and 


W. | time differences; NBC is trying to 


circumvent these hazards by pro- 
viding extra hours of program- 
ming to be scheduled around the | 
local attractions. | 

As an inducement to improved | 
clearances the new contracts con- | 
tain built-in escalator clauses cov- 
ering the network compensation to 
stations. The higher the number of | 
compensation units cleared by a 
station, the higher its payment per 
unit. 


s Other signings at the radio net- | 
works this week included three | 
orders for CBS, two for Mutual, | 
and a supplementary buy at ABC) 
from a sponsor already on the 
roster. 


e At CBS, Campana Sales Co. 
bought one weekly five-minute 
segment for 26 weeks, starting Oct. 
5, through Erwin, Wasey & Co., 
and H. J. Heinz Co. bought 10 
weekly five-minute segments for 
three weeks, through Maxon Inc., 
starting Sept. 27. 

Philip Morris Inc. expanded the 
lineup on its “Philip Morris 
Country Music Show” from 70 sta- | 
tions to the full network, through | 
N. W. Ayer & Son. CBS’s “Arthur 
Godfrey Time” now has only one 
alternate-weex availability left in 
October, the network reports. 


e At Mutual, Chrysler ordered a| 
20-second adjacency following the 
8:30 a.m. newscast five days a 
week for four weeks, starting Oct. 
31. This is the first of several 
Chrysler Corp. orders on the net- 
work, Mutual reports. H. J. Heinz 
has purchased the _ 10:30-10:35 
p.m., EDT, newscasts on Wednes- 
days and Thursdays, starting Oct. 
2. MceCann-Erickson is the agency 
for Chrysler, and Maxon Inc. han- 
dles Heinz. 


e At ABC, E. I. du Pont de Ne- 
mours & Co. has ordered five 
weekly five-minute segments of 
“Breakfast Club,” through BBDO. 
The company previously had or- 
dered a schedule of 30 five-minute 
weather programs on the network, 
featuring Andre Baruch and Bea 
Wain. Both orders start Sept. 
23. # 


Osman Succeeds Johnson 

Jack E. Osman has been named 
manager of advertising and sales 
promotion of the Pennzoil division 
of South Penn Oil Co., Oil City, 
Pa. Formerly assistant director of | 
advertising of Republic Steel Corp.., | 
Cleveland, he succeeds E. F. John- | 
son, who will retire Dec. 31 after 
heading the ad activities of Penn- 
zoil more than 26 years. 
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Philadelphia - Detroit + Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida | 


| 
| 
| 
| 


| 


Advertising Age, September 23, 1957 


Getting Personal 


The Sacramento Advertising & Sales Club celebrated its 50th anni- 
versary Sept. 18 with a dinner meeting at which Fairfax Cone, chair- 
man of the executive committee, Foote, Cone & Belding, Chicago, 
spoke on the subject, “Advertising Has a Bigger Job Ahead.” Emcee 
at the anniversary meeting was Robert R. Gros, vp, Pacific Gas & 
Electric Co., San Francisco, and a past president of the AAW and 
the San Francisco Adclub.. . 

Glory Palm Carlberg, advertising and sales promotion manager 
of the Crown Zellerbach Corp., San Francisco, has just recovered 
from a bout with both pneumonia and Asiatic flu. . . 


GOLD MEDAL OF ESTEEM—A surprise Qward was made to B. C. Ohlandt, 

vp and general manager, National Distillers Products Co. (left), by 

his associates at a recent company meeting in New York. Presenta- 

tion was made by Allyn Shilling, vp in charge of advertising. In- 

scription on medal records it was presented to “Bev Ohlandt, who 

merits our respect, enjoys our admiration and has won our sincere 
appreciation.” 


Grandfather Hugh Hollyday Jr., Smith & Hollyday, Los Angeles 
and San Francisco space representative, is passing out cigars to 
celebrate the arrival of the first child, Pamela Beth, in the house- 
hold of Hugh Hollyday III, Los Angeles sales representative of 
TV Guide. The mother of the new arrival was formerly office man- 
ager for Beckman Hamilton Advertising Agency in Los Angeles... 

Tom Pate, national sales representative of KNX, Los Angeles, be- 
came a first-time father on Aug. 28 with the birth of Renne Sherene 
at St. Luke’s Hospital in Pasadena... 

Joel Chaseman, program manager of WJZ-TV, Baltimore, and 
two of the station’s sportcasters, Chuck Thompson and Nick Campo- 
freda, have been saluted by a Baltimore racing stable owner who 
has named three of his steeds after them. Jack Wells, host of the 
station’s “Baltimore Closeup,” claims a different sort of distinction 
in the line of animal names: A Maryland cattle breeder has named 
a prize bull for him... 


WINNING TEAM—The softball team of Needham, Louis & Brorby Inc., 

lined up here, won the Chicago Advertising Agency Softball League 

championship for 1957. Left to right, front row: Bob Bertolotti, Joe 

Munsch, Manager Max Anwyl, Coach Hal Fuess, Pete Ruhl and 

Larry Pauly. Second row: Dick Needham, Pete Nelson, Bob Dion, 

Bill Workman, Joe Neylon, Gordon Gredell, Bob Powell, Ed Hob- 
ler, Buzz Smith, Jack Anderson and Jim Charlesworth. 


Diana Suffern Tailer was married Sept. 7 to David Manville 
Pinkham, client contact at BBDO...Peggy Anne Crosson and 
James H. Fay Jr., vp of Fay Advertising, were married Sept. 6 in 
New York...The engagement of Yvonne DuMont, daughter of 
Allen B. DuMont, tv pioneer and head of Allen B. DuMont Labora- 
tories, to Cadet James Allen Godbey of West Point, has been an- 
nounced... 

New Time Inc.-ers: Arthur III, 9 lbs., 2 oz., first child, born June 
2 to Time promotion’s Art Levitt... David Hoatson, 6 lbs., 15 oz., 
fourth child, second son, born July 24 to Life sales’ Cole Williams 

.. Christopher Robert, 3 kilos, 300 grams, second child, second son, 
born July 4, to Paris Time advertising salesman Michel Boutin .. . 
Maureen Elizabeth, 8 Ibs., 15 oz., born June 26 to Sports Illustrated 
presentation manager Alan Skelly... 

Sigurd S. Larmon, head of Y&R, was one of 17 Dartmouth grads 
to receive alumni awards recently for “success in professional life, 
service to the nation, state and community, and service to Dart- 
mouth.” .. 
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big generation in many ways. Big i 
Big in spirit. Big in talent. Take Jim Belleson of Ohio. © 
A top winner in the 20th annual 4-H program, : 


Jim has already planned to major in electrical sonitner 
THE NEW aoe ‘The boys who read BOYS’ LIFE are, 


GENERATION @& a oe eae 


NET 
PAID 


based on publisher's circulation records 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Luce Blasts 
‘Short Sighted’ 


Home Builders 


Hits Industry’s Ads 
for Stressing Repairs, 
Ignoring Obsolescence 


San Francisco, Sept. 17—Home 
building in the U. S. “is still a di- 
vided industry. The various seg- 
ments of the industry have failed 
at the art of communication and 
have very nearly priced the indus- 
try out of a market.” 

Senior executives of some 300 
leading manufacturers of building 
materials and approximately 1,000 
of the country’s top home builders 
were thus scolded here last week 
by Henry R. Luce, editor in chief 
of Time, Life and Fortune. 

Mr. Luce was principal lunch- 
eon speaker at the first executive 
marketing conference, sponsored 
by the National Housing Center, 
Washington, as part of the annual 
meeting of the board of directors 
of the National Assn. of Home 
Builders. 


® Builders, who heard Mr. Luce 
praise as well as scold, were still 
talking about a similar meeting 
yesterday, at which James M. 
Lange, executive editor of Practi- 
cal Builder, reiterated his attack 
on housing problems, reported in 
AA Sept. 10. 

Both editors agreed that the 
home building industry is not par- 
ticipating in the present “unbe- 
lievable prosperity of the whole 
American economy.” 

“Home builders,” Mr. Luce de- 
clared, “have broken the housing 
shortage and have made possible 
the greatest mass migration in all 
history. 

“Still more important,” Mr. 
Luce continued, “home builders 
have laid a firm foundation for a 
production-line industry, which 
should soon be able to offer more 
comfort and better living in pro- 
duction homes than anyone can 
get today in one-at-a-time houses 
priced twice as high.” 


@ Many of the failings of the 
home building industry, Mr. Luce 
asserted, “seem to be rooted in 
one basic failure—a failure of un- 
derstanding among the six major 
segments of the industry, a failure 
of communication. 

“Architects, builders, apprais- 
ers, lenders, realtors and suppli- 
ers,” Mr. Luce declared, “do not 
know nearly so much as they need 
to know about one another’s prob- 
lems. They do not understand 
each other’s needs and opportu- 
nities. 

“Therefore, they’ve failed to de- 
velop the teamwork without 
which needs cannot be met nor 


Give Your Prospects This 


New HANDI-KUTTER” 


Sahl... 
Gverd prevents blade slipping out* 


Low-Cost F R EMIUM:! 
Now safer than ever, this new Kenworth 
“HANDI-CUTTER”™ is ideal for all kinds 
of cutting or trimming jobs at i 

. or home. Im attractive 
colors, with space for debossed name 
imprint 
blade— remove end reverse 
tor new ete. a 


KENWORTH MANUFACTURING CO. 


12315 W. Lisbon Ave. — Milwoukee 10. Wis. 


opportunities served. Each of us is 
paying a high price for the divi- 
sion of the industry, and the home 
owning and buying public is pay- 
ing an even higher price.” 


= Mr. Luce also joined with Mr. 
Lange in denouncing “thousands 
of separate local building codes 
" The conflicting and often 
senseless requirements of these 
codes fragmentize our national 
market as no other industry’s na- 
tional market is fragmentized. 

“They obstruct the use of uni- 
form products,” Mr. Luce pointed 
out, “and so add $1,000 or more to 
the selling price of every home— 
$1,000 for which the buyer gets no 
added value, and which discour- 
ages 1,000,000 sales. 

“A united industry,” Mr. Luce 
declared, “would be well along the 
way—instead of only just starting 
—to standardize and coordinate 
the parts that go into the assembly 
of a house. And then builders 
would not have to waste millions 
of dollars each year cutting and 
fitting lumber and pipe and what- 


Advertising Age, September 23, 1957 


sound-conditioned concrete _ 


for your new Interstate System of supercoads 


GLAMOUR TREATMENT—“New” is the approach being used by new 
agency, J. Walter Thompson Co.( AA, March 11) in this, the first 
ad that JWT has prepared for the Portland Cement Assn. The 
spread will appear in The Saturday Evening Post, Sept. 21, followed 
by Fortune, Look, Newsweek, Time and U.S. News & World Report. 


not at each building site.” 
Mr. Luce also urged that the!the use by the automobile indus- 


home building industry consider 


try of the philosophy of obsoles- 
cence. 

“Detroit,” Mr. Luce declared, 
“has long grasped and successful- 
ly exploited the point that the ob- 
solescence of yesterday’s automo- 
bile is a powerful sales lever for 
the industry’s annual product. 

“How many new cars would De- 
troit sell,” he asked the builders, 
“if Ford, Chrysler and General 
Motors spent all their advertising 
dollars telling motorists how easy 
it is to fix up a 1950 car to be just 
as good as a 58? 


= “Too many builders,” he assert- 
ed, “deplore any change in house 
design that would make new 
houses look really modern and up 
to date. Too many real estate 
salesmen tell shoppers the patent 
untruth that houses were built 
better in the good old days. And 
the manufacturer is spending $4 
advertising to the fix-up market 
for every $1 he spends to tell cus- 
tomers how much pleasanter, eas- 
ier, how much more fun it is to 
live in a fine new house than in a 
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fixed-up old one. 

“Home builders have let prices 
climb nearly twice as fast as the 
rest of the cost of living,” Mr. 
Luce said, “and so have come very 
near to pricing themselves out of 
the market. 

“And as for sales, the industry 
is not selling enough new houses 
even to keep up with population 
growth, plus farm to city migra- 
tion, plus demolition due to the 
highway program. The industry 
must get together on a program to 
replace 10,000,000 junk homes at 
the rate of 500,000 a year and have 
them off the market by 1980.” 

Mr. Luce concluded by predict- 
ing that the potential market in 
1959 will include “almost 10,000,- 
000 families who will be able to 
afford $12,000 houses, and more 
than 5,000,000 families who can 
afford $15,000 homes. 


s “Thus there will be roughly 15,- 
000,000 families with money to 
spend—for better housing than 
they ever had before,” Mr. Luce 
concluded. “Yet for those three 


years still to come, our industry 
gives notice that it probably will 
build only 3,100,000 new homes— 
all kinds and all prices com- 
bined.” # 


Rumrill Names Thompson 
Everett L. Thompson has been 


Thompson had been director of 
radio and tv of Baldwin, Bowers 
& Strachan, Buffalo, which was 
merged with Rumrill in January. 


|Dorian St. George will continue 
as local director of radio and tv) 


in the agency’s Rochester office. 


Cincinnati Adclub Elects 

David D. Black, Cincinnati Mill- 
ing Machine Co., has been elected 
president of the Cincinnati In- 


|dustrial Advertisers Club. Other 
\officers elected include William 
D. Dineen, Allis-Chalmers Co., Ist 
vp; Phil R. Hume, Keelor-Stites 
|Co., 2nd vp, and William Grinrod, 
also of Cincinnati Milling Ma- 
| chine, secretary-treasurer. 


appointed director of radio and tv | 
of Rumrill Co., Buffalo. Mr.) 


WHAT GAMS!—One 
set belongs to 
Janet Marie Res- 
sler, Miss New 
Jersey in the re- 
cent Miss Amer- 
ica contest, and 
the other two 
pairs are the 
property of Stev- 
erino, the grey- 
hound on the 
Steve Allen tv 
program, which 
was just crowned 
Queen of 1957 
National 
Dog Week. 


The 
horse 
who 
wasn’t 
really 
thirsty... 


One thing you can say for horses. The bright ones have a mind 
of their own. This is why, as people are sometimes heard to 
observe, you can lead a horse to water but you cannot make 


him drink. 


Individuality like this is not exclusively a trait of horse-sense. 
It extends, for example, to prospective readers of radio-tele- 
vision business publications. You can mail free copies to ’em 
until your circulation statement is red in the face .. . but you 
can’t make them read unless they want to read. Therein lies 
the moral of our message. 


Just as horses drink only when they’re thirsty, human beings 
are willing to pay only for things they want. This is why, we 
insist, the only accurate index of a radio-TV magazine’s worth 
is the PAID circulation it can muster . . . the number and 
kind of subscribers willing to pay money for what it offers. 


BROADCASTING-TELECASTING, by the way, has more 
paid distribution than all other radio and television business 


papers combined. Nearly 18,500 paid-for copies weekly, says 
the verified count made by the Audit Bureau of Circulations 


for the first half of 1957. And 5,053 of these go to the agency- 
advertiser category. Again, more paid than anybody. 


Significantly, B-T is the only radio-TV magazine that has the 
courage to be a member of the ABC — and, thereby, can offer 
the commonsense, widely respected audits of paid distribution 
that only the ABC conducts and certifies. Odd, but it’s true. 


By the way, if you’re advertising something you’d like the 
radio-TV and agency-advertiser crowd to know about, don’t 
you think it’s only good old-fashioned horse-sense to run it in 
BROADCASTING-TELECASTING? Here you can be sure 
that people get it because they want it... not because some 
publication is padding its mailing list with free copies. 


TELECASTING 


1735 DeSales Street, N.W., Washington, D. C, 


a member of the Audit Bureau of Circulations 
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‘Fuller’s Placement 
Office Specializes 
in Retired Execs 


PHILADELPHIA, Sept. 17—Wal- 
ter D. Fuller, former president 
jand board chairman of Curtis 
|Publishing Co. has opened a 
placement office in the Ledger 
| Bldg., Philadelphia. Its purpose is 
to serve retired executives and 
specialists. 

The placement agency is ex- 
pected to handle some retired ad- 
vertising executives, but it will not 
specialize in that field, Mr. Fuller 
said. Instead, general business and 
management specialists who wish 
parttime management assignments 
will be placed. 

Mr. Fuller, who retired from 
Curtis last May as chairman of 
the board, after relinquishing the 
presidency two years before, said 
the plan had been jelling in his 
mind for some time. 

“Lots of people over 65 with 
considerable value and talent are 
being wasted,” he said. 

Two small ads in the Wall 
Street Journal and the New York 
Times brought in applications 
from nearly 600 men, Mr. Fuller 
said, and between 50 and 60 addi- 
tional applications each week. He 
hopes eventually to have a list of 
between 3,000 and 4,000 retired 
executives and specialists to offer 
to industry. 


s Several companies already have 
requested men for placement, he 
said. 

Applications from retired ex- 
perts will be accepted and filed 
without charge, he explained. 
When a company requests a part- 
time person, Mr. Fuller’ will 
charge the company a flat fee. # 


Two Join ‘Sports Illustrated’ 

Thomas M. Johnson and Arthur 
Houlihan Jr. have joined the New 
York sales staff of Sports Illus- 
trated. Mr. Johnson formerly was 
with Better Homes & Gardens; 
Mr. Houlihan previously was with 
Family Circle. 


Taggart Joins Wittner 

Henry J. Taggart, formerly 
manager, advertising service, Bres- 
kin Publications, New York, pub- 
lisher of Modern Plastics and Mod- 
ern Packaging, has joined Fred 
Wittner Advertising, New York, as 
a copywriter. 
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AN tie, Macaroni Ads Stepped Up 


iN IDE, . Reve AD CLAIMS Schoneberger & Sons, Chicago, 
“ an new campaigns...vdase on ‘ sos . 
ae expertly designed Teale. authen- has stepped up its advertising in 


os ticated by indepen ent research institute. Chicago in promotion of its Gold 
inical trials... toxicity studies ... sensitization : 
tests... biological screening... product improve- Spun egg macaroni. The new push 


ment. No obligation for estimate. Call or write is in advance of, and to tie in with, 


MN MEW DRUG INSTITUTE National Macaroni Week, Oct. 17- 


130 East 59 St., New York 22 * Mu 8.0640 | | 26. Color ads in the Chicago Daily 


News and American plus radio 


WGN will 


spots over WBBM, WJJD and| wm 
be used. Gourfain-| — 
Loeff, Chicago, is the agency. 


Puckett to Calkins & Holden 
Dale Puckett, formerly with 
Mogge-Privett, has joined the art 
staff of Calkins & Holden, Los An- 
geles. 


EVEN IN ITALIAN IT'S: “Sell the POST 


Vendete la Post Tnjluenziale — 
U'enorme mercato d’influenza attiva. 


INFLUENTIAL —the mass market of active influence.” 


ral Ah Ws AS Cant ee SOUT Boe TS 2 


=A New Way To Clean House 


KDKA-TV joins CBS. That means the 
folks in the Greater Pittsburgh Market 
can get all the famous and fabulous CBS 
shows on their favorite Channel 2. It also 
means that advertisers have an even 
greater reason for scheduling their prod- 


uct messages on KDDKAJ Iv 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


OoQ° 


@adiO 

BOSTON, wez+weza 
PITTSBURGH, KOKa 
CLEVELAND, «vw 

FORT WAYNE, wowo 
CHICAGO, wind 
PORTLAND, «ex 
TELEVISION 

BOSTON, wéz-Tv 
BALTIMORE, wiz-tv 
PITTSBURGH, cOKa.Tv 
CLEVELAND, «xrw.ty 
SAN FRANCISCO, crux 
WIND represented by AM Rado Soles 
WIZ-TY represented by Biowr.TV 


KPT represented by The Kotz Agency. inc 
Ali other WBC srations represented by 


Perers, Griffin, Woodward. Inc 
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SHE FLOATS THROUGH AIR—This b&w spread for Bon Ami Co. and 
Scott Paper Co. will appear in the October issues of Better Homes 
& Gardens, Good Housekeeping and Ladies’ Home Journal. 


‘Fly Through Housework,’ Ads Urge in Dual 
Drive tor Scot-Towels, Jet-Spray Bon Ami 


New York, Sept. 17—The Bon 
|Ami Co. and Scott Paper Co. this 
‘month will launch a joint promo- 
| tion for two of their products, Jet- 
|Spray Bon Ami and Scot-Towels. 
Bon Ami will use a heavy print 
media campaign—magazines, 
newspapers, supplements—and 
|spot television. Scott will push 
_ both products in national televi- 
| sion advertising. 

Bon Ami has scheduled b&w 
spreads for the October issues of 
Better Homes & Gardens, Good 
Housekeeping and Ladies’ Home 
Journal. Sunday magazine supple- 
ments scheduled with 3/5ths-page 
b&w ads are The American Weekly 
in 32 cities (Oct. 20 and Nov. 3); 
Parade, in 56 cities; This Week 
Magazine, in 37 cities, and inde- 
|pendent magazine sections in 19 
|cities (Oct. 13 and 27). Newspa- 
per ads are scheduled for the week 
of Oct. 7 in 58 dailies in 46 mar- 
kets. 

Scott will use four one-minute 
tie-in film shots for both products. 
Both of Scott’s NBC-TV network 
|shows will carry the tie-in com- 
mercials—the “Giselle MacKenzie 
Show” on Oct. 19 and 26 and Nov. 

12 and “Father Knows Best” on 
Oct. 23. 

Ruthrauff & Ryan (Erwin, Wa- 
sey, Ruthrauff & Ryan after Oct. 
1) is Bon Ami’s agency. 


i 

. The tie-in with Scot-Towels 
| will be pushed at the point of sale 
with posters. Grocers are being 
asked to display the two products 
together. Scott Paper, in its net- 
work tv advertising for its paper 
towels, will also promote Jet- 
Spray Bon Ami. The schedule for 
this promotion has not been set. 
Scott’s agency is J. Walter Thomp- 
son Co. 

The print media copy theme em- 
phasizes that Jet-Spray Bon Ami 
cleans quickly and easily and that 
|the housewife will “fly through 
housework” by using this “new 
way to clean house—without wa- 
ter.” 

Cartoon illustrations show a 
housewife literally flying through 
her home with a line of copy 
across the ad saying—‘“Jet Bon 
Ami cleans quick as a wink—es- 
pecially with Scot-Towels.” + 


Schmitz Retires as Ad 
Head of American Distilling 
Val A. Schmitz has retired as 
director of advertising and sales 
promotion of American Distilling 
Co., Pekin, Ill. His successor has 
not yet been appointed. Mr. 
Schmitz will form his own compa- 
ny, Val A. Schmitz & Associates, 
in Clearwater, Fla. 


Yager Joins ‘U. S. News’ 

Barrett G. Yager, formerly with 
Field & Stream, has joined the 
New York sales staff of U. S. News 
& World Report. 
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A Product of Pure Research o: 


the new, 


« 
— 


GUARANTEES 


the new MOTOR AGE guarantees coverage 
of the volume shops which do— 


80% of the service performed by 


e new car dealerships e specialty and body shops 
e general repair shops @ service stations 


This means that DO 8O% of service work performed 


the readers of the BUY 80% of parts used 
new MOTOR AGE BUY SO% of service equipment and supplies 


The Part of the Market that’s Worth Spending Big Money 


NEW CIRCULATION! NEW FORMA’ 


$50,000 was spent on pure research tional research to demonstrate a pre- 
to interview personally an accurate conceived point of view. Whatever the 
cross-section of service establishments results, we planned to use them as a 


throughout the United States. scientifically accurate basis on which to 
As a service to the automotive indus- _ build the new MOTOR AGE. 

try, MOTOR AGE has underwritten the Now, the results are in — analyzed, 

cost of a completely impartial nation- evaluated, interpreted. They have 


wide study of the automotive service pointed the way to the first truly accu- 
industry—the most definitive analysis _ rate, comprehensive coverage of the vol- 
ever made of where automotive service ume service market the industry has yet 
work is done. This was pure research to —_ known. 

reveal the market as it is—not promo- 
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on Where Automotive Service Work is Done 


expanded - 


sae a eet tg 125, 


Hand-Picked Service Establishments 


37 relele: new car dealers employing Every establishment will be hand-picked and 
° one or more mechanics carefully screened by MOTOR AGE’s field 
2 at ooo independent repair shops force, which will look over every shop, see its 
’ with one or more mechanics equipment, check work being done and the 
24 felele) specialty repair shops in- number of employees. This circulation will be 
. cluding all exclusive body shops reverified each year to assure the high quality, 
33 relele. service stations with no-waste audience which has always been a 


lies y one or more mechanics hallmark of MOTOR AGE. 
6,500  ichbers’ main offices 


* January, 1958 circulation subject to BPA audit and verification. 
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The most effective, economical 
penetration of the Automotive |: 


Service Market it is possible to buy. Chestnut @ 58 Streets 


The new MIOTOR AGE ih yoni Tas 


Or your nearest 
representative — 


see back cover. 
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Jobber Executive 


of the 


80°% of the automotive service market in new car 


Russell W. Case, Jr. — Publisher 
Kip Howe — Advertising Director 
E. H. Miller — Advertising Monager 
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Chestnut & 56 Streets 
Philadelphia 39, Pa. 
Phone: SHerwood 8-2000 


Read the story 


~ | new, expande 


dealerships, independent repair shops, full-time 


specialty shops, service stations— guaranteed. 


125,000 volume service establishments—delivered. 
Each personally interviewed and hand-picked. 


Scientifically accurate djstribution in every class 


of trade in every part of the country. 


The part of the market that’s 
worth spending big money 


on... 


REGIONAL OFFICES 
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Phone: TRinity 5-2090 
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New York 17, New York 
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Phone: OXford 7-3400 


Philadelphia 39, Pa. 
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San Francisco 3, California 
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Schenley Import, 
Long John Scotch, 
to Bow in October 


New York, Sept. 17—Schen- 
ley Industries Inc. introduced 
its new import, Long John 
scotch whisky, at a so-called 
Scottish luncheon for the press 
last week. The first shipment, 
a few dozen cases, was flown in 
by plane. Regular shipments) 
are not expected before mid-| 
October. 

K. H. Seidel, vp and adver- 
tising director of Melrose Dis- 
tillers Co., the Schenley sub- 
sidiary handling the import, 
said that advertising probably 
will break in magazines in No- 
vember, followed by an inten- 
sive newspaper campaign. De- 
tails and schedules, however, 
have not been worked out as 
yet, he said, and probably will 
not be definite until about Oct. 
A; 

Kleppner Co. is the agency. 

An introductory four-page | 
insert, however, is running cur- 
‘ently in business papers in the | 
siquor industry. 


s Of the other two Schenley | 
s 9tch imports, announced 
ti. "ee months ago (AA, June 3), 
only one has been brought into | 
this country so far, namely,) 
Sc ttish Majesty, which Park & 
Tilford Distillers Co. is receiv- 
ing in bulk, bottling and pre- 
paring to distribute. Emil Mo- 
gul Co. is the agency for this. 
The other brand is Kintore 
scotch. It will be handled by 
the I. W. Harper-Ancient Age 
division of Schenley. But it is 
not ready for distribution yet, 
and no agency has been ap- 
pointed. 
The two new Schenley gins, 
Jold Scottish, a yellow gin 
made in Scotland, which Mel- 
rose will handle, and Stallard 
London dry gin, not assigned 
yet, are still to be imported, and 
no agencies have been named. 


4 The new Long John scotch 
‘s produced in Scotland by Sea- 
ger, Evans & Co., which Schen- | 
ley acquired last year. It will 
be distributed here in fifths, 
tenths and half pints through 
Dreyfus, Ashby & Co., importer. 

The whisky is an old brand 
nd had been marketed exten- 
vely in other countries. It is 
slended differently to meet the 
taste requirements in different | 
areas. Quantities available here | 
vill be limited until Schenley 
completes the expansion of its 
ew British facilities and puts 
ato production two new distill- 
‘ries in Scotland. + 


Ipana Plus Bows Next Month 

Ipana Plus, the first dentifrice 
in a plastic squeeze bottle, will | 
be introduced next month by | 
Bristol-Myers Co., New York. 
Claimed to outlast three giant 
(53¢) tubes of toothpaste, Ipana 
Plus will sell for $1.19. Only 
product change is a decrease in 
the viscosity of the dentifrice, 
to promote smoother flowing. 
Introductory advertising—a 
four-color spread—breaks in 
Life Oct. 17, then in Look. 
“Why buy another tube of 
toothpaste? Ipana Plus is here,” 
is the headline. Doherty, Clif- 
ford, Steers & Shenfield is the | 
agency. 


H-R Appoints Chase 

Hal Edward Chase, formerly 
sales manager in the San Fran- 
cisco and the northern Califor- 
nia areas for MCA-TYV, tv film 
distributor-producer, has joined | 
the San Francisco office sales 
staff of H-R Representatives, | 
radio-tv station representative. 


‘ 


De-Nicotea to Leber & Katz 
The De-Nicotea division of Al- 


fred Dunhill of London Inc. has The Financi 


moved its advertising account from 
Lawrence C. Gumbinner Adver- 
tising Agency to Leber & Katz, 


2 Here is the 1956 linage of the ten 


“age i ‘ top weeklies: 

both New York. new campaign 

will break Oct. 7 in Life and Oct. carries more The Financial Post ...... eer 4 
19 in The Saturday Evening Post Life 3,164, 


ae See Sane ee ae ok pheaainemennines 
cigaret holders. advertising linage mee... oe 2.508.900 
Business Week ..........-s000008 2,461,115 
Wiener Forms Stanley Co. tha ther Seturdey Evening Post ..........++ 2,385,156 
Stanley B. Wiener, formerly n any 0 New York Times Magozine ........ 2,355,844 
exec vp of Martin L. Smith Co. i . Journal of the American nies 
nee Semnet Oe oot Sane Pa weekly publication say Wolbe ce 
Stanley Co., with offices a 
Madison Ave., New York. The ac- ° N A . Figures on U.S. periodicals: Printers’ tak, 
counts serviced by Mr. Wiener at in or th merica Jenvary 11, 1957, and Industriel M ing, 
Smith will move to the Stanley Co. Janvery 1957, 


Weiss to ‘McCall's Pattern’ 
Mimi Weiss, formerly retail co- 
ordinator of Seventeen, has been 
named fashion coordinator for the 
promotion department of McCall’s 


West Coast representative in the U. $. A. 
Duncan A. Scott & Co., San Francisce end 


THE FINANCIAL POST + 481 UNIVERSITY AVENUE, TORONTO 2 © 1242 PEEL STREET, MONTREAL 2 
Pattern Book, New York. 


1st of a series about the Father of Waters ... Divider of Markets... 


The Ojibways had 


a word for ess 


.».and they were so right! 


Many hundreds of years ago, the Ojibway In- __ miles on its journey south, the mighty Father of 
dians took one long look at the swirling waters of Waters slices through the Twin Cities to divide the 
the majestic Mississippi River and gave it the name St. Paul-Minneapolis market almost down the mid- 
it bears to this day. dle. 

The Ojibway meaning of Mississippi: “Great What's more, St. Paul's citizens are St. Paul 


Water.” 


shoppers! And they spend their 603 million re- 


How right they were! Traveling some 2,300 tail dollars right on their own home side of the 


Mississippi. Not only that, these St. Paul people 
make one—and ONLY one—newspaper their buy- 
ing guide. No other newspaper—NOT ONE—even . 


TODAY ...i#’'s a market of dents the surface of the St. Paul market.* 


516, 300! 


It boils right down to this. If you're not sell- 
ing St. Paul, you're just not selling the Twin Cities. 
And to blanket every last corner of the big-spend- 
ing St. Paul market, you need the Dispatch-Pioneer 
Press! 


516,300 people and 603 million retail 
dollars add up to a giant market!* And 
that’s just exactly what you have on the 
St. Paul side of the mighty Mississippi! 
But you'll miss it almost completely un- 
less your advertising message appears in 
the ONE AND ONLY newspaper offer- 
ing you SATURATION COVERAGE of 
every inch of this big-income, big- 
spending market . . . the St. Paul 
Dispatch-Pioneeer Press! 


44.9% 
16.7% 
wos es eS 


FAMILY COVERAGE 


(Remsey, Doktota end 
Washington Counties) 


84.7% 


713.7% 


ST. PAUL DISPATCH. 
PION PRESS 


OTHER TWIN 
CITY DAILIES 


MORNING EVENING SUNDAY 
Source: Families, Sales Management Dispatch-Pioneer Press—A.B.C --3/31/57 
Survey of Buying Power—5/10/57 Other T. C. Dailies—A.B.C.—3/31/57 


¢ DISPATCH 


*Ramsey, Dakota and Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


RiodDOeER NEWSPAPER 


NEW YORK - CHICAGO . DETROIT 


SAN FRANCISCO . LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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FOR 10 IDEAL al 
LABS f#..... ==. 


glamorous, ball-point pen 
set—F REE! Your choice of 
colors: Flamingo Pink, Sea 
Foam Green, Raven Black or 
Snowy White. You'll want 
severai—tor desk, beside the 
phone. inthe kitchen or guest 
room, for juniors home 
work or as gifts! Get ideal, 
the famous 7-Course Meal 
that's Pressure Cooked— 
best for 
dogs and 


or just 50¢ 
with two 
IDEAL 
labels 


teat Pen Set 
* O. Box 1, Vite Park, 
i «ont 


FREE for 10 tabets oF 
post $e ard 2 labels 
10 Idem labels or 


pen sets! For gach | enciose either 


ere om www wn 


PREMIUM—Wilson & Co. is promot- 
ing its Ideal dog food by offering 
a desk pen set for two Ideal labels 
and 50¢ or for 10 labels alone. This 
ad scheduled for California news- 
papers announces the offer. U. S. 
Advertising Corp., Chicago, is the 
agency. 


NBC Study Asserts 
TV Is Best Medium 
for Selling Autos 


New York, Sept. 17—The Na- 
tional Broadcasting Co. last week | 
released the results of an automo- | 
bile shopping study which it hopes 
will keep auto ad dollars pouring | 
into television. 

The field work for this study | 
was done last March in the show- 
rooms of 1,000 car dealers in 39 
states and the District of Colum- 
bia. Some 4,500 personal inter- 
views by Advertest Research cov- 
ered the dealers themselves, as 
well as 1,500 shoppers in their 
showrooms and 2,000 other people 
who had recently bought cars 
from them. 

As explained by Hugh M. Be- 
ville Jr., vp in charge of planning 
and research for NBC, the study 
was designed to: 


e “Trace something of the pattern 
customers follow in buying cars, 
some of the steps they take in ex- 
ploring the market and points they 
cite as factors in their decisions.” 


e “Initiate some inquiry into the 
role of the salesman today in the 
actual selfing process and the rela- 
tionship of the selling function to 
the advertising function in today’s 
market.” 


e “Obtain some indications as to 
relative effectiveness of various 
national media for automotive ad-| 
vertising and, within the television 
medium itself, to explore more ef- 
fective uses of the medium.” 

In the questions, television's ef- | 
fectiveness as a medium for reach- 
ing people, for getting them out) 
to look at the new cars and for 
making them interested in buying 
a particular make, was compared 
with the effectiveness of maga- 


© 


zines and newspapers. 

In all the answers, 
came out ahead. 

There was no mention at all of 
radio in the findings as reported 
in the press release. Radio, NBC 
said, was listed on some of the re- 
turns, but it did not figure promi- 
nently in this study, sinee the bulk 
of the auto industry’s advertising 
money goes into magazines, news- 
papers and tv. 

Television also was the hero in 


television 


the dealer returns, with most of 


the dealers saying they would pre- 
fer tv if their respective manu- 
facturers should decide to put most 
of their advertising budgets into 
a single medium. + 


NBC Spot Appoints Three 

Fred Lyons, formerly central di- 
vision sales manager of NBC Radio 
Spot Sales, New York, has been 
appointed manager of eastern sales 
by the NBC unit. Richard Ar- 
buckle, formerly a salesman with 
NBC Radio Spot, has been named 


to succeed Mr. Lyons as central di- 
vision sales manager. Car] R. 
Schutz, formerly an account exec- 
utive with WRCA, New York, has 
joined the New York sales staff of 
NBC Radio Spot Sales. 


Two Join ‘Nation's Business’ 
Nation’s Business, Washington, 
has appointed William A. Rose and 
Robert H. Van Beynum to its ad- 
vertising sales staff. Mr. Rose, for- 
merly with the Wall Street Jour- 
nal, will work from the magazine’s 


Chicago office. Mr. Van Beynum, 
who previously was with Nation’s 
Business from 1945 to 1954, will 
represent the publication in the 
New England states. He most re- 
cently was an account executive 
with Benton & Bowles. 


Jergens Appoints in Canada 
Andrew Jergens Co., Cincinnati, 
has appointed Vickers & Benson 
Ltd., Toronto and Montreal, to 
handle Canadian advertising for 
Jergens products, effective Dec. 1. 


One-third 
of the people 
in two-car families 


read America’s favorite magazine 


New market research shows why automotive advertising reaches 
more customers in Reader’s Digest than in any other magazine* 


Do you sell to America’s car-owning millions? 
A single issue of the Digest reaches over 26 million peo- 


ple in car-owning households. 


Are your best prospects in 2-car families? A 
single issue is read by 32% of the people in such families. 


Do you want to reach the higher income groups? 
The Digest audience includes 37% of the people with 
annual incomes of $7,000 and over. 


The Digest reaches more men—and more women— 
than any other magazine—32 million Americans a 
month. And the average person picks up and reads his 


read... and to “‘sell.” 


copy on 5.3 different days. That gives your advertising 
message 168 million opportunities to be seen, to be 


168 million “selling opportunities” are a measure of 
the Digest’s real power: people turn to this magazine 
time and again because they have faith in Reader's 
Digest—the kind of faith that leads to action. 


Automotive advertisers have reported spectacu- 


lar results. For example, the State Farm Mutual Auto- 


mobile Insurance Company enjoyed a $25 million in- 


*Data from: “A Study of Seven Publications” 
conducted by Alfred Politz Research, Inc. 
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Advertising Age, September 23, 1957 


Goldblatt Hails Lionel’s Tint Trains 
as Example of Marketer's ‘6th Sense’ 


Cuicaco, Sept. 17—For millions , tous little boys and their daddies. 
of repressed women and envious; Unto the gals this Christmas 
little girls there will come an end |the Lionel Co. (Grey Advertising) 
this Christmas to the decades of| will open up a new world of en- 
callous discrimination that has|;chantment on tri-rails. Behold, 
jealously kept toy electric trains|pink frosting locomotives, lilac 
in the guarded domain of cove-|hoppers, buttercup yellow box 


cars, even robin’s egg blue box 
cars. And, of course, a skyblue ca- 
boose bringing up the—derriere. 

News of all this comes from 
Louis Goldblatt, exee vp of Gold- 
blatt Bros., Chicago department 
store chain, who called Lionel’s 
move an example of using the 
“sixth sense”—a combination of 
vision, imagination and planning— 
in merchandising to previously un- 
suspected markets. 

In a talk before the Advertising 
Executives Club here last week Mr. 


Goldblatt said that merchandis- 
ing with the aid of this sixth 
sense has enabled Goldblatt Bros. 
to sell large quantities of out- 
board motors when Chicago area 
lakes were frozen over, and to 
sell $1,000,000 worth of lawn 
mowers while the ground was 
still covered with snow. 


® This sixth sense can also be 
applied to planning advertising 
budgets, Mr. Goldblatt said. 

“My personal feelings are that 


crease in sales and 750,000 new customers in 1956—and 
attributed them to the power of the Digest’s responsive 
audience. 


Advertisers are spending 63% more in Reader’s 
Digest this year than they spent last year 
Now you can take advantage of the Digest’s unusual 
new opportunities—available at a surprisingly low cost 
per thousand readers. 


Call us for an analysis of the way in which Reader’s 
Digest covers your market in the U. S.—and around 
the world. In New York, call MUrray Hill 4-7000; in 
Chicago, WHitehall 4-2544; in Detroit, TRinity 
5-9600; in Los Angeles, OLive 3-0380; in San Francisco, 
EXbrook 2-3057. Or write to: Reader’s Digest, 230 
Park Avenue, New York 17, New York. 


People have faith in 


fReader’s Digest 


America’s largest magazine circulation— 
over I] million copies bought monthly 
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it is not a question of whether 
we will spend too much [on ad- 
vertising] or not enough. I feel 
that, whether we are spending a 
little or a lot, often we are not 
spending it wisely. 

“Through negligence and reck- 
lessness we often do not receive 
just sales returns for dollars 
spent, and the reasons are very 
simple. We do not apply the full 
measure of our sixth sense—of 
vision, imagination and planning 
—to the advertising dollar spent. 
“I feel that industry spends a 
lot of time deciding on an adver- 
tising budget and then stops short 
when it comes to planning how 
this budgeted advertising expen- 
diture should be used.” 

He suggested that space sales- 
men, “instead of selling linage, 
square inches or full pages, 
{should] start selling your cus- 
tomers what they are interested 
in... sales. Sell them ideas and 
show them how to do more busi- 
ness. This,” he asserted, “auto- 
matically will produce a plus ad- 
vertising business for you.” # 


How 
Business 


Buys 


This just published report 
measures and defines the 
core of companies buying 
most of the goods and services 
sold in America today. 


It tells how this core of 


companies goes about making 
major purchases. 


“How Business Buys” was a 
major marketing project 
conducted jointly by the 
Marketing Services Company 
of Dun & Bradstreet, Inc., 
Benson & Benson, an 
independent research organ- 
ization of Princeton, N.J., 
and the Marketing Division, 
Advertising Department of 
“U.S.News & World Report.” 


For a copy of the report 

ask your advertising 

agency or write us on 

your company letterhead— 
“U.S.News & World Report”, 
Rockefeller Plaza, 

New York 20, N. Y. 


U.S.News 


s World Report 


America’s Class News Magazine 


Three out of four subscribers 
hold managerial positions in busi- 
ness, industry, finance, govern- 
ment and the professions. Net 


paid circulation now more than 
900,000. 
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WSM-TV Appoints Cash 
Charles H. Cash Jr., emer 
promotion and public relations di- 


rector for WTVD, Durham, N.C., 
has been named promotion direc- 
tor of WSM-TV, Nashville. 


General Merchandise Advertisers 
NEED THE ““MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 51/, million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 

Los Angeles Evening 


HERALD - EXPRESS 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


CMBF Is Cuba's 
Second TV Net 


25% Financing by | 
Rival Net Only to ‘Aid 
Competition,’ Says CMQ | 


New York, Sept. 17—Latin | 
American Networks Co. has been 
organized here to represent Cuba’s 
| new television network, CMBF 
Cadena Nacional. 

The CMBF network is the suc- 
cessor to the old Television Na- 
cional network, which shut down 


last January after sustaining heavy 
| losses. 
| Vicente Ramos, formerly with 
| Soren Programs of America, 
| has been named president of Latin 
American Networks. 

A seven-station network, CMBF 
has been organized with the back- | 
ing of its principal competitor, | 


SOME MUSCLE—European poster art was the inspiration for this Med- 

osweet Dairy poster designed by Gunter Mohr, European-trained 

Seattle artist. The poster is being shown during September in Seat- 

tle and other major markets in the Northwest. Cole & Weber, Se- 
attle, is the agency. 


CMQ, the leading radio-tv net- 
work in Cuba. The Mestre brothers 
(Goar, Abel and Luis Augusto), 
owners of CMQ, hold 25% of the 
stock of the new network. 

They received this stock in ex- 
change for the assets of the old 


man behind the putt, but it's a serious business when your 


When it comes to the most important aspect of your entire 


For more than 50 years our job has been to create new 


ideas that sell .. . invent point-of-sale merchandising programs 


that stop shoppers, get action ... pay off where it counts — 
at the cash register. Let our nation-wide organization show 
how Merchandising at the Point-of-Sale can keep your ad 


ee ake ee 


campaign out of the rough; produce top results whether for a single 


display job, or a year-long program. 


CHICAGO SHOW PRINTING COMPANY, 
2640 N. KILDARE, CHICAGO 39 


STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it's all in a round of golf for the 


money is riding on an ad campaign that must produce results! 


program—Merchandising at the Point-of-Sale—we’'re old pros. 


® Lithographed disp! 


you 


Trademark Mystik Registered. 


e 
y for ind 


and outd 


"| @Mystik® Can and Bottle Holders » Mystik® Self-Stik Labels *Squee-zel* 


Merchandising at the POINT-OF-SALE 


use * Animated Displays 
F * Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik* Seif-Stik Displays 


* Econo Truck Signs * Booklets and Foiders * Moided Piastic 


CMBF radio and television sta- 
tions in Havana. CMBF-TV, Ha- 
vana, was formerly operated by 
the Mestres as an all-film station. 
The CMBF network will have 
some live programs, but will rely 
mainly on film. 

Other principals of the CMBF 
network are Julian Lastra and 
Miguel Humara—RCaA distributors 
for Cuba—and Jose I. de Monta- 
ner, publisher of the newspaper, 
Informacion, who own 50% of the 
stock in exchange for all of the 
assets of the defunct Television 
Nacional network, in which they 
had held 94% of the stock; and 
Alberto Vadia, a leading Cuban 
contractor, who owns the remain- 
ing 25%. 

Alberto Hernandez Cata, for- 
merly a top advertising executive 
with Sterling Products Interna- 
tional in Cuba, Mexico and Brazil, 
has been named general manager 
of the CMBF network. 

Cuba is a red-hot television 
country. There are currently some 
300,000 sets in use; Havana alone 
now has five tv channels, with a 
sixth scheduled to begin opera- 
tions next month (AA, Sept. 16). 


= Goar Mestre, president of CMQ, 
issued a four-page statement last 
week, giving the background of the 
negotiations leading to the forma- 
tion of the new network. Mr. 
Mestre said he looks upon the 
CMBF-TV network “as another 
competitor, regardless of the fact 
that the owners of 100% of the 
CM@Q stock have a 25% ownership 
in CMBF-TV.” And he added: 
“We do aspire to have in CMBF- 
TV an ethical competitor, genu- 
inely interested in the future pro- 
gress of the television industry ... 
In other words, we welcome com- 
petition from those for whom tele- 
vision is a permanent goal in it- 
self, to be operated as we have for 
the past seven years endeavored 
to operate the CMQ-TV network. 


s “Our 25% participation in the 
CMBF-TV network is a conse- 
quence of our efforts to keep the 
No. 2 tv network in Cuba from 
completely disappearing. In order 
to be fair and honest with the 
Cuban public we serve, with the 
users of tv advertising in general 
and with the holders of 75% of the 
stock of the CMBF-TV network, 
the writer and his brothers can go 
no farther than they already have 
gone in helping create this new 
organization and in issuing this 
public announcement. 

“From here on, the CMBF-TV 
network must do its own job in 
gaining the favor of the Cuban 
audience for its programs and in 
obtaining advertising revenue, in 
the same way that CMQ must con- 
tinue to work for its further ag- 
grandizement within a framework 
of decent, constructive competi- 
tion.” + 


Kay Laird Named VP 
Mrs. Kay Laird has been named 
ha vp of Graphic Service, Dayton O., 


13 years after she first joined the 
company as a typist. She has been 
manager since 1949. 


ee OT ee Re ee ee ee eee ee ee a ee Seer ge ee OT 
rey sees oe “ Mee et a a en sia. Stig Me . oe a a 4 >, ee ete anne, Seale ii oe c ae ree eh os ee Te a: Pau ws pp * ak 
&: eS RA a eR Re yoy I ee = Sa a Zot ele tinge Se ie es ec ee Sem i a a | gh aaa 
Taal tree BA Gos ae Se i ae aoe a tas ee Men me ees UE ree aa op eee: «Mae ae my nah Co ala ap sete ge! ee.” ee ES a rr es Be ft Bees ae eel Se. ee Ree ee eee 43 eS ae °c 
4 api. ok Joes mine he SO: at Var ort aX hia ee Ral tp Ga8 sare ‘ ia FP 0 ce pamper ys Mae cape ae ee? Gla ee ae = tie ae ae os 
ca tied a citing ee a eli rie io Rae a ee ne earner ER Se i SR i ee ae Ri ie ell i Se 2S ee 3 | re 
2 ? - - ~ < és es aie nies ph St ie nl . < ‘ ea te i Bee? PS a pStng o ee : a ee ie Sere: Mme. AP ere rt ~saM a ila fs ‘soe 
A ae sa : nage : E ats er e ae a Lie ey . k eee eC h > a aee ye se on ee ss teal x ee, “4 RE 7 S~ ne 
Sie ah ae 
ite ‘ 
P| Advertising Age, September 23, 1957 : 
ee “ | a . 
- } om SS 34 Pim 0 = ee : 
_ a a ;, —_— a 
 _ . " SS a km he oe 
. a : yy 
' de i | y a 
ae ee a 
f Re : iz 
ieee ; es a: 
Oe Se = es Ye des 
Lad hl I & ae ane Fe : 

a x - ae = oF 
nO oe i a eeigem aa 
Prpseue tir ‘ 
wey fe 
oes poe 

ie ed ie 
eae sce 
im sae Pi OBE S72 AS a 
’ ie =g ; 
ae 
“as tou, 
ME es 
Thee Ms 
es. Ae: 
mee Pak 
limes ; oa 
Sica ileal ) oe 
Cry \: ool : ; 
ea aes ——s | nla iit oe 
a aye — ® t cia ae 
oa CP ON Mea: 
gett 4 Ae « Ly N : me 
Si, Peg \ at oe 
Lae 4 (f mB ¢ ak 
aie (am og 
wacdete Sty, se 
Sioa, EIS) De 
cre ey o 
i ae Pay 
ee a 
nic. Se \ a 
zy Bees" — == 
ey _—— 255 
ie jutro Mes ——_ | a 
gia Ss a 
i: Y = 
eae : ,| ia 
= en \ 2 
na ae rey 
Ae 
Seek = a 
Qe eel oa 
ery tard ane id 
— ag N ‘ 
ee ee 
Le om 
aes? oe te 
Ee ihe. age 
ca ose a 
seas eae es 
Deas Bs sia 
aetna 
eure wh 
lite | 
A ne e : Ba 
» ee: Des. . yr ee pts 
eee nie a 
Rian Gey Es skal is = 
Bey =. , ~ F 
3 ; we = ‘ CN Ps at F * + 
a : > We Ge) a 
: ot {a oe: Cae 
a ae bd NA NT 
a : YY ie = 
“aad a, NEW vey PAN, ; 
. e* Bitiet a pone ‘ 
. PTOI i Ot geal e 
pee ey Die ae as 
: 7 ’ 5D Se see ae 4 
ae ae ny es ° Rae 
f si. | 
: if ‘ 
s e | 
= e i 
Doane ors 
oe a z : . vs 
= ~ ee . 
: a . ? 
co a . 
Sa . | | : 
ae ne: * 
eee . 
| . ee 
. 
5 > 
Lae . errr 
; 4 ae 
: pect ee ks gee n,n ne. eS" ye : Pes ee ee ae = RI a pis ia ar Pare Ni cee Ro) 
Si eam Sd ol es area ot ls a a es aa | SD: (00s aaa ern Py oil ree Me er ee a eee S oer ie ee 
0 Sema Se Se See ee ene ae eee came ec Pee a age iiees. ee eee co ee oe ee ee eee eter ot ee i ee 
i MRS ewe eee, PD ee re er pe rece <a Pete fs me een aie al cae i. ie Con ea ait. eter ieee KR a ice fa a le 
aan eee PE ee ce Rely ny HE. oe Sa 1 ae ey SM MS a La ee ae, es Tee Va ee ae ete, ea SCM AR ig eS Oe ee neo. Ce emi mre eg | 


257% as against the nation’s 38%. 


NOTHING UNDER THE 

SUN covers Greater Miami | 

and the Florida Gold Coast like 
= 


The Miami Herald 


NEW! 1957 STUDY “TOP TEN BRANDS” 


For your free copy write The Miami 
Herald, or ask the man from 


STORY, BROOKS & FINLEY 


Population is UP! People — the moms, pops and kids who push sales charts upward 
in the zooming $2-billion Greater Miami-Gold Coast market. In only 20 years, the 
population of Greater Miami.and adjacent Broward County has leaped 432% while 


the U.S. has grown 29%. In the next 20 years, experts predict an area growth of 


what's up in miami? EVERY THING! 


CAPE FLORIDA LIGHT 


AN HISTORIC LANDMARK 
OF SOUTH FLORIDA 


Reaches 91% of Greater 
Miami's 2-paper audience. Ex- 
clusive home-penetration 7 to 1. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Repre- 
sentatives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Pyblishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Sept. 26-28. Advertising Federation of 
America, Tenth District, El] Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, Drake Ho- 
tel, Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agency 
Network, Columbus, O. 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, Il. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertisers, 
fall meeting, Chalfonte-Haddon Hall Hotel, 
Atlantic City, N. J. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 


cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Advertis- 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

*Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronado, San Diego. 

April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 5-7, 1958. Assn. of Canadian Adver- 
tisers, 43rd annual convention, place to be 
announced. 

June 8-11, 1958. Advertising Federation 
of America, 4th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Vancou- 
ver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., The Broadmoor, 
Colorado Springs, Colo. 


Gold Medal Starts Drive 


Gold Medal Candy Co., New 
York, is launching a tv spot drive 
in approximately 10 major mar- 
kets for its Bonomo’s Turkish taf- 
fy. The drive extends for 52 weeks 
and will be 35% more intensive 
than the company’s campaign last 
year. One-minute live and film 
commercials will be used on chil-| 
dren's programs. Emil Mogul Co. is 
the agency. 


Supermarket Books Go to 10¢ 


Broadcast Promotion 
Group to Meet Nov. 1 


New York, Sept. 18—Effective 
on-the-air promotion, trade paper 
advertising, sales presentations 
and merchandising and promotion 
cooperation with agencies and 
syndicates will be among the topics 

j at the second annual 
convention and seminar of the 
Broadcasters Promotion Assn. 

Plans for the meeting, to be held 


Nov. 1-2 at the Sheraton Hotel in 
Chicago, were announced last week 
by David E. Partridge, president of 
BPA and advertising sales promo- 
tion manager of Westinghouse 
Broadcasting Co. 

Joe Zimmerman, promotion 
manager of WFIL and WFIL-TV, 
Philadelphia, will act as moderator 
for the panel on trade paper ad- 
vertising. Gene Godt, promotion 
manager of WCCO-TV, Minneap- 
olis, will be in charge of the ses- 
sion on on-the-air promotion. 
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Charles Wilson, promotion manag- 
er of WGN and WGN-TV, Chica- 
go, will moderate the sales presen- 
tation session. + 


Edson Sessions Appointed 
Deputy Postmaster General 
Edson Sessions, Chicago and Mi- 
ami, has been selected as Deputy 
Postmaster General, succeeding 
Maurice Stans, and his appoint- 
ment will be announced as soon 
as FBI clearances are completed. 


Because of his background as an 
efficiency expert, Mr. Sessions is 
expected to stress modernization 
of equipment and faster service 
when he takes over as the Post Of- 
fice Department’s “general man- 
ager.” 


Telestudios Names Horton 
King Horton, formerly tv and 
radio account executive with Mc- 
Cann-Erickson, has been named a 
vp of Telestudios Inc., New York, 
tv film and video-tape producer. 


THE 
_ HARDEST 
MAGAZINE 


©1957, WOMAN'S DAY, INC. 


Three supermarket magazines—_ 
Everywoman’s Magazine, Family | 
Circle and Woman’s Day—are 
moving from a 7¢ cover price to 
10¢ this fall. Woman’s Day, which 
started in 1937 as a 2¢ monthly and 
moved to 5¢ and then 7¢, goes to 
10¢ with its October issue. Every- 
wWoman’s advances in November 
and Family Circle in December. 
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Motivation Probe 
Aims to Help, Not 
Exploit, Says Morse 


New York, Sept. 17—The con- 
cept of modern advertising as seen 
by Author Vance Packard in his 
recent book “The Hidden Per- 
suaders” was challenged as cyni- 
cal last week by Mrs. Julia Morse, 
vp and account executive of An- 
derson & Cairns. 
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Speaking at a meeting of the 
Washington Sq. Business & Profes- 
sional Wornen’s Club, Mrs. Morse 
branded as false the idea that ad- 
vertising people employ motiva- 
tional research to plumb the 
depths of women’s minds in order 
to take advantage of them. 

“The real value of motivational 
research as a tool in advertising 
and marketing,” she said, “is to 
help the consumer through a basic 
understanding of her needs, rather 
than any desire to ‘trick’ her or to 


play upon weaknesses.” 


@ Mrs. Morse, who is chairman of 
a special point-of-view commit- 
tee at Anderson & Cairns, pointed 
out that this effort to understand 
the women’s point of view has 
been effectively shown in several 
successful advertising programs 
planned and directed by women. 
“Women advertising executives,” 
she said, “tend to find the true 
appeal directly in the product, 
rather than in showmanship. This 


is based primarily on women’s! 
knowledge of how other women! 
feel.” 


® Pointing to the recent campaign 
by Campbell Soup built on the 
idea of “luncheon soup dishes,” 
Mrs. Morse demonstrated how an- 
other advertising woman, Jean 
Wade Rindlaub, of Batten, Barton, 
Durstine & Osborn, based a suc- 


| cessful advertising approach on a 
| simple, sincere effort to help wom- 
jen solve a daily problem. 


PICKS UP HERSELF 


their new way of living. (In the October issue, you'll find new ideas for Indoor Living.) 
Woman’ Day, th magazine 


as, 
aL. 


“It is significant,” Mrs. Morse 

said, “that at McCann-Erickson, 
one of the world’s largest adver- 
tising agencies, a woman has re- 
cently been appointed chairman 
of the creative plans board—Mar- 
got Sherman. The warm voice of 
a woman is clearly heard in such 
campaigns as this agency’s Nation- 
al Biscuit’s ‘40 ways to serve can- 
apes’.” 
On motivational research inspir- 
ing such campaigns, Mrs. Morse 
quoted Miss Sherman as saying, 
“Isn’t it fair to want to know; 
aren’t we helping women by learn- 
ing all we can about their feelings 
toward their homes and fami- 
lies?” # 


Hart Starts Promotion Shop 
Ninki Hart, former promotion 
director of Mademoiselle, New 
York, has organized Promotion 
Associates, 20 W. 8th St., New 
York, a company specializing in 
copy preparation, layout, art and 
promotion events. 


NEW 


CHAN 
SELLS! 


= 


78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! i 
J. Carrol Naish, the NEW ' 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. ¥. 22 * PLaza $-2100 
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Mrs. Tenny Opens Agency 
Tenny Associates, a new agency, 
has been formed in the village of 
New Paltz, N.Y., to serve clients in 
the Central Hudson Valley. The 
agency is headed by Mrs. Joyce 
McCormick Tenny, former New 
York City adwoman and picture 
editor of the Louisville Times. 
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MESS HALL 


By Al Stephanides 

BROOKFIELD, Iit., Sept. 17— 
Some citizens of this Chicago sub- 
urb are angrier than the ferocious 
lions and tigers in Brookfield’s 
famous zoo. And as a result, one 
amateur copywriter has turned in 
his typewriter and carbon paper. 

The brouhaha, which stirred 
this town only a little less than 
the White Sox games lost to the 
Yankees stirred soreheads directly 
east of here a few weeks ago, de- 
veloped when Illinois Bell Tele- 
phone Co. issued its local classified 
phone directory. 

Editors of the Brookfield Enter- 
prise almost immediately pounced 
on a denigrating passage about 
their fair town in the (to them) 
already obviously yellow pages of 
the book. 

“Someone’s picking on our vil- 


lage,” an Enterprise writer agon- 
ized, in a story with a three-col- 
umn head. “The person in question | 
is a copywriter who must occupy 
an ivory tower—probably in La- 
Grange” (a suburb adjacent to 
Brookfield) . 

“We are referring to the anony- 
mous soul who wrote the page, 
‘Useful Information and Items of 
Interest about Brookfield, La- 
Grange, LaGrange Park and West- 


ern Springs,’ which occupies the| } 


first page of the yellow section | 
in our new local telephone book,” 
the newspaper explained. 

It quoted at length what the} 
anonymous writer had to say | 


about the other suburbs, and then: | | 


“And what of Brookfield? Well, | 
look at it: ‘Brookfield, located di- | 
rectly east of LaGrange between | 
Riverside and LaGrange. . .’ Like | 


The “Bellwether” to Big Sales 


Complete crop and livestock diversification marks Penn- 
sylvania as a ‘bellwether’ among the states, a leader in 
big, steady farm-cash intake. It boosts Pennsylvania to 
the top-third in farm income year after year. It makes 
Pennsylvania farm folks bigger buyers of your products 
—every month. 

There’s a perennial leader among the farm magazines, 
too. It’s PENNSYLVANIA FARMER, read in 9 out of 10 
Pennsylvania farm homes. It’s the one farm paper de- 
voted totally to Pennsylvania’s rural families and their 
business of farming. 

Right up front, too, are Ohio and Michigan, where 
the popular farm papers are THE OHIO FARMER and MICH- 
IGAN FARMER. All 3 are 4-color gravure printed to save 
you plate costs, published twice monthly. Write 1010 
Rockwell Avenue, Cleveland 14, Ohio, for details on this 
rich, 3-state farm market. 


Advertising Age, September 23, 1957 


Copywriter Slights Brookfield Charms 
and Irate Citizens Are Up in Arms 


FARM 
SHOW 


Groetest Agruviture! thew in the tow 


1958 Pennsylvania Farm Show 
Herrtsterg - ton 13-17, 1088 
Prete ee sanuARY 1, TONE UE 
COwNS DAN CNCEMEER 14 57 


THE OHIO FARMER, Cleveland 
MICHIGAN FARMER, East Lansing 


PENNSYLVANIA FARMER 


HARRISBURG, PENNSYLVANIA 


Mlinois Bell Manager “Turns in His Typewriter” 
Under Fire of Enterprise Article! 


breek Ford 


faels ae cop ywrster 


Ford Admits Writing “Useful 
Information and Items of Interest” 


P 
Belt Menager. sai today that he ly the “culprit” whe wrete the 
nee 


! 


Oren Perd, inate ay 
dene ription of Broekteld on wt page of the 
rectory 


Selephene Trae, 1 core ® 
ove — ber edemctewes are hartly 
Uh selene rate 
So, Mr Johnson | resign my ances year 
job ae 8 copywrmer | didn like che werk, 


FS Please let me knew when it's sale te come cut of hiding! 


FOR SALE—Downcast Illinois Bell 
Manager Frank Ford turns in his 
copywriter’s achievement badge, 
after Brookfieldites badger him on 
his lack of proper adjectives. 


a hunk of week-old bologna be- 
tween two freshly buttered slices 
of bread. He points out the loca- 


|tion as though people wouldn’t 
|know where it was otherwise. If 


it weren’t for the zoo, he would be 
groping yet for something nice to 
say about our town.” 


® The story goes on to point out 
the fine points of Brookfield ig- 
nored by the “anonymous” copy- 
writer. 

“We could lynch the copywriter 
if we only knew what he looked 
like,” the Enterprise continued, 
having worked itself up into an 
ugly mood. “The next best thing 
is to find out who this culprit is, 
lead him about the town on an 
escorted tour (This is advisable 
after he practically shouted his 
sneering contempt for us by his 
dripping cold words—or lack of 
them) and leave it to our proud 
village to change his mind without 
anyone having to coax him even 
a little bit.” 


® Illinois Bell was not dilatory. 
Shortly an ad appeared in the En- 
terprise unmasking the anonymous 
copywriter as Frank Ford, Illinois 
Bell manager. A _ large photo 
showed a disconsolate Frank Ford, 
elbow propping his drooping head 
over his typewriter, which has a 
“For Sale or Rent” sign on it. 
“Frank Ford ... ‘fails’ as copy- 
writer” a discreet caption below 
the photo reports. 

The copy of the ad is a letter to 
Elmer Johnson, Enterprise editor. 

“If you think for one minute 
my face is red. . . 

“Well, you’re absolutely right! 

“So, Mr. Johnson, I resign my 
once-a-year job as a copywriter. 
I didn’t like the work, anyway. I 
resign, fully confident that the 
assignment will be carried out the 
way it should be—by an expert 
on adjectives, by you, if (sic) 
you’ll accept the responsibility. 

“If you do accept, please have 
the copy in my hands by May 1, 
1958. Prepare it double-spaced on 
one side of the page. 

“Your compensation will be an 
autographed (by me) copy of the 
directory and the thanks of Mr. 
|Eash (Brookfield’s mayor) and all 
the other good people of Brook- 
field. 


“P.S. Please let me know when 
\it’s safe to come out of hiding!” 

| (Note: Brookfield, IU., western 
|suburb of Chicago, is located di- 
|reetly east of LaGrange, between 
Riverside and LaGrange.) # 


eT Coe Shs oS Sean ei el i) a ea ee a ae 0 Bee * "egaine gae ee Re eee Me rn gn iat ae uc oe St i eee ee 
ee ee Oe er a ee le oe 
er Me oT ait Segmtlas Se Se NC a ee bs. by ome ft Sa i a Nga Pr arya C af : . “See ae e 5 gee ES ps ioc w. AE i: s ei a! a oe ae ee ae — = AER a Pate i ad a i 
Oe Es clement ac Daa aa lal ; geo 2k ae SS lee ee oe game ee St a RR Re Ma Ai Jee eal ; eee opie ; na 
oe ee a. 
i aimee i <r oe SO ae cae” a ee i 
a ba : ee Ee pint ail ete tia ae : ae at A eine Sepa Seo fee ite 5) lc SR Ua et a ae eth 
a ‘ ’ . ‘ ree eee F re 
on 
ane = 54 
ge | ; - - ; 
ke EE ee . 
m KOBY ¥ | say 
: q 
4 or “a int hee 
ung 2 3 SA eg 8 : , 
i ' ie vy, ee ae sd 
ae Se ia ie . 
4 —— SSF ’ ; 3 | . 
sitte, Advt. : Bie. 
fits "el | ne : 3 74 4 ss 
ai paatic “er ‘ yy . _ 
oy ee an ; , bt 
Som por sven Te = - Q ' 
Nii rs Pa vg 3 oa 
er » ag fe 
ie 3 | / \ . <evita 33 
-< 4 ; | SS a 
+ : =| | 
i i. Ss C ~ | pete 
wi | | In Brookfield Telephone Directory 
rad a ; 
a L Fottewing + his letter te the Enterpr ioe } : 
sy ; oS Sew pawn, ow pag yen faye ey ~ 4 
Leos Tee Genshtats Geemyete = by on engers on ebpecsives ..” by VOR ' 
ss CT mn Brot etd temne @ peo cog do copensteting se ' rs 
+ Se i ae Deas Mi Jobasoe ros do cere, plnams eve she oxpy ‘ig 
fee ate ara te Rowen swe Steel eae = 
a te you hia fon sam tonne my face in Your compuanation ill be on sune at 
oe wantedness | Ve Sie eee] 
oy Aner 2 ates I tate Aad My Thanks, Too : - ; 
a  § ———————————ss———____________ : po ae | 
Rs : y , | Maes Bell I lepheee Co. | : i 
E ee. ’ a oe ees : oe tee OR Si eM ge Reson va ilies 4 seinen De | 2 ; 
} q ces) P . ~ ee 4 ass ee pa: 
se aie ois 5 ilps - _— , - = q i wi i - oo | 7 
— Ys — | se = 
ee ie ey " Ag a . »- ~— " a . Ss . 
a Ber) “a he " 
ae ore j £ oe 
age P j ” ’ -4 f 
Aa F . a MG is + - | ’ 
ae: ’ ‘ wae : ; 2 Se : a : 
ge i ‘ be 4 ; : wr ~ a . ag yf ; i 
se ‘ bi e < ; 
Ge , Pd ‘ “a? a 
pale | am - ” ‘ a a a7 | : 
ropaeaty ¢ 4 = tip at - . a * - : e — ~ 
pas , . % a 3 a i * * oe 
; — Se Sa : 
i as . . y : . ; 
er = pe ™ r . « . a - —_ Eas 
a lias Po aes me | . 
SE Aky a: Foal e ws x xe ‘ a 
re nai q ; ‘tie Se * fe «ag Pa é 2 ne “ owt rs | # 2 
iia Pang > byae - —y = 4 ) &) nA : tig" ° . 
- + o. Pay 3 eo. . : 3 
ty ail ae xs Sao | = 
none . Pe % a”. * 4 ‘ i ¥ er vt _— 
ooh sl + b* o a 5 : ’ 4 
- = a ,'s se all 4 a ; ere ee % ? * SS > i" Re 
; . “ - a oe mae tO aa eA ash ” 4 a. ¢ * 4 ~ a fe 
aa — >» ; ; is nial ‘eat om, Sore a an . . & “a ae a ~ * a ; 
he cf, a ee ll  & ay \ Vs ae 
ies sy : a se . a Sa oe a. , Pe ‘ % >. F' : _ =e 
2 he : ce uy a : < ” ‘ y = : ied, st ig = . : ).  %: . ” 3 . * Po 4 ae a 
5 nak od ‘ ¥ pee ee i aa Re. 22 7: aa nae: 
an = Foe __ oie ia — gee “a . ’ « % ~ ar 
eo: +. i =o : ~> hee Li \ Not i 
ae co a - “ a er ee isis & © ss * "i z okt, 4 z A ; D. 
ie ~+< sd } # . wt a . Reg ‘ al : Le - ca °s am : ; : + f ws 4 é 6 4 : “Z ; 
; nn ee TS a 
‘ ef ea a ee Sh ee ‘ \ et | ‘wi = 
3 7 es & dad é ‘i Sy RE Se we A 1? Weg cc ia ’ ieee 
: oe a — Bag Ae Sey eres A vn N ee e., > . ae 
a. "4 Wein, Fig ere e. nial ae ee ee ees ” # " he * >. - cage 
—_ = pcg es Ps aaa aa — ~ \ ae 
- we ey bo RA ear ee ee a 
Ae — Bo aes oe ; +e ¢ Th) *one : i hy | :—. 
he ee en Me eee ae =F \' > a ; . an, 
pea a ee TO Me eg a | en ic. a - 4 J : . a 
iar “ 3 se 3 -: coh pate aa a a Sa " a A ‘ & ‘ " , ‘d " ‘. a? P :: 4 >. . a 4: 
ae er eee he Be } _—_— | ts : A * h ene) ‘ \% , * . a 
a By +. a a i a cg Be (celts be a , ig é 4 ¢ y + Fae : i 
mS Pao on ae eae ee ae AL ne eet ee — ' 5 ’ os 4 Pee \*. ie é Sa 4 i, a 
— gay 4 ee Se Dae ‘ F ae a m a. ero ee. me gs *  % ? FI $% 4 5 . a. 
; ' i} t es 
= 
| ey i 
a 
= eeere pees eeeeeeee o* ae 
‘ . ‘ > Me 
4 ° : cers! 
fe . Ps Poet: 
| Po =. 
. . B, 3 
. . RS La 
. ae 
. SS : 
; : - Sa 
4 ~*~ a x 
ini oe TYTTITITITITITITTIT TTT TTT TTT os 
Z ae ae 
i. re aa a meet gene ahh See wiery a Peta ihe ep Fete ee a. ee, a stn ale Sh elie | Sh ee as ellen ee NG ight Sluis ots ga eas aia ae 
aoe ENE oe ee eee ; i : it Sc ae ; ao wa 2 rae Da pee tek ee = ee per nese Orr ans 4 : at aca ~ hee en eee os : Pa a 
es te eae fae eae ioe a ded Se Fe ee es TE es : ere es rcs y er Bee ere or Gnas ia eg ERE ee ee hn AD Sree RE eee Bea Sat eR ae Tare Ns ated ns, Lae pelea 


IF YOU SELL 
IMPORTANT 
BUILDING... 


If you sell building products, tools and equipment, the fast- 
expanding BCI Building market buys a $37.5 billion volume of 
products ranging from air compressors to anti-freezes . . . from 
windows to wheelbarrows . . . from reinforcing to roof decks. 


For the first time, the general and sub contractor-architect- 
engineer building team is provided with field-edited, highly- 
illustrated information on new methods and techniques in 
construction of commercial, industrial, institutional and gov- 
3 ernment buildings. BUILDING CONSTRUCTION 
7 ILLUSTRATED is the only publication exclusively serving 
this specialized area of building construction . . . reaching 
more than 22,000 building team subscribers. 


Your advertising message, presented in this 
climate of on-the-job articles and pictures, will 
stimulate these men who specify, buy and install 
in this huge, booming building industry. 


% a ma fal 
ae ae 5 


eeeee000000800080880008888086 6 


FREE Market Data Folder 


This 28-page market data brochure spells out the $37.5 
billion market covered by BUILDING CONSTRUCTION 
ILLUSTRATED. 


INDUSTRIAL * COMMERCIAL « INSTITUTIONAL * GOVERNMENTAL 
5 South Wabash Avenue + Chicago 3, Illinois 


NAME 


COMPANY a 


Industrial Publications, Inc. Publishers of Practical Builder, ADDRESS, 
Building Supply News, Brick & Clay Record and other leading 
building industry publications. STATE ZONE 
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Heat Treatment...ME Factors influence the pur- 
chase of all heat treating equipment, mechanisms and 
accessories. Chemical composition, mechanical proper- 
ties and cleaning operations—all demand decisions by 
metals engineers. More advertisers in this field invest 
more dollars in Metal Progress markets than in any 
other magazine. 


Cleaning & Finishing... The metal makes 
the difference...determines whether the clean- 
ing operation should be mechanical, chemical 
or electrochemical...the finish — coating, clad- 
ding, spraying or plating...there are scores of 
cleaning methods and finishes...hundreds of 
metals and alloys... ME Factors based on en- 
gineering knowledge must provide the correct 
operation. 
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= WORLD OF METALS 


ME factors 


mean everything! 


Only metal has the muscle to shatter the thermal barrier. Only the strength, the 
versatility, the economy of metal...can do the job. Metal... working only as metal 
can...created this dynamic age of transportation. 


Metal is made to serve so well by strict adherence to ME Factors... Metals 
Engineering Factors that govern each step of production, processing, fabrication, 
testing and design application. 


Today, the Metals Engineers and the Metallurgists...the experts who know 
ME Factors...are bound together through membership in the American Society for 
Metals and through readership of Metal Progress...their Society's brilliantly-edited, 
Eastman-researched monthly magazine of metals engineering. More than 29,000 
metals engineers eagerly seek the benefits of over 100 million pages of engineering 
information published annually by ASM...vital information, essential to the use 
and application of ME Factors. 


If you sell the metal industry, the success of your products may be determined 
by ME Factors. Do you know these factors? Are you familiar with them? Why not 
check them over with an ASM staff engineer...he will be happy to provide an ME 
Factor Chart that applies to your products. Phone or write your ASM district man- 
ager for this free service. 
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CLEVELAND 3: W. J. Hilty, District Manager * 7301 Euclid Ave. * UTah 1-0200 

CHICAGO 4: Victor D. Spatafora, District Manager * 53 West Jackson Blud. * W Abash 2-7822 

DETROIT 21: Don J. Walter, District Manager * 20050 Livernois St. * UNiversity 4-3861 

NEW YORK 17: John B. Verrier, Jr., Regional Manager * Fred Stanley, District Manager * 342 Madison Ave.* OXford 7-2667 


METAL PROGRESS 


AS “The Magazine of Metals Engineering” 
ie Published by the American Society for Metals 
7301 EUCLID AVENUE . CLEVELAND 3, OHIO 
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“Good Morning” Newspaper 


In the first 7 months of 1957 Denver's retail Jewelry Stores 
placed 133,715 lines of advertising in the Rocky Mountain 
News. This was 63% of their total newspaper advertising. 
Media Records 
Represented by 
General Advertising Dep't 
SCRIPPS-HOWARD NEWSPAPERS 


Trendex TV Ratings 


Advertising Age, September 23, 1957 


Fifteen Multi-station Cities 
Sept. 1-7, 1957 
Rank Program Rating* 
1 Oia Pmmaeti Perel (PTI CG aca asa ccn cc ccccserscecscceosersccesssnovczscconveseee 34.7 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .0............ccccccccsecseeseeseseeennneee 25.2 
3 Siete, Geeraine, CBG) ccccscecsunitstisccseninstscenscninetene 23.2 
4 What's My Line (Helene Curtis, Remington Rand, CBS) .............ccccccccccesseneene 22.4 
5 Gee WU, Cee, BE) raiticccecessecscecccccocscescecessscsesosssnenczesenssssen 
6 Arthur Murray (Bristol-Myers, NBC) . 

7 Playhouse 90 (Participating, NBC) ; 
8 Undercurrent (Procter & Gamble, Brown & Williamson, CBS) ...........00000... 19.9 
9 You Bet Your Life (DeSoto-Plymouth, NBC) 19.6 
10 $64,000 Question (Revion, CBS) 19.5 


* Per cent of total tv homes called found viewing the program. 


NIAA Chapter Elects Davey 

J. K. Day, Steel Co. of Canada, 
has been elected president of the 
Hamilton, Ont., chapter of the 
National Industrial Advertisers 
Assn. Other officers are John Brit- 
tain, Canadian Westinghouse Co. 
Ltd., vp; D. J. Johnstone, Ferres 
Advertising Ltd., treasurer, and 
R. A. Lannsbury, Ferres Advertis- 
ing, secretary. 


Matulet & Reilly Bows 

Norman J. Matulef and James 
Reilly have formed Matulef & 
Reilly Advertising Agency, with 
offices at 619 High St., Des Moines. 
Mr. Matulef has operated Matulef 
Advertising Agency in Des Moines 
for three years. Mr. Reilly has op- 
erated the Reilly agency, and pre- 
viously was a member of the sales 
staff of KRNT, Des Moines. 


ROBERT W. THOMAS works in down- 
town Los Angeles as the West Coast 
manager of an X-Ray firm. But Mr. 
Thomas and his family live at 122 S. 
Mountain Road in Monrovia — one of 
the many communities in the Greater 
Los Angeles ‘‘Hometown’’ Market 
served by the Copley “Hometown” 
Newspopers. 


Robert Thomas and his family — subscribers to the Monrovia 


< » EPs 


Daily News-Post 


— are typical of the millions in Greater Los Angeles who are sold best in their 
own homes . . . who respond fastest to the sales appeal that reaches them where 
they live. And 25% of the people in Greater Los Angeles live in areas covered by 


COPLEY Newspapers. For coverage where it counts, buy these COPLEY 
“Hometown” Newspapers — 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 
GLENDALE NEWS-PRESS 


Nic 
“The Ring a) of Truth” 


MONROVIA DAILY NEWS-POST 
REDONDO BEACH — DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING VANGUARD 


COPLEY newspapers 


15 “Hometown” Newspapers covering Greater Los Angeles — 
Northern Illinois — and San Diego, California . 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Springfield, Illinois — 
. . Alll the local news plus the COPLEY 


De Beers Cites 300% 
Increase in Diamond 
Imports; Sets Drive 


PHILADELPHIA, Sept. 17—De 
Beers Consolidated Mines Ltd. con- 
tinues its familiar “A Diamond Is 
Forever” theme, using ads dom- 
inated by fragile-looking women 
and dreamy backgrounds, in a new 
12-month campaign launched this 
month. 

Since De Beers first began ad- 
vertising and promoting diamond 
Sales in 1939, through N. W. Ayer 
& Son, it has aimed at and suc- 
ceeded in increasing sales of dia- 
monds for anniversaries or other 
gift occasions, in addition to 
strengthening the diamond en- 
gagement ring tradition, the firm 
says. 

When the campaigns began, 
about one-fourth of a cut carat of 
diamonds was imported into the 
U. S. per marriage. Last year, 
nearly four-fifths of a cut carat 
per marriage was imported. 

The engagement series. will 
consist of four bleed spreads in 
four colors in Reader’s Digest and 
seven color pages in Life, The 
Saturday Evening Post and Look. 
Copy and art continue to associate 
diamonds with the stars. 


s The gift tradition campaign 
will be based on the theme, 
“Treasured beyond all _ other 
gifts.” It will be aimed at men of 
40 or over. It will run in eight 
pages each in Time, Newsweek, 
and The New Yorker and six 
pages each in National Geograph- 
ic and Town & Country. The ads 
will be illustrated by sepia photos. 

A series also will be used in the 
international editions of Reader’s 
Digest. In most cases these ads 
will use illustrations from the en- 
gagement series, but with copy 
modified to meet special condi- 
tions of the 27 different editions. 

Trade advertising will inform 
jewelers of the national cam- 
paigns and will offer retail selling 
aids to them. Four spreads and 
eight single pages will appear in 
Jeweler’s Circular-Keystone and 
in National Jeweler, plus one in- 
sertion in Jewelry Buyer’s Guide. 

Fashion promotion will involve 
work in Paris, New York and Hol- 
lywood through Ayer’s public re- 
lations department. It will include 
the staging of the Diamonds-In- 
ternational Awards and publicity 
for diamonds at major social 
events. 


® Distribution of three short films 
for tv use will continue, plus dis- 
tribution of other films for show- 
ings at schools, clubs and church 
group meetings. A new film will 
be made for showings on quarter- 
hour tv programs. Dealer aid 
booklets, displays and lectures 
will be distributed. + 


Boland Names Thompson, 
Martin, Liptak to Exec Posts 

Boland Associates, San Francis- 
co, has appointed Foreman R. 
Thompson a vp and director. He 
previously was president of the 
agency’s Hawaiian subsidiary, Bo- 
land Associates Ltd., Honolulu, and 
will continue as a director of the 
subsidiary. Edward C. Martin, vp 
of the Hawaiian branch, has been 
advanced to president and general 
manager. 

Boland also has named Anita 
Liptak, publicity director of the 
agency, an officer and account 
manager of Boland Associates Ltd. 
She will move from San Francisco 
to Honolulu. 


Irving Davis Adds Hotel 

Irving Davis Advertising Agen- 
cy, New York, has been named to 
handle advertising for the more- 
than-300 room Dupont Tarleton, 
Miami hotel which will open in 
December. 
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SATURDAY EVENING POST 

SELLS 
ARDWARE 
HOUSEWARES 
BEST! 


Because of the size and vitality 
of Post circulation 


CIRCULATION OF THE SATURDAY EVENING POST 


> FIRST SIX MONTHS—TOTAL NET PAID—ABC FIGURES 
YEAR CIRCULATION 


* PUBLISHERS’ ESTIMATE 
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Because of the type of market 


Every week the Post reaches... 


@ 1 in 5 of all people in the U.S. living in homes 
with incomes of $10,000 or more! 


@ 1 in7 of all people in the U.S. living in house- 
holds owning their homes. 2,165,000 Post 
readers intend to move into a new home in 
the next 12 months! 


@1 in 5 of all people in the US. with college 
educations or beyond! 


Because of the post ff INFLUENTIAL 


Alfred Politz Research tells us that the 
Post-Influentials are the people who 

set the living trends and the buying 
= habits, and they also reveal that 8 out 
of 10 Post readers are Influentials, 
who recommend or talk about what they 
see and read in the Post. This recent study 
shows that 8 out of 10 of the millions of Post 
readers recommend or talk about things they 
see in the Post to other millions around them. 
That means hardware and houseware advertis- 
ing can get extra power through the word-of- 
mouth influence of the first-to-buy customers 
on every social and economic level...the read- 
ers of the Post... this is the INFLUENTIAL! 


From the recent magazine study by Alfred Politz, “The Readers of The Saturday Evening Post” 
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SATURDAY EVENING POST 
SELLS 
HARDWARE 
HOUSEWARES 
BEST! 


Because retailers RETAILERS | | WHOLESALERS : 


and wholesalers 
from coast to coast 
© prefer the Post 


In a nationwide survey that showed how 
the hardware trade rates the leading 
magazines... hardware retailers and 
wholesalers picked the Post as “the most 
influential magazine.” So that their rat- 
ings could be more accurately measured, 
a thermometer type scaling device was 
developed for them to fill in. The opinions 
of 1,527 retail hardware dealers and 500 
wholesalers are shown in the “thermom- 
eter” chart at the right. 
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Because the Post is first 
in local tie-in advertising 


: TIE-IN ADVERTISING LINAGE FIGURES FROM ACB 
i] 


MAGAZINE EXCLUSIVE LINAGE, 1956—ACB 


POST 2,147,856 
LIFE 
LOOK 


Because Post circulation 
parallels hardware sales 


Post circulation parallels hardware sales. 12 


SATURDAY states account for 58.0% of all retail hard- 
ng ware sales and for 59.1% of Post circulation. 


. / CIRCULATION A second group of 12 accounts for 24.3% of 
desea hardware sales, 21.1% of Post circulation. 
HOUSEWARE A third group of 12 accounts for 12.1% of 
1, = sales, 12.6% of circulation. And the last group 
breaks down: hardware sales, 5.56% ... Post 


circulation, 7.1%. 


oa 


| Hardware Store Sales—1954 Census of Business 
S.E.P. Circulation—11/17/56 Publisher's Statement 
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Because only the Post offers 
the hardware industry so much! 


& 


PROMOTION has become a byword in the hardware industry, thanks 
to the Post. Hardware Week and Family Gift Center, for example, 
part of the year-round Post-hardware industry cooperative pro- 
motions, have increased sales over 33% in just three years. And 
the Post is always ready to take an active part in most of the 
other important merchandising events throughout the year. 


RESEARCH is another reason why The Saturday Evening Post has 
become so important to the hardware industry. Surveys such as 
“A study of independent hardware retailers, their business opera- 
tion and importance in the hardware industry,” done recently by 
the Post and the NRHA, have aided the industry in understanding 
its own sales problems. 


TRADE-RELATIONS teams from the Post, highly trained in their 
field, cooperate closely with the hardware industry. They go to 
every part of the country during the year; and during special pro- 
motions and conventions, their services are always available. This 
year, they will travel to 28 conventions, make personal calls on 
wholesalers, state association officials and wholesalers as just one 
small part of their duties. 


MOST IMPORTANT is the unique principle the Post has developed 
in respect to the hardware industry. It is an important principle, 
because it shows the Post’s desire to expand and strengthen the 
hardware industry at every level. Through full cooperation in 
promotional activities, trade relations, research and in countless 
other ways, the Post has helped bring about a big boom in 
sales in a few short years. With a record like this, it’s no wonder 
The Saturday Evening Post sells hardware and housewares best! 
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REBBBBSSSSESESSASESSEEGS 


Because the Post has built 
more brand names in the hardware 


industry than any other magazine 
vd 


Through the years, the names listed below have been consistent 
advertisers in the pages of the Post. They know that The Satur- 
day Evening Post reaches and influences the top buyers of hard- 
ware and housewares in every community! 


ADVERTISER No. of 


years ADVERTISER 
The Stanley Works 25 Hamilton Beach Company, 
Swift & Company Division of Scovill Manufacturing Company 
American Home Products Corporation 24 _~=«~Fairbanks-Morse & Co. 
General Electric Company 23 The Emerson Electric Mfg. Co. 
Union Carbide and Carbon Corporation 23 ~~ Ferry-Morse Seed Co. 
Stewart-Warner Corporation 22 = A.J. Sexauer Mfg. Co., Inc. 
E. |. du Pont de Nemours & Company (Inc.) 22 J. Wiss & Sons Co. 
Minneapolis-Honeywell Regulator Co. 21 =‘ Millers Falls Company 
National Lead Co. 20 ~=Fayette R. Plumb, Inc. 
Olin Mathieson Chemical Corp. 18 The Lowe Brothers Company 
Westclox, Division of General Time Corp. 16 Oval Wood Dish Corp. 
Westinghouse Electric Corp. 15 __Irwin Auger Bit Co. 
The American Thermos Products Co. 14 Speedway Manufacturing Company, 
S. C. Johnson & Son, Inc. Division of Thor Power Tool 
Yale & Towne Manufacturing Co. 14 Inland Manufacturing Division, General Motors Corporation 
Sunbeam Corporation 14 Utica Drop Forge & Tool Corp. 
The Sherwin-Williams Co. 13 Revere Copper & Brass, Inc. 
Pittsburgh Plate Glass Company 13. The Tropical Paint Company, 
The Glidden Co. Subsidiary of Parker Rust Proof Company 
Arvin Industries, Inc. 13 Wilson Sporting Goods Co. 
Landers, Frary & Clark 12 The Moto-Mower Company, 
The Simoniz Company Subsidiary of Detroit Harvester Company 
Parker Rust Proof Co. 12 Nesco Division of New York Shipbuilding Corp. 
Belden Mfg. Co. 12 United States Plywood Corporation 
Black & Decker Mfg. Co. 12 West Bend Aluminum Co. 
Toastmaster Products Division, McGraw Electric Co. 11 = Aladdin Industries, Incorporated 
The Coleman Co., Inc. 11 Casco Products Corporation 
Henry Disston Division, H. K. Porter Co., Inc. 11 Clemson Brothers, Inc. 
Johnson Motors, Div. of Outboard Marine Corp. 11 Reynolds Metals Company 
Ray-O-Vac Company 11 — Skil Corp. 
Savage Arms Corporation 10 Kentile, Inc. 
A. G. Spalding & Bros., Inc. 10 _Lewyt Corporation 
Nicholson File Co. 10 O.M. Scott & Sons Co. 


This list is limited to advertisers appearing in The Saturday Evening Post ten or more years and 


spending a minimum of $10, 


000 during 1956, or $7,500 during the first nine months of 1957 
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The Post carries more hardware and houseware 
advertising than any other weekly magazine 


SPECIAL PIB FIGURES FOR 1956—POST, LIFE, LOOK 


MAGAZINE PAGES DOLLARS 


© [Post ] 303.29 
“LIFE | 231.03 
89 


Sell the POST INFLUENTIAL 
=they tell the others 


A CURTIS MAGAZINE 
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SLEEKER—Boyer International Lab- 
oratories, Chicago, is introducing 
its H-A hair arranger in a new 
cream formulation. Wholesale dis- 
tribution starts in October. 


Ideal Toy Sets TV 
Revival for Shirley 
Temple Doll, Films 


Los ANGELEs, Sept. 17—Shirley 
Temple will be back in the public 
eye this fall, via tv, and so will 
the Shirley Temple doll, which 
sold to the tune of $1,500,000 dur- 
ing her heyday in the ’30s. 

The doll will be sold by Ideal 
Toy Corp., which credits the doll 
with carrying it through the hard 
times of those days. Ideal now re- 
fers to itself as the largest doll and 


plastic toy manufacturer in the 
U. S 


During November and Decem- | 
ber, Ideal will sponsor revivals of | 
four top Shirley movies on the | 
N.T.A. film network of more than, 
60 stations. To be shown on alter- 
nate Sundays during the two) 
months will be “Rebecca of Sun- | 
nybrook Farm,” “Captain Janu- 
ary,” “Wee Willie Winkie” and 
“Heidi.” 


s Next January, Miss Temple is 
scheduled to begin as hostess-nar- 
rator of a fairy tale series on 
NBC-TV. # 


Judges Named tor ABC Contest; 
Deadline Set for Oct. 1 

Nine advertising executives 
have been named by the Audit) 
Bureau of Circulations, Chicago, | 
to act as judges in the Bureau’s | 
1957 educational awards compe- 
tition. The competition was estab- 
lished this year to honor out-| 
standing efforts by publisher | 
members in explaining and pro-'| 
moting the values of ABC-audited | 
paid circulation. 11 awards, two 
each (advertisement and editor- 
ial) for five classifications and a 
grand award, will be presented at 
the Bureau’s annual luncheon, 
Oct. 17. Deadline for entries is 
Oct. 1. 

The judges are David F. Beard, 
general director of advertising, 
Reynolds Metals Co.; John A. 
Martin, media supervisor, Mont- 
gomery Ward & Co.; J. Chalmers 
O’Brien, vp in charge of pr, Car- 
son, Pirie, Scott & Co.; Arthur R. 
Tofte, manager, advertising and 
industrial press, Allis-Chalmers 
Mfg. Co.; Frank T. Tucker, assist- 
ant to the president, B. F. Good- 
rich Co.; K. L. Skillin, advertising 
and sales promotion division, Ar- 
mour & Co.; Henry C. Botsford, 
assistant director of advertising, 
General Motors Corp.; George | 
Mosley, vp, advertising and sales | 
promotion, Seagram-Distillers Co.; 
and W. O. Maxwell, assistant 
manager, consumer relations de- | 
partment, International Harvest-| 
er Co. 


National Gypsum Boosts Zale 

Robert L. Zale, formerly sales 
promotion manager of National 
Gypsum Co., Buffalo, has been 
named general commodity adver- 
tising manager, succeeding Bev 
Brower, who recently was promot- 
ed to director of advertising and | 
sales promotion. 


| 
| 
Lloyd Willoughby Resigns | 

Lloyd Willoughby has resigned 
from his position as advertising 
director of American Restaurant, 
Chicago. 


Kling Promotes Three 


moted Alan B. Eirinberg, formerly 
an account executive, to director 


creative coordinator. 


Two Name Charney & Co. _Appoints Seranne & Gaden 


cago mailing list broker, have ap- jconduct a national promotion for | 


New York, to handle their adver-|the Blendor, Mixor, coffee mill 


‘and newspapers will be used. Dr. Arthur H. Wilkens, former-' dustrial media. 


ly with Dancer-Fitzgerald-Sam- 

/ has joined the research de- 
i i i ~ | F Labs Inc., East Paterson,, Waring Products Corp., New ple, 

Kling Studios, Chicago, has pro Lae ne er nad tna |Yeok, has appeinted Mereans & | partment oe Benton & Bowles, 

preparations, and Dunhill Interna- |Gaden, New York, food consultant | New York, as project director in 

of the Kling display division. Kling | tional List Co., New York and Chi- |@nd public relations counselor, to | charge of copy research. 

also has named Hilly Rose vp and | 

sales manager of Kling Film Pro- 

ductions, film and tv subsidiary. é at 0 

Mr. Rose will retain his duties as|tising. LSF will use consumer | 2M¢ Ice jet. 

creative director. At the same time, | magazines, newspapers and direct | 

Jack Trindl moves to the post of mail. For Dunhill, business papers | Dr. Wilkens Joins B&B |Hills, Mich., as supervisor of in- 


pointed Charles J. Charney & Co.,|the Waring line, which includes | Kenyon Lee Returns 


Kenyon Lee, formerly with Dow 
Chemical Co., has returned to Mac- 
| Manus, John & Adams, Bloomfield 


*in case you haven't met these three 
media experts before: Hi stands for high 
occeptonce; Brod for broad market cover- 
age and Lo for low cost. They oll apply, 
of course, to the Post-Gazette. Why not 
put them to work for youl 


How Soon is Late? 


YES GomeME, HAS Halypenede in pattaturgh! f 


REPRESENTED NATIONALLY BY MOLONEY REGAN & SCHMITT 


The early bird certainly knows, even though the worm may miss his 
chance to learn the facts. In food advertising, the secret is picking the 
same medium housewives refer to when scribbling their shopping lists. 
Remember, the Post-Gazette is now in solid second place in Pittsburgh’s 


retail chain food advertising. Food for thought, and another reason why... 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
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300 W. WASHINGTON ST. 


@) CHICAGO FOOD BROKERS 
COMPLETE COVERAGE CHICAGO MARKET 


Klein Publishes Directories 
on College Stores, Media 

B. Klein & Co., New York, pub- 
lisher of business directories, has 
just published a “Directory of Col- 
lege Stores” ($15) which defines 
the stock range of 2,000 college 
stores, gives the names and ad- 


dresses of the managers, whether 
private or school-controlled, and 
notes the enrollment of the school. 
Also just published by Klein is a 
“Directory of College Media” 
($15) with advertising data on 1,- 
000 college newspapers, 500 college 
magazines and 200 college-operat- 


EVEN IN NORWEGIAN IT’S: “Sell the POST 


Salg den INNFLYTELSESRIGE POST ¢¢ som har 


den mest aktive innflytelse pa massemarkedet. 


INFLUENTIAL —the mass market of active influence.” 


ed radio stations. 

A third directory just published 
by Klein is a “Directory of Mail- 
ing List Houses” ($10) giving ele- 
mentary information about the 
scope and operations of 300 mail- 
ing list houses throughout the 
country. 


Diversey Names Gourfain-Loeff 

Diversey Machine Works Inc., 
Chicago, has named Gourfain- 
Loeff, Chicago, to handle advertis- 
ing for its Falcon and Hunter 
smoking pipes. William Balsam 
Advertising, Chicago, was the pre- 
vious agency. A fall campaign in 
103 dailies and the December Es- 
quire is planned. 


Kogos Forms Sales Affiliate 

Frederick Kogos Publishing Co., 
New York, has formed an affiliate 
company, Apparel Institute Inc., to 
be exclusive sales agent for all its 
publications. 


National Advertisers know the mar- 


a circulation of 1 
more than any o 


daily. Whatever 


fas in West Michi 


BIG TANK 


@ The Grand Rapids Presg 


(OF COURSE) 


( 


FILL 


The Grand Rapids Press 


SUPER SHELL 
GULF CREST 


157,150 “POWER-FILL” LINES 
FIRST 6 MONTHS PRE-SELLING 
THESE MOTOR FUELS 


STANDARD GOLD CROWN 


PHILLIPS 66 FLITE-FUEL 

BLUE SUNOCO 240 

TEXACO SKY CHIEF SU-PREME 
SINCLAIR POWER X 

PURE SUPER PREMIUM 
MOBILGAS SPECIAL 
MARATHON SUPER M 

CITIES SERVICE SUPER 5-D 
LEONARD SUPER X-TANE 


ichigan 


TAKE THIS COUPON TO YOUR DEALER 


10 


BATHROOM TISSUE ‘ 


(OR FOUR 1e00 SHEET ROLLS) 


——— 
— TAKE THIS COUPON TO YOUR DEALER 


i 


SAVINGS—These coupons will go to 
more than 13,000,000 families the 
week of Oct. 28. Added to Kimber- 
ly Clark Corp.’s January and June 
mailings, the mailing brings the 
company’s total direct mail effort 
this year to 80,000,000 pieces. 


Upholstery Leather 
Group Uses Radio 
to Reach Car Execs 


Derroir, Sept. 17—Spot radio 
had a chance to sell another new 
customer on its effectiveness this 
week as the Upholstery Leather 
Group began a 13-week test of 
the medium on three stations here. 

The group will use 42 60-second 
spots a week on WJR, WWJ and 
WXYZ. Aim of the campaign is to 
influence both consumers and the 
area’s auto executives on the use 
of leather in car upholstery. 

The campaign for the leather 
organization, ordinarily a shelter 
magazine advertiser, is an addition 
to its regular budget. If the test is 
successful, spot radio may be used 
to “implement or supplement” fu- 
ture advertising by the group. 

Eight tanners support the organ- 
ization, which promotes the use of 
leather in car and furniture uphol- 
stery. Benton & Bowles is the agen- 
cy. + 


Globe Premium Offered 

Van Camp Sea Food Co., packer 
of Chicken of the Sea tuna, is of- 
fering two map premiums for can 
labels during a six-week promo- 
tion just begun. For two labels 
and $1 the company gives a globe 
balloon 12 inches in diameter. For 
one label plus 25¢ it gives a 4x3’ 
color map of the world, the U.S. 
and Europe. Color ads in newspa- 
per supplements, an ad in Grade 
Teacher and a special mailing to 
public school principals will pro- 
mote the offer. Erwin, Wasey & Co. 
(Erwin, Wasey, Ruthrauff & Ryan 
after Oct. 1) is the agency. 


Willis Appoints Five 

Philip H. Tedman, formerly 
with McKim Advertising Ltd., has 
been named a vp of Willis Adver- 
tising, Toronto. C. Mel Welsh, pre- 
viously a director of William R. 
Orr Ltd., has been named a vp 
and account executive of the agen- 
cy. Robert A. Fairhead, the last 
four years with Consolidated Press 
Ltd., has been named creative di- 
rector. John Head, formerly with 
Maclean-Hunter, has been ap- 


= id ’ ; pointed an account executive. John 
Bek OF A ICA's 4 ROP N. Campbell, previously with Hy- 
OoTH ISPAPERS coir = see'Ssuscr'iit mos 
5 named an account executive. 
oe. TEST TIES THE BAY CITY TIMES THE ANN ARBOR NEWS THE FLINT JOURNAL THE GRAND RAPIDS PRESS DAI LY 
5 ie Sn THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT KALAMAZOO GAc_TTE THE MUSKEGON CHRONICLE 


Scripto Promotes Garneau 
Benoit W. Garneau Jr., with the 
company since last March, has 
been promoted to export promo- 
tion manager of Scripto Interna- 
tional, Atlanta. 


NATIONAL REPRESENTATIVES: A.H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | 1, 
Superior 7-4680; Brice McQuillin, 785 Market St. San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


Ria ii i i ee = al ae rey. ee ce A OF ogi: = Fame to 228 
Se cs TR ee i ee ’ a es ae Ss ek ee Ce oS oe 
oe 12" ae ee h. a Sree RRS Sa a . Wee ee eee: Ci ee ee ee Pm an tks, Cures Sans aig os ene career Ween pee ee eos at) 4 
F a amen z; sa = ae ee 4 Sool 2 ‘ae: ‘Sle eesstemc Mt eG hs 5 A eet ee eee NE es 4 ea: ae bias Pe eee ca 

: pe ot a ae - ei = pe a iy ' cor, Y rar = : : : =. - ; fms ; ; elie ‘ rie i¢ “S ch = . ; ae : i al : ‘ oe ree a ; ra sh ee = ‘ ct a Ba 
ee , 4 
ae 68 ee ax 
- i | ee . 
mg i 
me | : | = 7 
Tee — .gpooy ‘\ . ” onthe price — 
a, | | (AL=)_* \” the 4 roll package of si 
aan x” (Z = 
Be es 
eee 2 “1M. Reg US. Pat. OFF : 
gure as . 
2% + =. ¢ ie 
eal _ + + 3 
Seen we : 
te + 4 
hi tl - ———* 
ay on THe pares oF : a 
ee | \KLEENEX| 9 
ee \ ===> TABLE NAPKINS 
Mic Bae! Wont abide off your. Lap | ie 
pains | +1 Ree UG Pat OF ii 
aie i 
ccs 4 om ; 
sparse ae <ao guinea, = 
i! HE » a am e. 
: i sic Bz en eee W h 0 t t h Si 
4 EA “4 eRe pcan u & ' 
t Ss 
, E q eC 
an a ve) eaters ; fs 
oo] Fete : HEA \*} \\ y i Sienna, a a 
et ; ” BAY 1. \\\ Weg paotennae a 
ee >, Sama. 4 3 Bes 
« ss ics \ us ’ oo Y, @ Das mt, . ‘ : 
Shea, : ( ! ae By, ; 
eae : ‘mn r Ng % a #. i Z| 
_ - 4 ozes as* 
id 3 Neh, "aut ; 4 
oa ‘= 
os 3 
— “ oie Sees Pissceiguianann nanan q Bitten, aH! 
ae Fa eu Botan * ate Sek poe es POSER atari Bas saeco Seana, ty 
oa es fF E 
eas | A 
sincaa ket can be presold thoroughly and ge a 5 
se, ae ‘ ‘ A . ry Pe - By , Ba iy 
a economically with a single newspa@ BZ 4 2a 
aa —The Grand Rapids Press@iaws- A/F ee | , 
<a fepoli . Se A 
ae paper that offers you # ‘i olitan Si a = pe | w 
ae , ely 2 ee : 
: a coverage in 9 out of Aapmes, with _ es ° | a 
+ ale Be ‘ m . tf ert j a 
ra i & “d ed oe Sg 
‘ ‘ * WS 2 
a 2 —63,151 S * f 
— Seavest Michigan Mir | - : 
St x { es e be 
full EE eee you sll ° | 
you can sell it in Wim Bichioongll 44 7 | 
; with The Press alonéaam 7 ° | 
*ABC Publisher's Sto 31, 1957 | 
Ps oe : " A eee ; 
7 a th) _ | tala} | 
po eR nc | 4 a Ma eee ay ere ae: Nee iE ch) PR ug 4 ie a wee pene o: 
St ee 2» Vi ite eg oS AVE Pare ey ey a, i SI, 5 Mm Sg OE oar fA ea ie eA gg Be as | Snel ee =) I el ee 


OR 
THE ART OF UNDERSTANDING WOMEN 
WITHOUT ACTUALLY DOING SO 


‘ tephe Pover rf yi by STEPHEN POTTER 


Woomanship, now an ns talents to an 


even more controversial matter. ..Womanship. Author of “Gamesmanship” 


Fi 
Women are quite unlike men. Women have higher voices, longer hair, smaller waistlines, dain- 12. 1 
tier feet and prettier hands. (See Fig. 1.) They also invariably have the upper hand. Chart showing characteristic differences 


between men and women: 
Womanship, of course, is the art of Not Letting Them Know It, the art of remaining one-up while 
seeming, or seeming to desire to seem, one-down. 


For example, it is almost impossible to know what a woman is thinking about. But a man who is 
accomplished in the art of Womanship will never let on that he doesn’t know what a woman is 
thinking about. I am reminded of the gambit of Conrad Waterfall, a sound Womanshipman in 
spite of his narrow range, who encountered Mrs. R. Athney, a champion Woman, in the act of 
seeming to think. This was his recommended dialogue: 


a. variance of voice pitch 


A. WATERFALL’S GAMBIT 


Waterfall: I know what you’ re thinking. 

Mrs. Athney: (gives him brief questioning smile) Really? What? 

Waterfall: I know, I know. 

Mrs. Athney: (makes no comment but does her thing of opening her eyes a bit wider.) 
Waterfall: Probably I’m a million miles out. 


b. difference in hair length 
Mrs. Athney clanks into one of her smiles, but she is beginning to be confused and uncertain. Sittin staan eeniieiasaa 


Another method, less direct but equally effective, is the Unfinished Sentence Technique, implying 
that you know all about her, perhaps even more about her than she knows herself. Here is a type 
dialogue, as taught to students. 
hs 
B. UNFINISHED SENTENCE GAMBIT { 


Womanshipman: I suppose you would like a... 
Woman: A what? c. difference in girth 
Womanshipman: _I was thinking—but no, it’s not really up your street at all. -——— See we ee ee “= 


Woman (coaxing): Yes it is. 1 mean how do you know? 
Womanshipman: No, you’re too—no, never mind. I’m sorry I brought it up. 
Played successfully, this technique may lead a woman to reveal to you a long list of her inner- 


most desires. 


d. difference in size of feet 


But I should add that understanding a woman is virtually impossible for any man. True, women 
seem to understand other women. And a magazine like Ladies’ Home Journal, which seems to 
think exactly as a woman does, seems to understand women and vice versa. But you, alas, could pri 
never hope to be the Ladies’ Home Journal! 


e. prettiness of hands 


(We think Mr. Potter's remarks explain, once again, Women have a world of their own. 
why there is a Ladies’ Home Journal. And also why Bi 

Awe : and a magazine o their own... ab 
the Ladies’ Home Journal is so successful. Perhaps it f Ae 


is because the Journal comes by its Womanship so fede! 
naturally that more women buy and read the Journal 
than any other mavazine on earth. And advertisers, 
not bad at Womanship themselves, invest more money 
in the Journal than in any other women’s magazine.) 


A CURTIS PUBLICATION 


.-The No. 1) magazine for women * No. 1) In circulation * No. C1) in newsstand sales * No. 1) in advertising revenue 
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Hayden Books Combine Rates | Korhumel Heads Ad Club 
Hayden Publications Corp. now| George Korhumel of Superior 

allows bulk and frequency adver- | Typesetting Co., Toledo, has been 

tising in its semi-monthly Elec- | elected president of the Advertis- 

tronic Design to earn discount | ing Club of Toledo. Other new of- 

rates in its weekly Electronic Week | ficers are Nelson Randall, Toledo 

and vice versa. Publication of |Edison Co., lst vp; Robert Boyd, 

Electronic Design in 1958 will al-|Toledo Chamber of Commerce, 

so be shifted from a semi-monthly | 2nd vp, and Mrs. Patricia Tabner, 

to every other Wednesday, making | Secretary and treasurer. 

26 instead of 24 issues a year and! 

providing a new 26-time frequency | L. C. Cole Adds Two 

rate. 


L. C. Cole Co., San Francisco, | 


|has been appointed to handle ad- 
vertising for two new accounts. 
| They are Permanente Cement Co., 
Oakland, and Bunker Hill Co., 
Seattle and Kellogg, Ida., smelter 
and manufacturer of lead, zinc and 
other mineral products. 


Smith Joins Western Dailies 
W. D. Smith, former national ad- 
|vertising manager of the Inde- 
| pendent, Richmond, Cal., has been 
named manager of the San Fran- 


cisco office of Western Dailies, ,: 


succeeding Myron A. Elges, who 
has been named San Francisco 
manager of Television Programs 
of America Inc. 


Ohleyer to Hoefer, Dieterich 

H. R. Ohleyer, formerly a part- 
ner in Ryder & Ohleyer, Oakland, 
Cal., has been named merchandis- 
ing manager and account execu- 
tive of Hoefer, Dieterich & Brown, 
San Francisco. 


Star Maker to the Networks... . since january 1957, 


27 WSM and WSM-TV stars have made 76 network TV appearances. You've seen 
them on NBC-TV shows with Diana Shore, Tennessee Ernie, Today, This is Your Life, 
Tonight, Steve Allen, Kraft TV Theater; on CBS-TV shows with Jackie Gleason, 
Gary Moore, Ed Sullivan, Jimmy Dean, Arthur Godfrey, Gunsmoke, Vic Damone; 
on ABC-TV shows with Paul Winchell and the Big Beat. With this kind and quantity 
of talent on tap, it's easy to see why WSM-TV is clearly Nashville’s Number 1 


Television Station. 
astonishing talent story. 


Channel 4, Nashville, Tenn. ¢ NBC-TV Affiliate © Clearly Nashville's #1 TV Station 
IRVING WAUGH, General Manager © EDWARD PETRY & CO., National Advertising Representatives 


Ask Hi Bramham or any Petry man about America’s most 


WSM-TV 


WSM-TV's sister station = Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 


Advertising Age, September 23, 1957 
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SALESWOMAN—“Little Miss Marva- 
lon,” who debuted last spring, is 
again helping sell Kimberly-Clark 
Corp.’s Marvalon coverings. The 
fall campaign kicks off with this 
half-page in This Week Magazine, 
Sept. 29. Foote, Cone & Belding, 
Chicago, is the agency. 


French Boosts Instant Spuds 
with Refund Offer on TV 

R. T. French Co., Rochester, 
N. Y., plans an “intensive” spot 
and network tv promotion of its 
instant potato starting in October. 
The advertising will be supported 
by concentrated in-store promo- 
tions and a broad publicity pro- 
gram, French says. The over-all 
campaign started early in Sep- 
tember in the New York area 
with pages in the Daily News and 
tv spots over three tv stations and 


|will expand to other key mar- 
| kets. 


The major emphasis in the con- 
sumer campaign is a _ full-price 
refund offer, and the theme of the 
tv promotion is “Magic before 
your eyes,” with commercials em- 
phasizing the versatility of the 
product and the ease with which 
it can be prepared. J. Walter 
Thompson Co. is the agency. 


O’Brien Sets Fall Ad Drive 

O’Brien Corp., South Bend, Ind., 
paint manufacturer, is running a 
three-page gatefold in the Septem- 
ber American Home and a color 
page in the October Living for 
Young Homemakers to promote its 
“Symphonic paint colors.” Local 
co-op newspaper, radio and tv ads 
are also planned. The whole cam- 
paign is keyed to an offer of a 
free 10-page color booklet “At 
Home with Color” which gives ad- 
vice on color and paint selections. 
Campbell-Mithun, Chicago, han- 
dles the account. 


Travel Tabs Formed 


Travel Tabs Inc., a new trading 
stamp organization, has been 
formed at Portland, Ore., with of- 
fices at 1300 S.W. Washington St. 
The company has a branch office 
in Albany, N.Y. John H. Jauchan 
is president and general manager, 
and Donald V. Varney is vp and 
sales manager. The organization 
handles trading stamps redeem- 
able for vacation trips, cash and 
some 500 premiums. 


Cordell Named KIOA Manager 

Roy L. Cordell has been named 
manager of KIOA, Des Moines. He 
formerly was manager of KAKC, 
Tulsa, Okla., also operated by Pub- 
lic Radio Corp., operator of KIOA. 
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A good advertising slogan is like a battle-cry. It is likely to inspire those who utter it even more than those who hear it. At least, this has been 
our experience with the slogan, “America’s Finest Photoengraving Plant” which has recently been expanded by the words “for Letterpress and 
Gravure.” > We adopted the slogan after it dawned on us that, by refining the normal processes of photoengraving we had developed a shop that 
technically was the best in America for the work we were doing. Visiting photoengravers, American and foreign, verified this opinion. We did not have 
the largest shop or the most elaborately equipped. We used “finest” to mean quality. » As the years passed, our slogan acted on us. We had to live up 
to it in our plant improvements, personnel training, public relations. Equipment, methods, ideas that would have been good enough for a good photo- 
engraving plant, were not right for the finest photoengraving plant.» At a critical time of growth, we had to move our plant. This was both an ordeal 
and an opportunity. Our slogan told us the kind of plant we would have to design and equip. From reception room to delivery desk it is the fulfillment 
of a photoengraver’s dream: the material result of a slogan that surpassed itself. 


COLLINS, MILLER & HUTCHINGS, INC. 


NOW CELEBRATING A QUARTER CENTURY OF SERVICE TO AMERICAN ADVERTISERS AND THEIR AGENCIES 


333 West Lake Street at Wacker Drive, Chicago 6, Ilinois 
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comso—Fibretex acoustical pan- 
els get the full-page “product sell” 
while other wood fiber products 
get a mention in the attached half- 
page in this ad in Johns-Manville’s 
fall campaign. 


Johns-Manville to 
Use 142-Page Units 
in $900,000 Push 


New York, Sept. 18—A $900,- 
000 fall ad campaign has been 
scheduled by Johns-Manville Sales 
Corp. to boost its products in the 
U.S. and Canada starting this 
month. The campaign, the largest 
concentrated consumer magazine 
campaign in the company’s his- 
tory, will have two objectives—to 
sell J-M’s major products against 
specialized competition and to in- 
terpret the company and draw 
public attention to the highly di- 
versified nature of its operations, 
according to Reginald L. John- 
son, vp and director of advertising. 

Each ad in the campaign will 
consist of a page and a half spread 
in either two or four colors. One 
page, giving the “product sell,” 
will be devoted to a major J-M 
product. An additional half page, 
joined by a bleed across the gutter, 
will feature entirely different J-M 
products made from the same raw 
material. The ads will promote 
major products made from asbes- 
tos fiber, mineral fiber and wood 
fiber and also roofing. 


® The campaign will be carried 
by Better Homes & Gardens, Busi- 
ness Week, Life, The Saturday 
Evening Post, Sunset, This Week 
Magazine, and Time in the US., 
and in Canada the media will be 
La Presse, Maclean’s, Time (Cana- 
dian) and the Toronto Star Week- 
ly. 

The magazine campaign will be 
supported by a merchandising pro- 
gram which 
portfolio containing proofs of all 
ads. It is entitled, “Here Is Johns- 
Manville.” 

J. Walter Thompson Co., New 
York, is the agency. # 


‘Sears World,’ Quarterly, Bows 

“Sears World,” a new internal 
house quarterly of Sears, Roebuck 
& Co., has begun publication with 
its fall, 1957, number. The maga- 
zine, which carries no ads, is 
intended as communications medi- 
um for Sears executives through- 
out the world; they represent 
33,000 of its 50,000 circulation. The 
rest will go to suppliers, educators 
and the press. 


Grant & Wadsworth Names 2 


includes a 32-page | 


——e Jury Returns Fraud 


Indictments Against 
Agency Head Miller 


New Haven, Sept. 17—A federal 
grand jury last week returned four 
indictments against William P. 
(Moose) Miller, Hartford adver- 
tising agency president, charging 
him with a total of 24 counts of 
mail fraud (AA, Aug. 26). 

The hearings against Mr. Miller, 


head of William P. Miller Adver- 
tising Agency, started Sept. 5 in 
Judge Robert P. Anderson’s court 
here. 

Mr. Miller was arrested in Au- 
gust and had been free in $28,000 
bond on the charges. Police ac- 
cused him of soliciting advertising 
with the permission of well-known 
organizations, giving them an 
agreed amount of the collected 
money and keeping the surplus. 


® Indictments against Mr. Miller 


for using the mails to defraud 
were brought in by the jury on the 
accusation that he operated a 
scheme to defraud purchasers of 
advertising by soliciting payments 
for advertisements through the 
mails, and that the published ad- 
vertisements were smaller than 
those he sold. 

Three indictments were for us- 
ing the mails to defraud by schem- 
ing to defraud purchasers of ad- 
vertisements in three separate 
publications. 


Advertising Age, September 23, 1957 


Federal authorities charged that 
the Hartford advertising executive 
acquired huge profits by offering 
a flat sum to labor, civic and fra- 
ternal groups in return for adver- 
tising obtained for the organiza- 
tion’s publications. The agency 
collected far more than it turned 
over to such organizations, it was 
further charged. 


s First indictment was on the 
charge he had received checks and 
defrauded business firms for ads 


Now ABC-TV is 
packing ’em in 


has appointed Wayne C. Crank- 
shaw manager of its new Boston 
office at 31 Providence St. Mr. 
Crankshaw formerly was with 
Biow Co. and Roddis Plywood 
Corp. The agency also has named 
Herbert T. Lorentzen, formerly 
with Bermingham, Castleman & 
Pierce, a vp. 


R&R Division Gets Yes 

The Geare-Marston division of 
Ruthrauff & Ryan, Philadelphia, 
has been named to handle adver- 
tising for Yes facial and toilet tis- 
sue by Cellulose Products Corp., 
a Johnson & Johnson subsidiary. 
Compton Advertising formerly 
handled Yes tissues. 


Grant & Wadsworth, New York, | 
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in The Public Employes Press of 
New England. 

An indictment on seven counts 
was brought against Mr. Miller for 
defrauding seven firms and in- 
dividuals who paid through the 
mails for advertising in Who’s 
Who on the Highway. 

Eleven counts were contained in 
the indictment for soliciting with 
intent to defraud in The Postmas- 
ter’s Advocate. 
® The fourth 


indictment was 


brought against Mr. Miller and 
Robert N. Ickes, an associate, on 
a count of scheming to solicit, via 


telephone, for advertising space in) 


The Postmaster’s Gazette. Mr. 
Ickes, it was charged, would rep- 
resent himself as one George Bish- 
op, employe of the U.S. Post Of- 
fice Department, Washington, in 
order to obtain ads. He was further 
charged with placing a call from 
Hartford to International News 
Service, New York, in executing 
the plan. 


Mr. Ickes, a material witness,|new stores in the eastern areas in 
was ordered arrested by Judge/| which it operates. Newspapers and 
Anderson, with bond set at $1,-| broadcast media will be used. Bar- 
000. # |ricini previously advertised direct. 


Barricini Appoints Mogul 

Barricini Candies Inc. has ap- Chemstrand to K&E of Mexico 
pointed Emil Mogul Co., both New| Chemstrand Corp., New York, 
York, to handle advertising, mar- | has named Kenyon & Eckhardt de 
keting and merchandising. The Mexico, Mexico City, to handle ad- 
company says it will double its | vertising for its nylon and Acrilan 
advertising and promotional budg-|in Latin America. Doyle Dane 


et in 1958 and an expansion pro- Bernbach Inc. handles the account| “J 
‘gram calls for opening several |in the U. S. i, 


ABC Television adds a brand-new live affiliate 
in Omaha. It’s KETV Channel 7——and with 
it, ABC-TV coverage is boosted to 93.5%* 


Starting September 17, ABC-TV has its very own live outlet in Omaha 
—America’s booming, beefy 34th television market in the heart of 
the Middle West. KETV is a full-time live affiliate. It is bringing all 
ABC-TV shows—as scheduled and programmed—to all Omaha. 

Since January lst, ABC-TV has corralled no fewer than eight new 
live competitive affiliates: in San Antonio, Tucson, St. Louis, Miami, 
Norfolk, Peoria, Indianapolis and New Orleans. Upcoming this 
season are Youngstown, Boston, Amarillo and Pittsburgh. 


As you see, Omaha is just one of a whole herd of new- 


comers. You ought to get the complete count right now. 


%* Total coverage for an average half-hour evening program—more than 86% of which is live! 


Always o apecia! need rum « specie taxatve 


for 
WOMEN. 
only! 


7 


o« 


’ . 
{ orrectol the “firet lavative repevially be bimini me * + 


FOR WOMEN—Pharmaco Inc. will 
conduct “the biggest . . . push in 
its history” to launch its Correctol 
laxative next month. Pages will 
run in Good Housekeeping, Ladies’ 
Home Journal, Life, McCall’s and 
True Story. Doherty, Clifford, 
Steers & Shenfield is the agency. 


“| should have 
had a brass band 


.. » but there I stood | 


with my piccolo” * 


market was ready —but the 
advertising wasn't moving the 
goods.” (He didn’t know Le- 
marge Mass Mail was the fast, | 


ie... product was hot—the | 


economical and efficient way to 

test new products, new adver- 
tising appeals.) 

Mass Mail is a many-faceted 
tool of advertising and market- 
ing. In the hands of creative 
specialists — like Lemarge — it | 


can be used to test and devel- 

op new markets, products and 
campaigns. 

Mass Mail is much more than 

an old fashioned direct mail 
barrage. This new specialty 
requires unique, modern ma- | 


chinery, new techniques and 
men who are masters of this 
new approach to advertising 


and marketing. Lemarge has i 


them. 


Lemarge is writing the book 

on Mass Mail, from idea to 
income. We can help market | 
anything from a piccolo to a 
philharmonic. 

If this sounds good to you, and 

you would like to know more 

— just clip your business card 


below and return it to us. We | 


might make beautiful music 
together. 


LEMARGE 


Mailing Service Company 
417 South Jefferson Street 
Chicago 7, Illinois 


Clip your business card here 
and mail it to Lemarge for 
complete information. 


— 
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Agent Group Plans 
$2,000,000 Insurance 
Campaign in 1958 


Cuicaco, Sept. 17—The nation’s 
independent insurance agents, who 


WRITE 


We issue the “Advertisers Confi- 
dential Contest News Bulletin” con- 
taining a survey of current major 
national contests and important 
contest data. To receive it regularly, 
send us your name and address. 


more than slightly by recent in- 


acknowledge they’ve been hurt | 


lroads of the direct writers in the| 
| fire and auto insurance fields, are | 


Advertising Age, September 23, 1957 


icampaign it hopes to unleash in| 
January, promoting independent | 
insurance agents—the first — 
jcampaign ever undertaken on a) 
|national basis, | 
| The copy will emphasize the 
‘idea that independent agents are | 
not biased in their selection of an 
insurance company for the client, 
and also that independent agents 
help the client collect from the 
insuring companies. 


you 
Insurance 


"Staves/ you 


ndependent 
AGENT 


First” 


stands will probably kick off early 
in January. Color page ads are 
slated for Farm Journal, Life, 
Look, Reader’s Digest, The Satur- 
day Evening Post, Family Weekly, 
Parade and This Week Magazine. 
The tv front is to be covered by 
“Today” (NBC-TV) and the radio 
front by a program “something 
like Edward R. Murrow’s ‘This Is 
The News’ (CBS).” 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 


|counterattack for next 


Agents, holding 


‘a $2,000,000 


| planning a formidable advertising | 


The National Assn. of Insurance| ship emblem, to be featured prom-| 


tv-radio-magazine | being widely circulated by NAIA 


A masthead for the campaign | 
| will be the new NAIA member-| 


year. 


in sticker, decal, car bumper tag 
its 61st annual|inently in all ads as “the emblem | and other forms. 


|convention here last week, unveiled | to look for.” These emblems are) 


= The campaign as it presently 


The one thing that’s holding the 
whole campaign in a tentative sta- 
tus is a problem of money. NAIA’s 
$2,000,000 ad fund is being built 
with contributions from member 
agents. When the association held 
its state directors meeting in Den- 


IS YOUR ADVERTISING IN FOCUS? 


When the arc lights flare and Superior’s great cameras click on your copy, sharp focus 


is guaranteed—through every stage 


of engraving. Color, tone and type are accurately 


reproduced—in black and white and four color process—by master craftsmen working 


with complex, precision equipment. 
The results are apparent every time 


register your message on your market with the blazing 


—advertising printed from engravings by Superior 
brilliance of technical excellence 


that retains the warm, human appeal of your original idea. 
Is your advertising in focus? It will be if you work with Superior. 


day or night call 
SUPERIOR 7-7070 


| superior |¢|ni¢ieialyiinle) |e jolm) | a aia 


ADVERTISING TYPOGRAPHY *« LETTERPRESS AND OFFSET PROCESS PLATES « 215 W. SUPERIOR STREET, CHICAGO 10, ILL, 


ver in May and agreed on the ad 
program, they hoped to raise the 
money by Aug. 31. 

At present, however, only about 
$600,000 has been raised. This is 
|partly due to the fact that five 
| state associations affiliated with 
| NAIA haven’t okayed national of- 
fice solicitations to its members. 
Fifteen other state associations 
haven't met yet this fall, and this 
is when NAIA hopes to do a big 
| selling job on the local agents. 


s An extra incentive for the local 
| agents to contribute to the ad fund 
| is a batch of tie-in advertising ma- 
|terial, ad mats, promotional aids 
|from the print media and a guide 
booklet on tie-in advertising, all 
| available only to contributing 
| agents. 
| NAIA’s ad committee chairman, 
| Alan H. Miller, of Hackensack, 
|N.J., reports that about 25% of 
|the association’s 33,000 members 

have already contributed an aver- 

age of $62 each. NAIA recommends 
contributions equal to a certain 
percentage of policy values writ- 
ten. 

| He says that if 75% of the mem- 
bership would contribute an aver- 
age of $80 each, “we’ll be over our 
goal.” 

Both NAIA and its agency, 
|Doremus & Co., New York, seem 
to have no doubts they’ll be able 
|to achieve the $2 000,000 goal, but 
}some question lingers about just 
|when the goal will be reached. 
|Doremus men on the account face 

a tight squeeze planning insertions 
| and time purchases without know- 
jing for certain just when they’ll 


| be able to move. 


@ One reason NAIA is particular- 
ly anxious to get its ad campaign 
| off the ground is the prospect that 
the companies represented by 
NAIA’s members will eventually 
come through with contributions 
| to the campaign. These companies, 
|of course, stand to gain whenever 
the independent agents gain, and 
the feeling in NAIA is that these 
|companies will come through with 
,ad money as soon as the agents 
| show they can do their part. 

| New top officers of NAIA elect- 
;ed at the convention are Louie E. 
| Woodbury Jr., Wilmington, N.C., 
|president, and Archie M. Slaufby, 
Nashua, N.H., vp. # 


Live Better Electrically Aims 
for 46% Boosts in Home Sales 

Live Better Electrically, New 
York, is aiming for a 46% increase 
—to $5.1 billion—in annual kwh 
sales to homes by 1960, according 
|to an industry report just pub- 
lished by the live better project. 
Other 1960 goals cited in the re- 
port are annual appliance radio, 
tv sales of $11 billion, an increase 
of 30%; annual home re-wiring 
sales of $390,000,000, an increase 
of 190%, and annual financing for 
home electrical improvement of 
$6.7 billion, an increase of 31%. 

The report also gives a detailed 
review of how electric utilities, 
trade associations, electrical man- 
ufacturers and local business men 
take part in the project, which 
is now half-way through its second 
year of operation. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 
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When is the Time of Purchase ? 


NOW... for young families with the need, 
desire and ability to buy... who read (AWAY fe) 


FOR YOUNG HOMEMAKERS 


the Time of Purchase magazine 


If you’re selling infrequently purchased home goods, 
the time for you to make that sale is NOW, 

before your competition does. Living for Young 
Homemakers is edited only for America’s 

young families who are buying, building or 
remodeling homes. More than any other market, 
they have the need, the interest and the money 

to buy that put them at the Time Of Purchase. 
And they believe in Living! Statistics show that in the 
first year that young homemakers subscribe to 
Living, their ownership of homes increases 40%; of 
automatic washing machines, 43%; of dryers, 73%; 
of kitchen cabinets, 60%. That’s because 

only Living tells them what to buy, where 

to buy and how much to pay. Invest your first 
advertising money in this T.O.P. market. 


, 35 CENTS 


LIVING 


YOUNG HOMEMAKERS | 


Pe 6 ere 


The Time of Purchase Magazine 


575 Madison Avenue * New York 22, New York 


A STREET AND SMITH PUBLICATION 
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WRAP-AROUND ¥”,'s"6 %" taces 
CHROME STEEL for point of sale 


SIGN FRAMES siss2sce 


GLASS SIGNS 
Just Wrap Around and Clip 
amu: Free Sample Assortment 


THE YARDER MANUFACTURING CO. 
616 PHILLIPS AVENUE ¢ TOLEDO 12, OHIO 


New Opera Magazine Bows 
An opera program magazine for 
the Long Island Opera Co. will 
bow Sept. 28, the start of the com- 
pany’s fall and winter season at 
the Brooklyn Academy of Music. 
Sigmund Gottlober, director of Na- 
tional Theater & Concert Maga- 
zines, and Guido G. Salmaggi, pres- 


ident of the opera company, will 
be publishers of the program mag- 
azine. 


WPIX Promotes Tuoti 

Frank Tuoti, formerly acting 
manager of the advertising, sales 
promotion and research depart- 


3 > 4 $f ap 
BP oK PH 


EVEN IN JAPANESE IT’S: “Sell the POST 


INFLUENTIAL —the mass market of active influence.” 


. ain 
NEW UGHT ON COLDS x 


ATOM TRACER TESTS PROVE VICKS VAPORUB ‘ 
THAN ASPIRIN OR ANY COLD TABLETS 


fot bs oe aa 


“PROVED” —Vick Chemical Co., in this spread, tells how atom tracer 
tests “prove Vicks Vaporub acts faster, longer.” 


Vick Sets ‘Cold 


ment of WPIX, New York, has 


been named manager of that de- 
partment. 


Season’ Push for 


Lo 


Economy-size ads (this small) 


get king-size results in N.E.D. 


Whatever or wherever you want to sell to industrial markets, N.E.D. 
readers are key buying influences you have to reach. They are pro- 
duction, operating, engineering, maintenance and purchasing 
authorities who initiate and place orders in over 43,800 best plants 
in 40 major industrial classifications. They read N.E.D. intensely with 
current needs in mind of capital goods, auxiliaries, components, ma- 
terials and supplies. They act! 98% of our more than 80,000 recipients 
and thousands more pass along readers inquire about products and 
services N.E.D. brings to their attention. They buy! A high percentage 
of N.E.D.-produced inquiries are paying off in orders. 


Be sure you see our latest Data File, ‘How co Get Industrial Buying 
ACTION for ic per Concact.’’ You'll get a new insight into why low- 
cost advertising in N.E.D. is the best investment you can make to 


stimulate sales. 


A Publication, Penton Bidg., Cleveland 13, Ohio 
=) £Qurp 
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Vaporub in 6 Media 


New York, Sept. 17—Atom trac- 
er tests are being used by Vick 
Chemical Co. to spearhead the 
1957-58 advertising campaign for 
Vicks Vaporub. 

The advertising budget has been 
increased 84%, the company re- 
ports, and the theme for the new 
campaign, which broke today on 
tv, is “Atom tracer tests prove 
Vicks Vaporub acts faster, longer 
than aspirin or any cold tablets.” 
Morse International, a Vick sub- 
sidiary, is the agency. 

Slated to run through the “cold 
season” —September to March—the 
advertising will include “Garry 
Moore,” “Beat the Clock,” “Edge 
of Night” and “As the World = . 
Turns” on Columbia Broadcasting 
System daytime television; a spot i 
tv schedule in more than 20 mar- ; 
kets; newspaper advertising con- 
centrated in about 20 dailies; 30 
radio spots weekly on the National 
Broadcasting Co. network; Sunday 
supplements and car cards. 


@ On the magazine list are 11 pub- 
lications. B&w spreads will run in 
Ladies’ Home Journal and Mc- 
Call’s; pages in Coronet, Family 
Circle, Good Housekeeping, Mod- 
ern Romances, Parents’ Magazine, 
Redbook, True Story and Woman’s 
Day, and two-thirds of a page in 
Ebony. 

The ads describe how atom trac- 
er tests indicated the speed with 
which Vaporub spreads through 
the bronchial tubes and breathing 
passages and the length of time 
the medicated vapors remain after 
application. # 


Series on Quizzes Set 
Television Programs of Ameri- 
ca, New York, tv film producer- 
distributor, and Entertainment 
Productions, program packager, 
have made plans for a new ty se- 
ries, “Turning Point,” based on the 
lives of quiz show winners, in- 
cluding some of those from the 
“$64,000 Question.” Entertainment 
Productions packages many of the 
big quiz shows, including “$64,000 
Question” and “$64,000 Challenge.” 


Blair Names McAdams, Boden 

John N. Boden, formerly mid- 
western sales manager of Weed & 
Co., has joined John Blair & Co., 
New York, radio station represent- 
ative, as an account executive. 
Martin McAdams, previously an 
account executive with Burke- 
Stuart Co., has been named an ac- 
count executive in the Chicago of- 
fice of Blair Television Associates, 
affiliated tv station representative. 


‘True’ Names Bernard 

John Bernard, formerly a liquor 
specialist in the New York office 
of True, has been named manager 
of the alcoholic beverages depart- 
ment of the magazine. 
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They see it... 


Amazin g! 


Amazing that some ad managers put such stress on 
reaching more “homes” while so many product 
managers are busy in “stores”, fighting for display 
space and better shelf position. It costs too much to 
make a customer today to lose her to the seduction‘of 
“specials” and store brands. Capitalize on advertising’s 
most precious seconds before she steps into the store. 
Put your product on CRITERION POSTERS, 
and sell hard in the heart of the retail marketplace—one 
city or 2,000. Stop traffic, send it your way .. . 
with more direct advertising, more continuously, 


for less money . . . where it counts most! 


Use CRITERION POSTERS (0 sell _ 
your product in the retail marketplace = 
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‘IN Los ANGELES THEY SAY 


*New Car 
Advertisers 
choose The 

Times above 

ALL other 

Los Angeles 

metropolitan 

newspapers 


(In the first 6 months of ‘57 
The Times led in 95 of Media 
Records’ 114 classifications.) 


Los Angeles is America’s first market 
in passenger car registrations with 1.2 
ears per family. The Times, with the 
largest share of new car advertising, 
is its principal influence for sales. 


LOS ANGELES 


IMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


|year-old division, Churchill Hats 


|Madison Advertising Co., 


Lak 
PROSPECT PLEASES—Shown here on its nearly complete new building, 
which will be occupied by the Chicago Sun-Times this fall, are 
(left to right) Milburn P. Akers, executive editor; Leslie V. Den- 
niston, director of construction; Marshall Field Jr., editor and 
publisher, and Wilbur C. Munnecke, business manager. 


Advertising Age, September 23, 1957 


‘Become Experts 
on Trends, Ad 
Managers Urged 


PirTsBuRGH, Sept. 17—Adver- 
tising managers can and should 
|become experts on _ business 
conditions and trends, Tom 
Campbell, editor-in-chief of The 
Iron Age, told the local chapter 
of the National Industrial Ad- 
vertisers Assn. 
| “By gathering the forecast 

tools and making good use and 
| interpretation of current data,” 
|Mr. Campbell said, “an adver- 
|tising manager can take his 
place on the management team 
and protect and realistically 
| plan his long term program.” 

| Some of the tools to use, he 
| suggested, are new plant and 
|equipment forecasts, heavy in- 


| dustrial manufacturer volume 
|'of orders, and the Fe ral Re- 
|serve Board index of _ lustrial 
production, averag hours 


worked by manufactu ing em- 
ployes, and national in. ~me fig- 
ure. None of these are .ormida- 
ble to use, he said. 


s “Each of these majo indica- 
tors fails today to sup port the 
widespread gloom and d»om be- 
ing tossed around by some peo- 
ple in industry,” Mr. Campbell 


Resisto] Hats Splits Account 
Resistol Hats Co., Garland, Tex., | McAndrew lines. 


has split its advertising account 
between two agencies. Its two-|Ostler Joins Shaw Copy Staft 
John 


Ltd., has been shifted to Abbott | Chicago, 


Kimball Co., New York, 


has appointed 


for its Resistol and its new Kevin 


W. Shaw Advertising, 
Fred 
from |J. Ostler to its copy department. 
New| Mr. Ostler formerly was a copy- 
York. Madison will continue to|writer with Needham, Louis & 
| handle the company’s advertising Brorby. 


said. “By knowing what the 
pitch is,” he said, “an ad man- 
ager can get into a position to 
prevent his plans and budget 
from being sandbagged on the 
basis of pure emotionalism.” 
Mr. Campbell predicted a 
moderate upsurge in metals and 
metal-working activity for the 
fourth quarter of this year. He 
said he saw no chance of a seri- 


Karl 


Kan Knipe, Vice-President of Anderson & Cairns, 
has been account executive on Masland Carpets 
for 10 of the 25 years we’ve had the account. Karl's 
advertising experience has touched all the bases 
.a big department store; a famous national 
magazine; a coast-to-coast radio network; the 
Paris office of a big U. S. advertising agency, 
where all but the boss— Mr. Knipe—spoke French 
like natives, which indeed they were. Karl Knipe 
doesn’t claim infallibility, even in his specialty— 
the feld of home furnishings. Could be he’d find 
your advertising and merchandising problems 
tough nuts to crack. But one thing’s certain—he’d 
know just where to begin. If you'd like to know 
about the rest of us at Anderson & Cairns, and 
what we can do for your advertising, call Karl 
Knipe. The number is MUrray Hill 8-5800., 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22,N.Y. 


ous recession, and pointed out 
that the Middle East trouble, 
stock market decline and tight 
money outlook have produced 
more pessimism than actual 
conditions warrant. 

“At times,” he said, “I think 
the country has far more stam- 
ina and bounce than many of 
its citizens.” 


s Commenting on advertising 
programs, he said that they are 
too important to be on an off 
again on again basis. He noted 
that most presidents of compa- 
nies want to cut costs, and that 
anybody who can’t stand up 
and battle with tools and facts 
in support of a program will 
have his program slashed. 

“We are going through a mild 
corrective period now, but it 
won't bring disaster,” he said. 
“What is needed in the indus- 
trial advertising field is greater 
recognition of the proper place 
and responsibility of the indus- 
trial advertising manager. He 
can’t get this recognition with- 
out hard work, plus the use and 
study of the same economic aids 
that top officials often use to 
break down an ad manager’s 
arguments. 

“By doing his homework,” 
Mr. Campbell said, “the ad 
manager can show up emotion- 
al and short term ideas that 
tend to interfere with the car- 
rying out of his proper job—the 
promotion, advertising and for- 
ward selling and planning of 
new products ... and a con- 
tinual researching of customer 
attitudes.” + 


Triple-S Drive Planned 

The fall-holiday advertising 
campaign for Triple-S_ blue 
stamps will break next week in 
86 newspapers and on 18 radio 
stations in the New York, New 
Jersey and Connecticut areas, 
where the trading stamps are 
| distributed by Grand Union 
| supermarkets and 3,000 associ- 
| ated retail merchants. Hilton & 
| Riggio is the agency. 
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7,400,000 
“Clock Watchers”! 
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New idea in mass Communication! 


CLOCK-SPECTACULARS 


your 
showcase 
in the 


subways 


CLOCK-SPECTACULARS project your 
message from a living, full-color transparency, which 
glows from within—making your advertising message 
the focal point on station platforms and mezzanines. 


CLOCK-SPECTACULARS expose your 


advertisement to the largest daily concentration of 
people in New York. There are over 1,360,000,000 
tokens deposited annually in the subway turnstiles. 


CLOCK-SPECTACULARS have tremen- 
dous visibility ...suspended from ceiling beam or col- 
umn at the highest points of traffic. Your ad stands 
alone...900 square inches of panorama uncrowded 
and unobscured. The viewer walks toward the ad— 
under most of them—for full head-on impact. He really 
SEES your message. 


CLOCK-SPECTACULARS have “edito- 
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rial vitality” —Every subway rider wants to know the 
time. And, since 1886, The Self Winding Clock, syn- 
chronized hourly with Naval Observatory Time, has 
provided the most accurate time system in the world. 
The same clock used in your spectacular runs the U.S. 
Senate, railroads, broadcasting stations, the London 
and New York subways, military bases and private 
businesses. Subway riders want the right time—They 
will seek out your spectacular. 


our. 


CLOCK-SPECTACULARS are your per- 
manent “showcase” in the subway. Readers can turn 
off TV or radio, skip the page in magazines or news- 
papers. But they can’t turn off, skip or miss the Clock- 
Spectacular. It’s on duty twenty-four hours a day, 
seven days a week. 


More facts about this new medium with the “spectacu- 
lar” readership on the next page +4 
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FACT SHEET 


ON 
CLOCK-SPECTACULARS 


Circulation and Cost 


Over 1,363,000,000* tokens are deposited in the sub- 
way turnstiles annually. This is delivered circulation. 
But each rider sees a Clock-Spectacular twice...once 
when he boards the train and again when he debarks. 
In addition, he sees the message at transfer points. 
This new, incomparable medium is available at low 
cost, easily within the budget of the advertiser who 
wants to sell this mass market. 


Texture of the Audience 


Clock-Spectaculars reach a captive audience. The 
average passenger waits over five minutes on plat- 
forms per trip. And Clock-Spectaculars reach the 
“buyers” of the community. Most city people and 
many suburbanites ride the subways. S::) way riders 
include home owners, professional peop!c, high-rental 
apartment dwellers—the whole gamut 0! potential 
buyers. You reach active buyers in a ‘ive buying 
zones. *N.Y. Transit ority figures. 


DISPLAY ADVERTISINC CORP. 
9 East 40th Street, New Yor City 


Premium Position 


Your ad is brightly illuminated from within... hung 
about 90 inches above the platform. Readers have to 
walk toward it or under it, and they walk an average 
of 4 feet per second—so your ad has a reading time of 
20 to 60 seconds plus minutes of waiting time. Clock- 
Spectaculars are viewed by all. You can’t miss a Clock- 
Spectacular. 


Display Advertising Corp. 
9 East 40th Street, New York, N. Y. 
Murray Hill 3-6030 


Send me full particulars on Clock-Spectaculars— 
rates, showings, availabilities. 


Have your representative call. 
Name 
Firm 
Address 


Phone 
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Sponsor Orders 
Inundate NBC-TV, 
CBS Adds Lorillard | 


New York, Sept. 17—NBC Tele- | 
vision had sponsor orders coming 
in fast last week with four adver- 
tisers ordering new participation 
schedules, one going from alter- 
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Norelco relieves Revlon of its | resentative for the Freeman, Wau-| 
“Walter Winchell File” (ABC-TV) |kesha, Wis., daily. Shannon also) 


and Dec. 4 and 18. 

C. J. LaRoche & Co. is the No- 
releco agency. 

Polaroid replaces Noxzema 
Chemical Co. on two of the Perry 
Como programs and Knomark 
Mfg. Co. on the other. On the 
“Steve Allen Show,” 


nate to weekly sponsorship and six | takes over for S. C. Johnson & Son 


signing as cooperative backers of 
the “Nat ‘King’ Cole Show.” 
Schedules on “Today” were or- 
dered by: Bridgeport Brass Co., 
through J. M. Mathes Inc., 17 one- 
minute participations; California 
Prune Advisory Board, through 
Botsford, Constantine & Gardner, 
14 one-minute participations; Ben- 
Mont Papers, through William B. | 
Remington Inc., three one-minute | 
participations; and Asco Electron- 
ics Co., through Jerome O’Leary 
Advertising Agency, two one-min- | 
ute participations. 


= Singer Sewing Machine Co., 
which had previously committed 
itself as alternate-week sponsor of 
“The Californians” on NBC-TV in 
the Tuesday 10 p.m. slot, has de- 
cided to sponsor the half-hour se- 
ries every week. 

Cooperative sponsors signed so 
far for the “Nat ‘King’ Cole Show” 
are E. & J. Gallo Winery and Col- 
gate-Palmolive Co. on KRCA-TYV, | 
Hollywood; Italian Swiss Colony on 
KRON-TV, San Francisco; Gun- 
ther Brewing Co. on WRC-TV, 
Washington; Pittsburgh Wine on 
WIIC-TV, Pittsburgh; and Rhein- 
gold Brewing Co. on WRCA-TV, 
New York, and WNBC, Hartford- | 
New Britain, Conn. Nat “King”, 
Cole is the only Negro performer 
to star in his own regular network 
television series. 

The show was offered for sale 
locally on a co-op basis when no 
network backer was forthcoming. 


8 Over at CBS Television, P. Lo- 
rillard Co. has selected “Assign- 
ment Foreign Legion” as its vehi- 
cle for the Tuesday 10:30-11 p.m., 
EDT slot. The program, produced 
in London and starring Merle 
Oberon, was originally scheduled | 
for a Saturday night spot on the 
network. Lennen & Newell is the 
agency. 

Also at CBS-TV, W. A. Sheaffer 
Pen Co. has asked the network for 
relief from its contract on the “I 
Love Lucy” re-runs. Sheaffer was 
to sponsor seven alternate-week 
programs. However, opinion is that 
CBS-TV will not be able to find 
a replacement for the sponsor and 
Sheaffer will go on as scheduled. 
Russel M. Seeds Co. is the agen- 
cy. 

“Sugarfoot,” the new ABC-TV 
western, which had been only half 
sold for the coming season, has 
picked up some new participating 
sponsors. National Carbon Co. 
(William Esty Co.) will co-spon- 
sor three October telecasts. Col- 
gate-Palmolive (Ted Bates & Co.) 
and Luden’s cough drops (J. M. 
Mathes Inc.) join the sponsor line- 
up as of Jan. 7. 

American Chicle Co. (Ted Bates 
& Co.) signed as sponsor of a half- 
hour of this alternate-week pro- 
gram some time ago. 


POLAROID, NORELCO 
IN PRE-YULE TV BUYS 

New York, Sept. 17—A couple 
of gift item manufacturers found 
that they could slip into the pre- 
Christmas period on network tv. 

The two short-term buyers an- 
nounced this week were Polaroid 
Corp., producer of the Polaroid 
Land camera, and North Ameri- 
can Philips Co., which makes No- 
relco electric shavers. 

Polaroid bought half of the 
“Steve Allen Show” (NBC-TV) on 
Nov. 17 and 24 and Dec. 8. Also, 
the company ordered one-third of 
the “Perry Como Show” (NBC- 


TV) on Nov. 23 and Dec. 7 and 14, Represented notionally by GEORGE A. McDEVITT CO., Incorporated bd 


through Doyle Dane Bernbach Inc 


on two programs and for Grey- 
hound Corp. on the other. 

In another NBC-TV sale, Radio 
Corp. of America ordered alter- 
nate weeks of two NBC-TV pro- 
grams this season, “The Price Is 
Right,” and “Tic Tac Dough.” Both 
programs will be shown in color. 
Kenyon & Eckhardt is the agen- 
cy. = 


Shannon Adds One 


Shannon & Associates has been 


appointed national advertising rep- ' moved to 12 E. 41st St. 


| sponsorship obligations on Nov. 20 |has elected Charles J. Sheppard, 


|Detroit manager of the represen- 
| tative, a vp. 


Hobbs Joins Stewart-Warner 
Marvin Hobbs has been appoint- 
|ed director of marketing of the 


|Warner Corp., Chicago. He for- 
|merly was director of new product 
sales of American Bosch-Arma 
Corp., Garden City, N.Y. 


Houston Names Huhn VP 

Tevis Huhn has joined Bryan 
Houston Inc., New York, as a vp. 
|He formerly was a vp of Warwick 
& Legler. 


Symon Co. Moves Office 


‘display and poster service, 


| 


Polaroid | @lectronics division of Stewart-| 


Thomson Symon Co., New York, | 
has | 


BEER ADVERTISERS 
NEED THE ““MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 5Y, million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 

Los Angeles Evening 


HERALD - EXPRESS 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


There are two 


sides 


to most 


And there are two sides to the 
DELAWARE VALLEY 


TRENTON 


> 


ar 


it pays fo cross 


the Delaware 


e 


Cartoon idea contributed by Thomas A. Doyle, Edword A. Kletter Associates, New York 


Some figures are real spellbinders. 
Last year, the residents of the New Jersey half of the Delaware 
Valley had Effective Buying Income 24.5% higher per family than 
the national average. 
they accounted for $731 more in total retail sales per family unit. 


We have more. 


families. 


The CAMDEN COURIER-POST and the TRENTON 
TIMES—the two strongest dailies serving this market—can carry 
your advertising message to better than 85% 

Total line rate for both papers: just 63c. 


CAMDEN COURIER-POST 
TRENTON TIMES 


New York ° 


Try these, for example. 


They spent 18.7% more for food. And 


of the above 


Established 1875 


Established 1883 


Chicago . Philodeiphia ° Detroit . 
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New York, Sept. 17—Consum- 
er media competition with busi- 
ness papers is not as bad as it’s 
cracked up to be, according to 
William K. Beard, president of 
Associated Business Publications. 
Speaking here last week at that 


|organization’s annual “Sales How 
Day,” Mr. Beard urged business| have increased their share of the | said. Their slice of national ad- 
paper advertising salesmen to sell| total advertising dollar since 1940 | vertising expenditures was 13.6% 


Competition by Consumer Media Sharpens 
Selling by Business Papers, Says Beard 


with general media competition, 
instead of against it, so that the 
publishing business as a whole 
can create more big advertisers 
and larger advertising expendi- 
tures. 

Pointing out that business pa- 
pers are the only media which 


(excluding television, which was 
not a major medium at that time), 
Mr. Beard said that general me- 
dia competition for industrial ma- 
terials advertising is the kind of 
healthy competition that can lead 
business papers into doing a bet- 
ter selling job. 

Business papers accounted for 
3.4% of the total advertising dol- 
lar (including local) in 1940, and 


|5% of the total in 1956, Mr. Beard 
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in 1940, and 14.3% in 1956. 


® Moreover, he said, business pa- 
pers increased their percentage of 
magazine advertising revenue 
from 28% in 1940 to 39% in 1956. 
He also pointed out that business 
papers’ advertising volume was 
up 11% in 1956 over 1955, as com- 
pared with 7.7% for all advertis- 
ing media and 9% for general 
magazines. 

Scoring “those who scream in 
anguish at the growth of indus- 
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School Expenses with So-o-thing 
“INSTANT MONEY”... Eavy! 
Reve sone 
ee me 
‘ , ? a saa 


ON THE BALL—Dagwood’s complaint 
that no one had invented “instant 
money” got a fast comeback from 
the First National Bank & Trust 
Co., Tulsa. This ad appeared in the 
Tulsa World the day following. 
Benton Ferguson & Associates is 
the agency. 


‘Oil & Gas Journal’ 
Gives Admen Brief 
Course on Industry 


Cuicaco, Sept. 17—Oil & Gas 
Journal, Tulsa, presented the 1957 
“Oil Show” to more than 250 ad- 
vertisers and agencies at the 
Palmer House today. 

It consisted of a short educa- 
tional course in all of the phases 
of the petroleum industry, as ex- 
plained by editors of the publica- 
tion, with the aid of slides and 
charts which emphasized the 
technical and economic impor- 
tance of exploration, drilling, pro- 
duction, pipelining and refining. 

A sound color movie, designed 
primarily for readers, explained 
the organization and methods used 
by Oil & Gas Journal in gather- 
ing and presenting the news and 
technical information of the in- 
dustry each week. 


s P. C. Lauinger, publisher, and 
Mitchell Tucker, vp and advertis- 
ing director, headed the staff 
which made the presentation. 
A questions-and-answers period 
this afternoon, following showing 
of movies of various oil compa- 
nies, gave the advertisers another 
chance to obtain information. 

The “Oil Show” is also being 
shown this week in Cleveland, 
Pittsburgh, New York and Phila- 
delphia. + 


Partch Cartoons to Promote 
Oregon Potato Chips 

The Pacific Northwest potato 
chip industry will promote the use 
of Oregon potatoes, via the potato 
chip route, and will use cartoonist 
Virgil Partch to design a series of | 
original cartoons for use in Ore- 
gon-Washington observance dur-| 
ing October of Potato Chip month. 
Partch cartoons will be the basis 


for an extensive advertising and 
sales campaign in which five Ore- | 
gon-Washington potato chip man-| 
ufacturers will participate. 

They are Blue Bell Potato Chip | 
Co., Goodee Potato Chip Co., Jack- 
son Potato Chip Co., Nalley’s Inc., 
and Williams Potato Chip Co. 


Worthington Joins Y&R 

Jane Worthington, for six years | 
copy chief in the San Francisco 
office of Dancer-Fitzgerald-Sam- 
ple, has been named to the crea- 
tive staff of Young and Rubicam, 
San Francisco. Jack Allen, who 
recently joined Y&R from Fuller 
& Smith & Ross, has been named 
art supervisor to assist Don Stern- | 
loff. 


Chilton announces... 


AIRCRAFT 


AND MISSILES 


© The first truly industrial maga- ® The only magazine in the field ® The only magazine in the in- 
zine directed to operating exclusively edited for manufac- dustry to offer advertisers ex- 
management in the aviation turing design and production per- clusive coverage of aviation man- 
manufacturin sonnel ufacturi 


FIRST ISSUE JANUARY 1958 


AIRCRAFT AND MISSILES MANUFACTURING is unique 


The prime purpose of this new monthly publication is to 
promote better communications between engineering and 
production personnel and between the manufacturers 
within the industry. In the past there has been no single 
publication serving as a common meeting ground and 
forum for the airing and solution of the combined com- 
plex problems of production and design. Original feature 
articles will deal with engineering and production by the 
most economically feasible methods. The approach will 
be one with emphasis on the whys and wherefores and 
on practical solutions to manufacturing problems. 


New planes and missiles will be traced from design en- 
gineering, through the production line and all the way 
to inventory. Stress will be laid on how the design and 
the production engineers can and must work together to 
deliver the goods to the user—civilian or military. 


AIRCRAFT AND MISSILES MANUFACTURING is needed 


Research has proved the need for an entirely new kind 
of publication to fill a void that people in the industry 
feel strongly exists today. Independent studies by John T. 
Fosdick Associates, New York, conducted by personal 
interviews among key operating executives in manufac- 
turing companies, indicate a “strong desire for concen- 
trated information on new design and production tech- 
niques.” These studies are being continued to keep a 
finger on the pulse of this fast-changing market. 


A and MM controlled circulation 


Through extensive field work, which is continuing, a list 
of more than 15,000 names has been built, one by one. 
Every name on the list represents someone whose func- 
tion is related to manufacturing, engineering or purchas- 


ing. This includes design engineers (in manufacturing); 
production personnel, such as plant superintendents, tool 
engineers, and department heads; and purchasing execu- 
tives. A and MM'’s bull’s-eye circulation eliminates from 
your advertising expenditure the high cost of mass-circu- 
iation, general-appeal aviation magazines. You do not 
have to pay for reaching people connected with air car- 
riers, maintenance operations, terminal airports and the 
like when your market is primarily the manufacturers of 
aircraft, missiles, engines and parts. 


A and MM fits the new industry pattern 


Due to current trends in the industry, contracts are being 
awarded with far greater care as respects costs. As a re- 
sult, the prime and subcontractors must learn to produce 
more economically and efficiently. They are eager for in- 
formation on how to do their jobs better. They want to 
get it authoritatively and with the minimum of reading 
time—preferably between the covers of one magazine. 
This is the objective of AIRCRAFT AND MISSILES 
MANUFACTURING. 


A and MMs own editorial and advertising staff 


This new monthly publication, backed by Chilton’s years 
of publishing experience, will have its own editorial and 
advertising staffs—completely separate from any of the 15 
other Chilton publications. 


AIRCRAFT AND MISSILES MANUFACTURING, 4 stand- 


ard-size publication, has been professionally designed and 
styled by George Samerjan, well-known New York in- 
dustrial and periodical designer. The base rate for a black 
and white page on a 12-time basis will be $490. See 
September Standard Rate & Data for complete listing. 


AIRCRAFT AND MISSILES MANUFACTURING y 


56th and Chestnut Streets * Philadelphia 39, Pennsylvania , 


A Chilton () Publication 


, 


_ 


Meta oa © HERR soe Ae eee le oo se eee twras |? 85” “a oe ae ir tS ey ee: ER ee ee] Ne ee I ee yl iN” BSS Oe ee eee San ee ee Ae, ee 
in. ae en : “teary Min a” ee Cote ee! Bie aie Sn, re i. > ge a EN Set Caen Ean ees ae Bas: 7 hag ee Cr eR SS i ae 3 ae ae a o Gs 
ia Ges Wo Bets 6h re SBOE oa SS a Tali i {Fc SO ee aa Rie oat Ra ee re a OS? me ei a ee mt Swe Be ad ae ele ie oo Rag epics at tea ae Ss 2 
ee aoe = oc 2 MMM Nr UN OI a tir ee eS ee 
ego, eee cs eri sere eta ee Se Py) Geen oy eS tit ee ame sf hc ay CAcAraiees ey gn Na ene ae eee aoe ‘ 1s SD 
oe Sa lesy, bg 2 ae eee cee p ae Eee SO —” Bee i - ae See ee ; ee Bee aad oe oe ae ee See WW a a ie ae ees PRAM ae 
ae a suse 2 gee es = Cee Be ii: + ees een PAY a pemere ee eer ape ae eee 2 z hs ae ae gee am + Peete Wangs ae, Ps rhe Nee 2p = ee ee : 
ae shen Seis ei i as ona ofa pie: E = BA i Se ee : ott ee Soe ee, 5 Byres et BA eae RES ieee eo ae” 
ae sth oe Be Meat git eS soe ae oa : . : Gee Me ae bie s A aye ee ieee 7 $ ; ee 
; ss a ia ae ge J iepsy - eS 7 a 7 * “ me 7 r = i - " - e ae aes, e : - . - ae ba A cd Se iil en 7 - ‘ 13 = e Z = “ otis; 3 
y e 
: | 
| 
: We've Got It, Dagwood... Aint ——CSCis 
i 
| eae — 
222 Bie 
ie ee ’ bs 7 . | 
eas nok | 
at eer ts le a’ | 
: CRIA ieee) es : | 
» ee BSE : 
af vane A 
- -* gt — oe : \ 
Bs <>* - 
: , mt 
| ..» We've GOT It!!! 
: 
; , 
vi 
, eee } 
4 a | 
ate Pay those Vacation Bills, Back-to- oe { 
2 
' 
ts | ° 
an 4 
— 
ro + 
ti | 
st . 
- — a 3 
9 et 
fal 5 
" r 
; : 
nf . | ¥ : 
ee x \ 
r | pee 
fe SOME HORI OS TAS TT MNES TN IE TREE ARS 2ST ENE EAE CE AAAS SIC TEE ee ' 
. pe 
‘% g 
= % 
5 : 
2 | 5 
a | : 
oa | . 
* - 
ay aT 
= ‘ | va 
sai 
re t 
why! 5 
iis . 
‘ig r 
Fe ' 
ws ee 
bs : 
Se A 
we . 
te | ‘ fe 
: 
ee | 4 
gs ‘ 
aha’ | 3 
e 2 
wy ee 
per 
Fie 
ree. 
E P 
oe 
oe ee re y . 
= ¢ 
a; 
st mt 
4 4 
Wf F 
- 
at 
ay 
; ae 
a 
2 
us 
‘ 
E 
pe | 
- J é 
aor. 
ee) 
Ride 
= 
r = 
4s a x os ‘ e a . 
oe SAE NE Bit eee iy Le ho NG ee een a en oe cies ee hy Re lar 9 en ee Re Mey a Retard ee Nace ee RR a dt aie OR oe ne eee Ni. Doge ea ee ee a Sapa Ne ele Rat id Ses a Eee ae ig lis pa ae « 
SRN BT eng ates St" hae MORAY iE VMI SSES rae ok ST, Foes BE Ee a RAT CM EEE Tt Ae eT } Spi yee hi ARP gE Ty mee RePEc RO FS Beg steal wa ee TE ea ak Sy oa AI UU Rs ee caeie SC PY MA Ea)“ + ra nm ermal cm Sire De ie ane A 
Rs Ca ge pe eet ees eae RE ee eee a ae eet Re AE Pe Oe Se ae ne ae me eee eer Gene 
sds CORES Drage ers aOR SE Nc I neti ee 5 aN I a BS ay SE Se id Le Eh $1 eke eeu Bil, Read ene 5 5 Serb eaehi nee * e a t Setiuors z : Seni a a ee ee ie he sey ii mn des 
mr TR POPU RS Deas Ta NGL TI VM Pe alg INI ae gee MR oe" aS vy, aR OP aR IS gs OR IN Pad ar NR RE Lye Ta “tet rag ie engage ed ET ‘SS NR ea ae anal NTI, eae 
ek Ee Ny hi G ip aa a Nes Ae pe, Sg Pe ee Magis a at CAN gal WR ce ee Pp ae a ae Ne I are eS ee ae ee el Me ai ch ate oo a Siar a IRE ately ud ena Bag y a rer Sei GEM aor AE WAL a Nach, ON Meee ote Oe, oo. yt ie ie lie Ae <a eo) Se ee ae Gs 


Advertising Age, September 23, 1957 


trial materials advertising in con- 
sumer media, and who make it 
look as if business papers are in a 
dead spot, while the general mag- 
azines sweep along carrying our 
precious cargo with them,” Mr. 
Beard said the figures he had 
cited proved business papers are 
in a healthy state and growing 
bigger daily. 

“If you like guesses,” he con- 
tinued, “it could be that when 
final results for 1957 are in, busi- 
ness papers will show a bigger 


yearly gain than even tv, and only 
radio’s strong comeback will pre- 
vent us from being the top man.” 

While admitting that general 
media competition makes the 
business paper selling job a hard- 
er one, Mr. Beard suggested that 
the extra sales effort being di- 
rected at industrial companies as 
a result of the competition can 
serve to get more managements 
interested in, and sold on, adver- 
tising and “can get these man- 
agements used to putting real 


dough into ad campaigns, thus 
creating a bigger total budget for 
all media to share in.” 


# Concerning consumer products, 
Mr. Beard pointed out that the 
more advertising placed in con- 
sumer media, “the more need 
there is to merchandise this ad- 
vertising to distributors and deal- 
ers, service organizations, archi- 
tects and builders. 

“And don’t forget,” he added, 
“that consumer media are them- 


selves good prospects and good 
customers of the business press.” 


Scriptc Enters Asian Market 
from Plant in Australia 

In what is termed the first move 
to go after the Asian market in 
competition with the Japanese, 
Scripto Inc., Atlanta, will start 
manufacturing next month from a 
new plant in Katoomba, Australia, 
approximately 80 miles from Syd- 
ney. Three Scripto ballpoints and 
refills will be marketed initial- 


) 


TT) 


Tul 


\ 


| 


ly. The factory is financed and 
equipped by Scroll Pens Ltd., 
Scripto’s British plant which for- 
merly supplied that part of the 
world. Fergus Canny, Sydney, will 
handle advertising. 

Scripto president James V. Car- 
michael says he expects to be 
marketing in Japan by the first 
of the year and anticipates a vol- 
ume of $1,000,000 by the end of 
the first year’s operations in Ka- 
toomba. 


Labatt Brewery Adds Agency 

John Labatt Ltd., London, Ont., 
brewer, has brought the number 
of agencies it uses to four, with 
the addition of Locke, Johnson & 
Co., Toronto, which has been 
named to take over the Ontario 
division. J. Walter Thompson Co. 
and Cockfield, Brown & Co., both 
Toronto, continue to direct the 
Quebec and Manitoba divisions, 
respectively. Ellis Advertising, 
Buffalo, retains the border adver- 


of Portiand and 30 
surrounding Oregon- 
Washington counties in 
the paim of her lovely 
hand. Her station is 
KOIN-TV. The way she re- 
acts to buying suggestions 
is absolutely charming. 
You'll discover how charm- 
ing when you learn KOIN-TY's 
enviable ratings from the 
gentiemen at CBS Spot Sales. 
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*Furniture & 
Household 
Advertisers 
place 55.7% 


of ALL their |, 


Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Media Records, 
Ist six months of ‘57.) 


Leading the nation in home-building, 
the Los Angeles area ranks second in 
the U. S. in sales of furniture & house- 
hold goods. Dealers rely most on the 
Times to cover it, putting 55% of their 
advertising in this one medium. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


aeemss 

| GIVEAWAYS—Following its current multiple-product 
sweepstakes promotion (ad at left), Quaker Oats 
| Co. will run a corn bread easy-mix sweepstakes in 
| October. To enter the latter competition, a wife 


B | need only mail in her husband’s name and address. 


|11 names will be drawn for a trip for two to the 
| Rose Bowl game, and in addition the 11 husbands 


HOW GOOD A COOK ARE YOU? 


Test your skill learn new recipes and maybe win a prize! 


Bhaiet Ce pactures and "ecipes correctly anc you May be a ull winner if 


GIRLS: 


If you think that even yeur 
hushand mo could 
make corn bread this easy 
new way, send us his name! 


He may win a trip for two 


to the Rese Bow! Game 


and even an Edsel car’ 


woeas > & > 
Aunt Jemima conn srcao tasy.mx 


will compete in a baking derby (corn bread), with 
an additional prize of an Edsel. Ads promoting the 
current contest are running in Family Circle, The 
Saturday Evening Post, and This Week Magazine. 
The October promotion calls for insertions in La- 
dies’ Home Journal and McCall’s and Oct. 7 Life. 
John W. Shaw Advertising, Chicago, is the agency. 


| \Sheatter Ad Push | 


\Promotes Yule | 


, ‘Giving by Business | 


| 
| Fort Mapison, Ia., Sept. 17—To| 
|help its dealers capitalize on the | 
|$3 billion Christmas business gift | 
market, W. A. Sheaffer Pen Co., | 
for the second year, will conduct | 
an industrial gift sales program. 
Sheaffer products as business 
gifts are being promoted in maga- 
zines such as Business Week, For- 
tune, Nation’s Business, The New 
Yorker and Sales Management | 
with coupon-bearing pages. The | 


| 
| | 
SHEAFFER'S shopping guide 
for business gift giving 


| for VIP's and 
(0p prospects 


for valued customers 


-_ SHEAFFERS 


FOR ViPS, ETC.—W. A. Sheaffer Pen 
Co. will boost its products as busi- | 
ness gifts with this coupon ad. 


coupon offers a list of writing in- | 
struments, prices and details of 
Sheaffer’s business gift plans. 


s Sheaffer is encouraging its deal- 
ers to tie in with the national pro- 
gram and offers a business gift kit 
which proved “extremely success- 
ful” last year, according to F. E. 
Troy, general sales manager. The 
kit contains a promotional sched- 
|ule for the dealer, a color business 
gift brochure, suggested form let- 
ters for dealer use and Christmas 
gift ad mats. Under the Sheaffer 
plan, the dealer is urged to set 
up a gift show the first week of 
October, and he is advised to dis- 
play other gift lines as well. 

Russel M. Seeds Co., Chicago, is 
the agency. + 


_BotA Conducts Workshop 


The Bureau of Advertising of 
the American Newspaper Publish- 
ers Assn. will conduct a News- 
paper Advertising Workshop for 
advertising agency personnel in 
Atlanta, Sept. 23. About 100 agen- 
cy people are expected to attend 
the all-day session, which will be 
sponsored jointly by BofA and 
the American Assn. of Newspaper 
| Representatives. 


— 


.»G0@S one 
thing better 


Since 1929, Super Service Station has pro- 
moted one, single idea. It has consistently 
helped sales-minded gasoline service station 
operators make more money. It has con- 
scientiously helped advertisers increase their 
sales of product and service. 


It has done this one thing better than 
anybody. Only Super Service Station has 
stressed the profit-building importance of 
improving, expanding and developing sta- 
tion operations. Only Super Service Station 
has keyed its verified coverage exclusively 
to the needs and interests of the larger, more 
profitable, one-stop stations. Only Super 
Service Station offers unquestioned reader 
acceptance among the men who influence 
and control a $1014 billion annual volume. 


In planning your 1958 program, enlist the 
selling support of Super Service Station — 
it’s the one automotive trade publication 
that specializes on moving more of your 
merchandise and service beyond the gas 
pump. It does this better selling job as a 
result of twenty-eight years of understand- 
ing and developing a concentrated market. 
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SHO OT "EM AT N IGHT yf »- the “dual-life” man wants to try it right now! 


He’s tried every other kind of camera — why not the newest-of-the-new, an Infra-Red camera that 
“sees” in the dark? That’s the “dual-life” reader of Sports Afield for you! He’s the kind of man who 
spends $750 to bring home a moose — and lives his everyday life with the same “urge to splurge.” Mul- 


tiply him by almost 1,000,000 and you have one of the hottest buying markets in the magazine business 
— the vigorous readers of Sports Afield. Big business — from autos to toiletries — is waiting for you 
right now in Sports Afield. 


SPORTS AFIELD Where you reach men best for ever 


A Hearst Magazine * 959 Eighth Avenue * New York 19, N. Y, 
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liggers, Ye Stalwarts of Madison Ave.! 
Now ‘Ivy’ Is Ad Medium, Not Just League 


New York, Sept. 17—Ever 
since Henry Luce germinated the 
idea for Time while a Yale stu- 
dent, the publishing world has 
thought twice before laughing off 
undergraduate publications. 

Ivy is one of those undergrad- 
uate publications. 19 floors above 
Eighth Ave. in Manhattan’s Hotel 
New Yorker, a group of Ivy 
League undergraduates have been 
working New York over for space 
sales for the recently founded 
magazine, which is published in 
New Haven. Ivy salesmen descend- 
ed on New York this summer, fig- 
uring that this city is where they 
could pick up enough of that “rest- 
ful shade of green” to make a go 


of Ivy. 
From the confines of a one- 
room “suite’—no larger than 


10x15’, paid for by swapping two 
pages of space for summer ac- 
commodations—a group of hard- 
plugging undergraduate space 
salesmen is canvassing New York 
and its environs. Aim: to con- 
vince advertisers that Ivy’s read- 
ership, principally among the 
eight Ivy League colleges, is a 
“rich” market, ripe for advertisers. 

(One of Ivy’s salesmen was us- 
ing the word “rich” in his sales 
pitch, but he has since been “clued 
in” by the brass that the maga- 
zine’s market is better described as 
“wealthy.”) 


® Inundated under a mound of 
tennis rackets and a varied as- 
sortment of sporting equipment, 
business files, couches and cots, 
the summer salesmen of Ivy con- 
duct their far-flung sales opera- 
tions prior to their return to their 
respective campuses, from Dart- 
mouth to Princeton and Pennsyl- 
vania, embracing also Harvard, 
Yale, Columbia, Brown and Cor- 
nell. 

Space in “summer sales head- 
quarters” has become so tight— 
often a house count finds six or 
seven fellows bedded down—that 
only last week, when one of the 
boys was attempting to take a 
shower during business hours, he 
almost wrenched an ankle on en- 
countering a cot in the shower 
stall. 


® Ivy has been in business since 
the spring of 1956, when it was 
organized by a group who were 
members of the Yale News, the 
undergraduate daily. The plan 
was to make it a Sunday supple- 
ment to go with Ivy League un- 
dergraduate dailies, until the idea 
died because of lack of support. 

Ivy, in magazine format, first 
appeared in the fall of 1956, and 
it was published semi-monthly 
during the past school year. While 
continuing the semi-monthly 
schedule this fall, Ivy plans to go 
monthly, beginning Feb. 1. 

Founded by five Yale students, 
Charlie Trippe, George Hutchin- 
son, Henry Von Maur, Howard 
Gillis and David Bowman, all of 
whom have since been graduated, 
control of the book is lodged with 
each new senior directorate. The 
book is circulated free to 20,000 
rooms in undergraduate dormi- 
tories and fraternities in the Ivy 
League and at Massachusetts In- 
stitute of Technology, and in addi- 
tion claims a paid circulation of 
10,000, concentrated in New Eng- 
land colleges. 


® The magazine has serious mo- 
ments as well as humorous over- 
tones. Story material ranges from 
a Smith undergraduate’s view of 
the Ivy League to a discussion of 
campus politics at a New England 
school as opposed to campus pol- 
itics in the Big 10; tips on travel 
and fashion; and Dartmouth’s re- 
cent decision to go from a tradi- 
tional two-semester system to 
three semesters. The magazine 


has a high quality format, with 


extensive coverage of the Ivy col- 
leges. 


= Ivy had a good year in 1956- 
1957, according to Robert (Rob) 
Shackelford, president and pub- 
lisher of the magazine. “We 
wound up last year with $30,000 


in the tili—pretty good for a book | 


in its first year,” commented the 
20-year-old Yale senior, who also 
is advertising manager of the 
Yale News. 

“But this year we're gunning 
for considerably more advertising 
volume—about 20% more than 
1956’s $50,000 in revenue,” he 
said. “This is principally why we 
opened the sales office here in 
New York.” Despite the good year 
just past, he said, the book wants 
to pick up “lots more” consumer 
advertising, not only a “heavy 
diet” of institutional ads. 


any profits, the dough has been} 


used to throw a party. And even 
when we haven’t had any cash, 
we've known the value of space— 
we've traded some of it for a 
‘ball,’ as we did for four days 
of skiing last winter at Big Brom- 
ley,” Rob said. 

The New York office was 
opened to line up as much busi- 
ness as possible before the be- 
ginning of the school year. The 
b&w page rate has been dropped 
from last year’s $680 to $550, Rob 
said, as a means of inducing addi- 
tional new business. He said this 
seems to have done the trick. Ivy 
already has sold almost half of its 
$60,000 advertising quota for the 
coming publishing year—a figure 
which is more than double space 
sales at this point last year. Av- 
erage size of the book will be 
about 48 pages; last year it ran 
about 34. 

“Ivy has a strong market to 
sell, and we know it,” Rob said, 
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“Actually, when we have shown, “but the problem is, we, as un- 


dergraduates, are selling to pros, 
and we're having difficulty in 
convincing people. Too often, ad- 
vertisers and agency men say, 
‘What are you selling—a com- 
mencement program?’ ” 


® Ivy staffers have been learn- 
ing much of the sales game by 
ear, and they’ve been sharpening 
their sales pitch. No longer do 
they talk about “our audience.” 
Rob says it is now “our market.” 

“The sales pitch no longer goes, 
‘Sir, I have something that will 
interest you.’ Now we hit fast 
with a well-outlined sales pitch 
from readership through buying 
power of our market. You begin 
to learn one whack of a lot while 
pounding agency and advertisers’ 
doors,” Rob said. # 


Hotel Assn. Creates Mort 
Awards for Ad Programs 

The Hotel Sales Management 
Assn., New York, has created 


awards for advertising and pro- 
motion programs by member ho- 
tels. The awards (dubbed “Morts” 
after the association’s president, 
William Morton, 2nd vp of adver- 
tising of Sheraton Corp.) will be 
presented in six categories of ho- 
tel promotion. The six categories 
are food, room business, beverage, 
function room business, conven- 
tions and _ resorts, with two 
awards in each category—one for 
hotels of 150 rooms or fewer, one 
of 151 rooms or more. 

The entries must be submitted 
by the individual hotels; the 
deadline is Oct. 15. The awards 
will be made during the 30th an- 
nual HSMA convention in Wash- 
ington, Nov. 22-26. 


Broeg to Consolidated Foods 

Heloise Parker Broeg, Boston 
journalist and home economist, 
has joined Consolidated Foods 
Corp., Cambridge, Md., as direc- 
tor of the new consumer service 
department. 


CENTRAL AND SOUTHERN ALABAMA is big. It’s rich. It’s 


Mark this market 


your list! 


important to you because it is the home of more 


than 1,000,000 people — one-third of Alabama’s 


population and retail sales! 


You reach Central and Southern Alabama only 
through WSFA-TV. You cannot cover it with any 


Populgtion EE ee ee Te ey ae 1,093,100 
CE csi eadcaedsddeaks $ 741,637,000 
Food Store Sales................. $ 184,927,000 
Es 5 00 baw oesubeutes $ 21,859,000 


other TV station or combination of stations! 


Mark Central and Southern Alabama on your list 


... and buy it with WSFA-TV! 


The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 


WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 


* Does not include 3 Georgia and 3 Florida bonus counties 


Effective Buying Income.......... 


WSFA-TV’s 35 Alabama counties * 


Source: Sales Management Survey of Buying Power 
May 1957. 
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Pan-American Life 
insurance ae 


DOLLARS 


TEASER—On Aug. 12, the Pan-American Life Insurance Co., New Or- 
leans, began putting up a giant billboard at the site atop the Loew’s 
State Theater in downtown New Orleans. The painters completed 
the job in three stages over a two-week period and at the end of 
each stage six-foot dummies were rigged in various positions to ex- 


LIFE INSURANCE IN FORCE 


Hawaiian Pineapple 
Finds Market for 
Pineapple Stumps 


San Jose, Sept. 17—If Ameri- 
ca’s breweries in the next few 
years start advertising “we guar- 
antee our beer not to be cloudy,” 
the nation’s beer drinkers can 
thank the Hawaiian Pineapple Co. 

And Hawaiian Pineapple will be 
thankful that it has found a com- 
mercial use for the stumps of 


| |some 300,000,000 pineapple plants 


which the company grows each 
year in Hawaii. 

Arthur D. Little Inc., industrial 
research consultant, has just re- 
ported to Hawaiian Pineapple the 
discovery that an enzyme called 


cite public curiosity. At the end of the first stage, a dummy was left |“bromelain” can be produced from 
hanging by its feet dotting an “i.” Then, one dummy was seated on|the pineapple stumps. 


another’s shoulders “painting” a letter. The board was completed 


Aug. 26, the day the company reached its goal of $1 billion of life|" Potential uses for bromelain in- 


insurance in force. Bauerlein Inc., New Orleans, is the agency. 


clude chill-proofing of beer to 
eliminate cloudiness, commercial 


ALABAMA 


WSFA-TV 
MONTGOMERY 


Channel 12 NBC/ABC 


meat tenderizing, and, in bread 
baking, to shorten dough mixing 
time. 

The enzyme also is being con- 
sidered for application in cheese 
making, leather processing, textile 
production, removal of protein 
stains on clothing and as a flavor 
extender in foods such as choco- 
late. 

Pineapple by-products already 
are being used in a score of com- 
mercial applications and Hawai- 
ian Pineapple now markets more 
than 15,000,000 pounds a year of 
pineapple bran, made from dried 
pineapple skins. + 


Standard & Poor's 
Makes Second Test 
of Spot Radio, TV 


New York, Sept. 19—Standard 
& Poor’s Corp., investment advi- 
sory organization, launches its 
second test of spot radio and spot 
tv in mid-October. First tests for 
this unusual advertiser in broad- 
cast media were conducted on a 
limited scale last summer. 

The radio and tv spots will con- 
tinue for three weeks, promoting 
Poor’s Investment Advisory Sur- 
vey, a weekly financial publica- 
tion. Although only a portion of 
those reached are expected to be 
potential customers for a publica- 
tion costing $65 a year, the com- 
pany feels it can get enough 
“wheat out of the chaff” to make 
the advertising pay off. 

Markets to be used are Boston, 
Chicago, Los Angeles, New York 
and Philadelphia. Edwin Bird 
Wilson Inc. is the agency. # 


firm invites your patronage. 


NS ae 


Singleweight ramen | 5x7 8x10 
glossy $ 2.75 $ 4.00 
prints 30 4.50 6.00 
100 8.00 9.50 

250 17.50 22.50 

tose aes 42.50 

. 75.00 

Negotive 1.15 1.65 


Cue GLOSSY PRINTS 


ey MATIC | 


59 E. Ilinols St., Chicago 11, Hl. 
Whitehall 4-2930 
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Starts PR Ad Program 

An advertising campaign to in-| 
terest American companies in pub- | 
lic relations has been launched by | 
Universal Public Relations, New 
York. Public service and institu- 
tional themes will be used, with 
ads currently running in Industry, 


Lippman Joins Atlantic 
Bernard Lippman, formerly in 


the production department of Dan-} 


cer-Fitzgerald-Sample, has joined 


| the sales and contact service staff 


of Atlantic Electrotype Co. & Ster- 
eotype Co., New York, a division 
of Rapid Electrotype Co. Previ- 


* 2 Sagem... 


Massachusetts Chamber of Com- 
merce Magazine, New York Her- 
ald Tribune, New York Times and 
the Wall Street Journal. 


ously he was head of production 
and traffic for the Chesterfield ac- 
|count at Cunningham & Walsh for | © 
'14 years. * 


Have you made this important discovery 


% went Porronal A, 5 
Ae Pa Pa men 


Financial Audiones : 


Management executives travel hundreds and thousands of 
miles to address important groups of financial leaders. It’s a 
ready acknowledgment of how important it is to make the 
Company’s status well known. “Personal appearances” such 
as these necessarily are infrequent. But by appearing in 
Barron’s regularly, your Company advertising does a similar 
job... and does it on a systematic basis. 


Marks 


Armstrong 


: Gibbo 
Barron’s gets to the men others look to for advice. Among ~<a 


key financial people, Barron’s is the preferred financial pub- 
lication ‘They say they read it more regularly, consider it more 
useful.* That’s why your advertising dollar in Barron’s travels 
farther and wider, buys you more impact right at the Point of 
Influence. Advertise in Barron’s, where 85,973 subscribers 
seek information—the kind you’d like to impart—before 


cago, international chairman; 


AAAN ELECTS—Shown here is the board of directors 
of the Affiliated Advertising Agencies Network 
elected at AAAN’s annual meeting (AA, Sept. 9). 
They are Alex T. Franz, Alex T. Franz Inc., Chi- 
Virgil A. Warren, 
Virgil A. Warren Advertising, Spokane, immediate 
past international chairman; John B. Gibbons, Gib- 


Advertising Age, September 23, 1957 


rs 


aa. 


ae oie martes = 


Greenlee Selders Wessinger 
Alexander 

bons Advertising Agency, Tulsa; T. G. Armstrong, 
Armstrong Co., San Diego; Gordon W. Marks, Gor- 
don Marks & Co., Jackson, Miss.; John F. Greenlee, 
Cline Advertising Service, Boise; David V. Selders, 
Selders-Jones-Covington, Kansas City; Lewis H. 
Wessinger, Foltz-Wessinger, Lancaster, Pa; D. M. 
Alexander, AAAN executive secretary, Spokane. 


Warren Franz 


making investment decisions. 
NTA Drops Barter Operations | 

National Telefilm Associates, | 
New York, tv film producer-dis- | 
tributor, which has been involved | 
in bartering tv films for spot an- | 
nouncements on tv, has decided to 
discontinue barter operations. Oli- 
ver A. Unger, exec vp, said “barter 
deals downgrade values of both| 
film and station time and are de-| 
trimental to the entire television 
industry.” NTA was involved in 
an unsuccessful attempt to obtain 
spot time in more than 100 mar- 
|kets for Exquisite Form Brassiere 
via barter recently. 


King’s Vat Scotch Bows 


Standard Food Products Corp., 
New York, importer, will intro- 


Get to the Financial Community 


wows BARRO 


++. where advertising, too, is r 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


NEW YORK CHICAGO 
50 Broodwoy 711 W. Monroe St. 


BOSTON 
388 Newbury St 


LOS ANGELES 
2999 W. 6th St 


breaks next week. Emil Mogul Co., 
New York, is the agency. 


scotch whisky, next month with an 
advertising campaign in New York 
in beverage publications, New 
York dailies and Cue. Ben B. Bliss 
Co. has been appointed to handle 
the campaign, which will be ex- 
tended into other markets in Jan- 
uary, when a larger supply is 
expected to be available from 
Scotland. 


Federal Cigar Names Rockmore 

Federal Cigar Co., Redline, Pa., 
has appointed Rockmore Co., New 
York, to handle its entire line. A 
test campaign will be launched 
next month in about 10 major mar- 
kets, spotted across the country, 
|for the company’s Red Dot brand. 
Radio and print media will be 
used. Rockmore is Federal’s first 
agency. 


Gradiaz, Annis Goes National 
Gradiaz, Annis & Co., Tampa, 
will switch from regional to na- 
tional advertising this fall, with | 
insertions in The New York Times |Keyes, Martin Adds Two 
Magazine, The New Yorker and| Keyes, Martin & Co., Newark, 
the Wall Street Journal. A three-|has been appointed to handle ad- 
month campaign, including ads in | vertising for Stainless Food Equip- 
five metropolitan New York dai-| ment Co. and Resin Research Lab- 


‘duce King’s Vat, a new brand of 


lies and a merchandising program, oratories, both in Newark. 


TySEMENTS 
mG sTock FOR * = 
PROOFING 


... are your ads Identical Twins? 


Do Your Ads Print in the 
Publications as they Look 
in the Proofs? 


Ask the people who print your ads . . . 
ask the publications . .. about the 
printing quality of kn engravings. 

kn produces engravings which equal 

or excel any in America today! 


(photoengnouero 


KIEFFER-NOLDE 


160 East Illinois, Chicago « DElaware 7-5500 
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RIVER FRONT meant mart and meeting 
place when packets ran the river in all their 
gingerbread glory of white paint and gold. 
Here gathered merchants and steamboat cap- 
tains, proud lords of the river; roustabouts, 
mud clerks and dandified pilots; Indians, 
guides, scouts, settlers and trappers from 
the shining mountains; bullwhackers, plains 
freighters, stage drivers and dusty traders 
from the Santa Fe Trail. The tawny flood 
of Big Muddy was the lifeblood of the river 
towns before the railroads came, a teeming 


highway of westward expansion. 


“Here, where the Missouri after pursuing her southward 
course for nearly 2,000 miles, turns eastward to meet the 
Mississippi, a large commercial and manufacturing com- 
munity will congregate, and less than a generation will see 
a great city on these hills.” 


Sen. Thomas Hart Benton, May, 1853 


Whur Neus West The Missouri River explains 


Kansas City. Kansas City was built at a mighty elbow on its banks 
to take advantage of its flow. River barge and steamboat were prime 
factors in Kansas City’s early development. Today huge tonnages of 
grain, grain products and steel and iron articles move up and down 
the Missouri by barge. And for thriving Kansas City industry, the 
river provides an inexhaustible supply of precious water—an asset of 


paramount importance. 


BE WATER—a facet of Kansas City Leadership 


“liut hewmen: Lok eae Glen ae 


the Newspaper That Grew Up With the West 
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DRUG ADVERTISERS 
NEED THE “‘MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 51/4, million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 

Los Angeles Evening 


HERALD - EXPRESS 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


(Continued from Page 2) 
ought to be forced into classifica- 
| tions which do not reflect it fairly, 
land “certainly these classifica- 
| tions cannot be dictated by any 
jone publication to the disadvan- 
|tage of the other.” He also said 
| that since business and courts ac- 
|cept CPA audits, it seems “eva- 
|sive to withhold full recognition 
bes CPA circulation audits as reli- 
lable . . . at least so long as these 
|reports are based on uniform def- 
| initions.” 
| 


. Harrison M. Rainie Jr., vp of 
Stewart, Dougall & Associates, 
told NBP that motivation research 
can be profitably applied to the 
operation of business publications 
in these ways: 

e 1. To measure the effectiveness 
of editorial copy. 


Publication Isn't ‘Unaudited’ If It 
Has CPA Audit, Professor Tells NBP 


e 2. To measure the effectiveness 
of advertising. 

e 3. To select the best sales ap- 
proaches for publication salesmen. 

Mr. Rainie warned that motiva- 
tion research has its pitfalls, and 
said candidly that his company 
finds “many things about current 
practice which we deplore. And 
there are many which we ap- 
plaud. 

“We are neither shocked nor 
impressed by the fact that some 
of its leading opponents are slaves 
to the Freudian complex. What 
does shock us is that a valuable 
tool of our business can be so ill- 
used in unexpert hands that it 
sometimes chips away its poten- 
tialities to the mumbo-jumbo of 
medicine men.” 


s A strong pitch for more inter- 


IS YOUR PRODUCT TAGGED FOR MORE SALES? 


McCall’s Use-Tested Tag is one of the busiest, 
most realistic selling aids you can have in your 
arsenal today. 


Here’s how it helps move your product at the 
point-of-sale: 


e It gives feature-by-feature endorsement of 
the use values of your product by authorita- 
tive homemakers .. . the Editors of McCall’s. 


e@ It gives specific reasons to buy ... not a vague 
general endorsement. 


@ It tells consumers how to choose the best 
product to suit their needs .. . in friendly 
terms they easily understand. 


e It provides retail salesmen with convincing, 
friendly “sales-talk” material . .. based on 
actual use-testing of your product. 

e It enables you to do a double selling job... 
... selling the use values of your product to 

shoppers at the point-of-sale. 
. and closing the sale with millions of shop- 
pers already pre-sold through your ad in 


McCall’s. 


For more information on how McCall’s Use- 
Tested Tag can help you sell more... see your 
McCall’s representative, or write to Use-Tested 
Tag, c/o McCall Corp., 230 Park Avenue, New 


York 17, New York. 


MeCalls 


The magazine of Togetherness, reaching more than 5,000,000 families. 


Advertising Age, September 23, 1957 


nationally oriented publishers was 
made by Arthur A. Kron, exec vp 
of Gotham-Vladimir Advertising. 
Reviewing the growth of Ameri- 
can exports, and emphasizing the 
importance of raising imports to 
maintain those exports, he asked: 
“If you get a request for space 
from a foreign producer, will you 
accept it? If good editorial pro- 
cedure indicates the desirability 
of some stories and some informa- 
tion on foreign products, will you 
publish them? If the answer is 
yes to these two points, will you 
go after foreign business, instead 
of waiting for it to come to you?” 
Mr. Kron said it is “inevitable” 
that foreign advertisers will in- 
creasingly appear in U. S. busi- 
ness papers, and that publishers 
not set up to interest people 
abroad in their publications’ use 
“will be missing future income.” 


® The subjects discussed in the 
session ranged from merchandis- 
ing (where Edward D. Russell, 
exec vp of the Merchandising Ex- 
ecutives Club, New York, warned 
that business papers were missing 
big budget advertisers because 
‘ey didn’t combine to tap large 
promotional funds) to circulation 
responsibilities of editors—(where 
Lawrence L. Brettner, circulation 
director of American Aviation 
Publications, said crisply: “Again 
I beg editors, come off it and 
come off it fast . . . Stop playing 
the role of the second coming of 
the Messiah. Perhaps NBP should 
start instructional courses in how 
to get an editor out of his tow- 
od 


e In a merchandising session, 
Philip K. Wallach, advertising and 
merchandising director of H. K. 
Porter Co., contended that the real 
job of selling the business paper 
field can’t be done until the 
breach between Associated Busi- 
ness Publications and National 
Business Publications is mended 
—You’ve got to clean your own 
house first,” said Mr. Wallach. 


e In the same session, Schuyler 
Hopper, who heads his own Nev. 
York agency, advanced these in- 
genious uses for reprints: In trade 
shows, as blowups; in mailings to 
the trade; in reproduction in client 
house organs and annual reports; 
attached to responses to ads cul- 
tivating leads; in user manuals; 
and for use by customers, in mail- 
ings to their customers. The point, 
Mr. Hopper emphasized, is getting 
more mileage out of art and pro- 
duction costs, which often bulk so 
large beside the original cost of 
space. 


e David B. Arnold, partner and 
media director of Gray & Rogers, 
Philadelphia, told NBP he buys 
business paper space for these 
four reasons concentrated 
coverage, custom-made _ editorial 
content, readership and economy. 
Gray & Rogers bought 2,000 pages 
of business paper space in 1956, 
or more than $2,000,000 worth. He 
noted that some $500,000 is now 
spent in advertising and editorial 
readership research in business 
publications, and commented that 
he regards business papers as es- 
sential—“Where else could you 
earn what they tell you?” # 


Auto Makers Assn. Names 
Williams Director 

The Automobile Manufacturers 
Assn., Detroit, has appointed Har- 
ry A. Williams managing director 
to succeed William J. Cronin, who 
will retire Nov. 15. Mr. Williams 
has been the association’s public 
relations director since 1952. 


Wick Joins McCann-Erickson 

Foster L. Wick has joined the 
account service staff of McCann- 
Erickson, Chicago. He formerly 


|was on the advertising and public 
relations staff of Humble Oil & 
Refining Co., Houston, and with 
the McCann staff in New York. 
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Empathy in action for the Hudson Pulp & Paper Corp. 


ro | That Hudson two-ply —— cs 
stuff sure comes in —as 
pretty colors—but do I 
have to wear it, too? 1UD aU 


HUDSON ™ 
NORMAN, CRAIG & KUMMEL Inz., Advertising Agency for: 


Chanel Inc., Colgate-PalmoliveCo., | Hudson Pulp & Paper Corp., | Maiden Form Brassiere Co.,Inc., Pabst Brewing Company, Ronson Corp., 


Schenley Industries Inc., Seeman Bros. Inc., Selchow & Righter Co., Speidel Corporation, Warner-Lambert Pharmaceutical Co., Willys Motors Inc. 


® 1957 N. C.K 
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IN LOS ANGELES THEY SAY 
“TIMES, FIRST OF ALL’ 


*Breakfast 
Foods and 
Cereals 
Advertisers 
place 61.0% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Media Records, Ist six months of ‘57.) 


Proven media are “musts” for the 
highly competitive breakfast foods and 
cereal business. Principal ingredient of 
its success formula in Los Angeles is 
The Times, leader in 95 of 114 Media 
Records’ classifications. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


Advertising Age, September 23, 1957 


: Merchandising Ideas 


| Goss Shows Color Pages 


tion developed by Venus Pen & 


e A convenient, compact device | Pencil Corp. and McGregor Don- 


| for quickly showing the pages on 
which color may be placed in a 
newspaper will be distributed by 
Goss Printing Press Co. at the 
second annual R.O.P. Color Con- 
ference in Chicago Sept. 22-25. 
|Goss points out that placement of 


, \color is dependent, of course, on 
the press facilities, such as half-| 
) |decks, single color cylinders, re- 


versings, etc. Called the Color-Q, 
|the slide chart indicates key and 
|companion color pages, and alter- 
|nate companion pages for varying 
|section combinations in newspa- 
| pers up to 96 pages. 

| The Color-Q combinations in- 
|clude both barred and straight-in 
|web arrangements. The chart also 
shows companion pages on which 
color may be printed when using 
either full rolls or half-rolls. 


Shoe Co. Offers Cutouts 

e The Friedman Shelby division 
of International Shoe Co., St. 
Louis, is merchandising its spon- 
sorship of the “Terry & the Pi- 
rates” tv series in some 40 mar- 


TIEIN CUTOUTS—These cutouts are 
being given away by the Friedman 


sorship of the “Terry & the Pirates” 
tv series. 


kets around the country with 
giveaway cutouts of Terry, Hot 
Shot Charlie, Dragon Lady, Bur- 
ma, Chopstick Joe and a sponsor 
identification Red Goose decked 
out in flying cap and scarf. The 
program series and cutout promo- 
tion is timed to coincide with 
| back-to-school buying _ period, 
Thanksgiving and bad-weather 
|buying trends. D’Arcy Advertis- 
|ing Co., St. Louis, is the agency. 


Shirts and Pencils Team Up 

e Venus and McGregor are going 
back to school together in a “pen- 
| cil striped” back-to-school promo- 


SCHOOL MATES—McGregor 


| fall, 


|Shelby division of International} 
Shoe Co. as a tie-in with its spon- | 


shirts 
}are teaming up with Venus pencils 
in a back to school promotion this 


\iger Corp. The design of the Mc- 
Gregor shirt fabric was created 
to match the depth of marking 
produced by the various degrees 
of lead hardness of Venus pencils: 
No. 4 degree for fine striped, No. 1 
degree for broad, bold stripes. A 
Venus Velvet pencil has been 
tucked away in a specially created 
pocket of every McGregor “pencil 
stripe” shirt. Men’s shops will 
feature counter merchandisers 
containing Venus pencil dozen 
packs and McGregor “pencil 
striped” shirts under copy titled— 
“McGregor pencil stripes inspired 
by Venus.” 


Bank Distributes Dime-Saver 

e Mercantile Trust Co., St. Lou- 
is, is distributing a new “dime- 
saver” folder to boost savings de- 
partment deposits. Soft green in 
color, the folder is die-cut in the 
shape of the bank, with pictures 
of dimes piled up, cloud-like, at 
the top. The back of the coin saver 


reminds readers of Mercantile’s | 
motor banking services. The bank | Repass Stresses Parsimony 
reports the giveaways have re-|e “Join the circle of penny pinch- 


sulted in a number of new ac- 
counts. 


Record Boosts AFA Confab 


e To drum up interest in the El 
Paso convention of the 10th dis- 
trict, Advertising Federation of 
America, set for Sept. 26-28, the 
Advertising Club of El Paso sent 
a recording to all the clubs in the 
district. The record, “Ad Club 
Convention Preview,” through the 
voice of McGoo, cartoon charac- 
ter, tells adclub members what 
will be in store for them at the 
meeting. 


Editors Receive Tiny Edsels 

e Television editors and coilum- 
nists of daily newspapers around 
the country recently received a 
“summons for traffic violation” 
attached to a shiny new Edsel au- 
tomobile, 8” long. Nature of the 
violation, the summons read, was 
“blocking traffic on all other tv 
channels by teaming Bing Crosby 
and Frank Sinatra live on the 
Edsel Show.” Time: Sunday, Oct. 
13, 8-9 p.m., EDT; Place: “The 
Edsel Show”—CBS-TV. Arresting 
Officer: Albert P. Weisman, pub- 
licity director, Foote, Cone & 
Belding, Chicago. 


I've Told You 
a Thousand Times, 


| 


If I've Told You Once, 


We can't afford to skip Cascade. It's the biggest 
TV buy in the West and let's not forget it, man! It's 
BIG and it’s BASIC—one of the top 75 markets in 
the entire nation. A four-station network with three- 
state coverage. An exclusive TV market of more 
than half a million with nearly a BILLION dollars 
to spend annually. Now really, Smidley, isn’t it 


obvious? 


~ 
| 
boee -_ ee mala ana. aan 


CASC 


oe 


3 a> 
Le, ee 
Pe ee ND 


ADE 


BROADCASTING COMPANY 
a©@® B&B 


NATIONAL REP.: WEED TELEVISION 


a 


Toros |) _ Boney 1, 2a CMe a ocr) TArSE Ee Me een aR. I ee | | a ny) eee eres ee ee aie ee ee eee ee 
“ se Miao. fae CIRO Neer ee 5 reer As is en) = a. eee at Oe ae ig are Ca MOEN, Feat ges . e Bo Ne, ee ee ia =o 
a a : ie as eee ee eer i te ale a oe jp eee: yee eee ips a ese, Ne: ee. ee een 
a ol.) ees Sen rata pc al s eee ee oe Seer He's wat mais ok ee Pe ea pat Pee oe Le ON os ame e oe Ses, ey ae ee: sae ion cea ; 
fo ee Seo : leak ANE ee EOE ee ae ee 2 Oar ee Bett ci EE eae nese ST eee eS ape ae beh ef i per eae pei et a ae ar. eas a te eee : 
a Se ee ee ee ee es 
o eC 
ee 
— ee a sesiaeniataaeniaies : eet ee oo bo imataer a aie 
; be - a 7 } 
’ =] ’ 
>» ’ : 
: ~~ a : 
“= z ae a 5 ee ee ' 
sow ‘ Bisa : = me 
ee. of gare - : z he 
a 9 — a oe " ; , 
y y = Pe i, on Pa me Y 
; Se Seon aaa \ 
. a | 
ie a As SO ae 
tae 3 : as 
* he. a ’ 
i Yr : cis Sia “ea \ 
: ia ng 5 pie pe Pe os a set i 
a sd (eee Lo . — 
a eae vs : 
» =a “ | 
a cx ay | 
gr a # wae 
oy >. w - o> a 
, i. a Sc Ne 
a ™ ee , - i 
; rf: Ba as a Red wil 
7 ‘. : . \ ® ‘ei : 7 ee | 
i ‘ EEE Se ae ee ee eT cee 
oe 
: : | AND THE PIRATES * 
2 ; ‘ BE SRE PO ACW IE 4 } 
; sf Cone i 
Exe AG BR OEY oa ; 
f ’ } a Mt Oe mL es ee ee - N A \ 
, ie CU m@o age 
‘ a | DRAGON ¢ J % 
" si 8} cacy 3 : og 3 
. ; a pry Yap . 
: pean ee ; 
att as sey ; i “gg 
: Bi wd < e i 
% tee ‘ie | y om a 
% 4 wd : gurRMA ow... Pip to, hee * 
is ey oat OE me mtn : 2 . 29 \< 1% 
- , oor mati eth at Xa, rR = 7 : “ r 
E ae Brie ‘ — — 
s = Lig: be A # am * % Pan on ee - 
a ze ie | er gee er een ee : , " " 
2 i | KIMA-TV h™ 
F a ti Yakima | f = 
Pu ” 2 oe ECTS | , 
oh * —— a 
Ss | ; KEPR-TV | Be: 
= ; i Pasco t 
" ° 7 
3 ‘ : % | 
e : : x 7 a a ee saver ; 
* . F KLEW-TV ~.. 
‘e a1 ‘ I! Lewiston | 
- x ‘ 4 * 
; SEE 
; : x cy = ec a 
e ‘ | * - 5 
: 4 pater. ee ee 
| (/KBAS-TV hi 
| ee ae ) 
oy = | “ore j pe. "Yn 
; — - ZR V4 oD 
——_—— eo = EPH 
AWS | mara 
‘Bi , sabi - ~ 
} Wit y ey “eo 
; AE 27 Hf ad 4 
‘ He \\\\ AZ, |e > 2 ; 
Bhi TE GATE | ATO d 
2 F + i] nid | Hi i eS CO ws * 
7 _. Hi = ae i 
" ; H Zz " 4 
; Pe lf I i fj OREGON “sf 
; — Ff LoS 
|G re ae x ° 
if ie ate ; 
i Pheeeeegele ': if Hi i é 
anne Hii { Parties 
DCE a 
ULL | 
tk 4 f | ¥ 
mle ee 
ee | 
eee 
; me 
a eae ng Merce sy cee hy faa scoala) PRO 0 3, ee oe on ee er aes Poe. Seo 
WE iin cereal "ert } ; Ress ies = a8 » - ee ee ae ease aie Ses: es ieee i ; . ms ” rm baie : a Oi 
OES ig eis : : ane ae 7. Bp a ee nee ee ee ae omen es a eee : , oe ‘ 
ae oo ese trata. ae i : i ; : see wad ee er Pe a alae el dr iit oe a a an aS ies Pe ee Ns, ee one oo Oa ee par ieee eat ts 
gee te Ee : lie ee ee ed me : pi em ioetde a Sante) Be ei. es a, ae SAE BAO en? ae oe ee i eg St eg ae a ete ea i eae Be Ae eae ee 


ger ee ewer 


ee 


f 
| 


Advertising Age, September 23, 1957 


TRICORNY—Just a couple of “Green Mountain” boys, Ernest Raasch 

(left) and David McMillin, ad manager and sales manager, re- 

spectively, of Joseph Dixon Crucible Co., inspect the Ticonderoga 

pencil ad running in the Sept. 7 issue of The Saturday Evening Post. 

They’re modeling Ethan Allen tricorn hats being sent to stationery 

dealers to promote the ad. George N. Kahn Advertising is the agen- 
cy. 


ers,” began a direct mailer sent 
recently by Repass Letter Service, 
Chicago. The mail piece invited 
recipients to “save money on of- 
fice forms” by letting Repass do 
them from paper plates at a sub- 
stantial savings over conventional 
methods. To emphasize its par- 
simony theme, Repass pasted a 
new copper penny in a bold black 
circle on the circular. 


Holcomb Joins 
Kudner Agency on 
‘Special Assignment’ 


New York, Sept. 18—Charles A. 
Holcomb, formerly president of H. 
B. Humphrey, Alley & Richards, | 
has joined the Kudner Agency,| 
where he will be on special assign- | 
ment to the president. Mr. Hol- 
comb, earlier this summer, figured | 
prominently in the switch of the 
General Telephone account from 
the Humphrey agency to Kudner 
(AA, June 17, July 1). 

Mr. Holcomb, who was account 
supervisor on General Telephone 
at Humphrey, resigned from that 
agency shortly after it lost the $1,- 
500,000 account. General Tele- 
phone named Kudner as its agency | 
July 1. ApvertTisInc AGE reported | 
at that time that Mr. Holcomb was | 
expected to join Kudner. 

A Kudner spokesman said Mr. 
Holcomb’s joining the agency had 
nothing to do with its getting the 
account. “He came with us because 
of his stature and ability,” AA was 
told. “Mr. Holcomb is a _ well- 
grounded, all-around advertising 
man, who fits well into our pic- 
ture.” # 


Swinging Beer Ad a Hit 

What started out as a 20-second 
musical radio and tv spot has blos- 
somed into a full jazz composi- 
tion while still selling Bub’s Win- 
ona, Minn., beer. The original 
music for the spot was written 
by Herb Pilhofer, Minneapolis 
jazz maestro. When the _ tune 
caught on he expanded it to a 
four-minute piece which has the 
jazz enthusiasts tapping feet. The 
20-second spot is also selling a lot 
of beer, the Winona brewer re- 
ports. Kerker, Peterson, Hixon, 
Hayes, Minneapolis, is the agency. 


Triangle Shifts Execs 

Ben B. Baylor Jr. has been 
named station manager of WNHC- 
AM-FM-TV, Hartford, Conn., in 
one of several administrative ap-_| 
pointments made by Triangle Ra- 
dio and Television Stations, Phil-| 
adelphia. Frank Palmer moves to 
WFBG-AM-TV, Altoona, Pa., _ 


general manager. Joseph Zim- 
merman was named general man- 
ager of WLBR-TV, Lancaster, Pa., 
and Edward Scala becomes direc- 


AM-FM-TV, Philadelphia. 


new magazine .._. 


for all the family 


Write for informative, new four-color brochure on Together. 


Published by « THE METHODIST PUBLISHING HOUSE 
‘740 RUSH STREET ¢ CHICAGO 11, ILL. 
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A television market is more than a city 


When you use KOTV ©) Tulsa, you sell a television market whose: 


¢ Food Sales are greater than Metropolitan Kansas City. 
¢ Effective Buying Income is almost $2,000,000,000. 


« Automotive Sales are greater than Metropolitan Oklahoma City, Omaha and Nashville combined. 


Smart advertisers want to tap this market. They do it over KOTV ©) the station 
that has more viewers in the rich Tulsa market than all other stations combined. Represented by Petry. 


Sources: ARB 5/57; NCS #2; TV Mag. 3/57; Copyrighted . . . Sales Management 1957 


A C OR I NT H I A N STAT lO N Responsibility in Broadcasting 


KOTV Tulsa KGUL-TV Galveston, serving Houston®* WANE & WANE-TV Fort Wayne® WISH & WISH-TV Indianapolis , 
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MacDonald Adds 2, Elects VP 
Arthur R. MacDonald Inc., Chi- 
cago, has been appointed to handle 
advertising for Heppner Sales Co., 
Round Lake, Ill., and Great Lakes 
Solvents Inc., Chicago, midwestern 
distributor of industrial chemicals, 
aromatics and naphthas. Heppner 


is introducing a magnetic latch for 
cabinet doors in trade and consum- 
er publications and an auto speak- 
er kit to the do-it-yourself market. 
MacDonald also has elected Robert 
W. Deitz, who joined the agency 
in 1955 as an account executive, 
a vp. 


Advt. 
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Research Saved Motorola Money by 
Predicting Some Sets Wouldn't Sell 


(Continued from Page 2) 
more emphasis should be placed 
on finding out what the existing 
products do not have—what por- 
tions of the market are not being 
completely served.” 


®s John M. Shaw, assistant vp, 
merchandising department, Amer- 
ican Telephone & Telegraph Co., 
told the conference how the Bell 
System guessed wrong by not util- 
izing market research. 

He related that when the deci- 
sion was made to bring out color 
telephones, “a market survey to 
determine what those colors 
should be was considered.” How- 
ever, this idea was rejected in 
favor of relying on the advice of 
color experts, who recommended 
eight colors. 

After several hundred thousand 


of these color phones were in- 
stalled, Mr. Shaw continued, “we 
began to get rumblings of desire 
for colors not in the line. At this 
point visits were made to several 
thousand homes in some 70 cities, 
applying sound market research 
techniques. 

“We found not only that several 
of the most wanted colors were 
not in our line, but that if we 
wanted to get more telephones 
into American homes, we had to 
think in terms of coloring and de- 
signing them to fit the specific 
requirements of each living space. 

“The housewives, we found, not 
only knew what colors they want- 
ed; they had .very positive ideas 
on the subject. Light pinks and 
blues were wanted in bedrooms; 
light grays in the living room; 
whites and reds in the kitchen. 


CHAMPION Sets the Pace in Papermaking 


2000 pounds of quality paper— 


lifted with his little finger 


At Champion’s Ohio Division it takes only the press of 
a button to hoist heavy rolls of paper high in the air 
and stack them on the rewinder platform. This auto- 
matic control enables one man to easily handle 
unwieldy rolls of paper weighing from 1300 to 2000 
pounds apiece. Through this utilization of mass pro- 
duction methods, Champion is able to achieve peak 
efficiency as well as quality—important factors in 


Rolls of Champion's famous Colorcast® and machine coated papers 
are stacked and prepared for rewinding at the Ohio Division. 


maintaining its leadership of the papermaking industry. 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas, and San Francisco. Distributors in every major city. 


d@ Arazien 


symbol of leadership in papermaking 


Having manufactured and distrib- 
uted close to 5,000,000 telephones 
in the earlier colors, we are in- 
troducing the new line of colors 
this fall. Should these live up to 
our expectations, another step 
forward will have been taken in 
demonstrating the value of mar- 
keting research to management.” 


= James E. Sayre, manager of 
market research for the Barrett 
division of Allied Chemical & Dye 
Corp., reported on the results of a 
survey of 150 industrial compa- 
nies. Questionnaires went to the 
heads of market research depart- 
ments and drew a 75% response. 
The survey showed that the 
sales department leads by far in 
originating market research proj- 
ects. It was cited by 57% of the 
respondents as being the most im- 
portant source of such projects. 
In second place was the market 
research department itself, closely 
followed by the president of the 
company, then research and de- 
velopment. The advertising de- 
partment ranked fifth as an origi- 
nator of market research studies. 
Mr. Sayre said the survey also 
indicated that “market research 
departments are generally quite 
small compared to the amount of 
responsibility which they shoul- 
der.” Half of the respondents re- 
ported they had only one to three 
market analysts in their depart- 
ments; some 30% reported from 
four to six men; and the remaining 
20% had staffs of seven or more 
market analysts. The size of the 
market research department cor- 
related closely with the size of 
company. 


® Robert H. Perlitz, vp in charge 
of sales and advertising, Consoli- 
dated Foods Corp., predicted that 
personal consumption expendi- 
tures on food will soar to $84.4 
billion in 1957, compared to $80.7 
billion last year and $76 billion in 
1955. 

Mr. Periitz, who described him- 
self as a “chronic optimist,” said: 

“From an advertising stand- 
point, consumers in 1958 will lit- 
erally be bombarded night and 
day with selling messages on the 
outstanding qualities of estab- 
lished foods and amazing devel- 
opments in the production of new 
and different foods, many of them 
in direct competition with existing 
foods. Food advertising expendi- 
tures are up in ’57 over ’56 and 
will soar to alltime highs in ’58.” 


SELLING STINT WINS 
CONVERTS IN UNION 


New York, Sept. 18—F. S. Cor- 
nell, exec vp, A. O. Smith Corp., 
today told the NICB marketing 
conference how his company con- 
verted union people to advertising 
supporters. 

“Some time ago,” he said, “the 
union people in one of our divi- 
sions began to raise the hue and 
cry that we were spending too 
much money on our advertising 
and selling effort—[incurring] un- 
warranted expense that might 
better line the pockets of the peo- 
ple in our plants. 

“Our marketing director arrang- 
ed for a presentation of the entire 
merchandising program at the next 
meeting of the union officers, an- 
swered all their questions politely, 
reviewed for them what our com- 
petitors were doing—in other 
words, gave them all his problems, 
showed them his solution, and then 
asked for their counsel as part of 
the marketing team. 

“Arrangements were then made 
for the union officers to attend a 
few sales meetings, call on the cus- 
tomers, and try their hand at sell- 
ing the product. After this effort, 
the union officers made an about 
face—and began to insist on more 
advertising, more selling effort. 

“It seems to me that this was a 
good example of good human rela- 
tions at work—and helped decid- 
edly to weld the union to our com- 


mon marketing objectives.” # 
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we SWITCHED 
to FARM and RANCH 


Publication on oy, 
Using media. 
ee 


| Isolated Case?....NO SIR! 


These advertisers, too, are new in Farm and Ranch within the last year 


Abbott Laboratories (Chemical Sales Div.) State of Florida Quaker Oats Company (Feed) 
Allied Mills, Inc. Ford Motor Company (Trucks) Ralston Purina Company 
Aluminum Company of America General Electric Company (Refrigerators) Remington Rand (Electric Shaver) 
American Cyanamid Co. (Fine Chemical Div.) Haha, Inc. Reynolds Metals Company 
American Cyanamid Co. (Malathion) Hess & Clark, Inc. (Feed Products) & (Animal Health) Dr. Salsbury's Laboratories 
American Farm Equipment Sales Co. Hotpoint Company Shakespeare Company 
W. R. Ames Company Kalamazoo Vegetable Parchment Company Sioux Steel Company 
Anchor Serum Company Keystone Steel and Wire Company Southern Nitrogen Company, inc. 
4 Armour and Company (Dynofac) Knights of Columbus Swift and Company (Agricultural Research) 
7 Ben Hur Manufacturing Company Louisville and Nashville Railroad Company Taylor-Evans Seed Company 
2 Cargill, inc. (Nutrena Feeds) Maico Company, Inc. Taylor Machine Works 
Chilean Nitrate Educational Bureau, Inc. Martin Steel Products Corporation Tokheim Corporation 
Clinton Machine Company McCulloch Motors Corporation Virginia-Carolina Chemical Corporation 
Coker’s Pedigreed Seed Company Merck & Company, Inc. Walling Keith Chemical, Inc. 
Continental Motors Corporation Morton Salt Company (TM Salt) West Coast Sales & Service 
Craft Cooler Corporation 0. L. Mossberg & Sons, Inc. Western Condensing Company 
DeWitt's Turkey Hatchery, Inc. National Cooperatives, Inc. Western Electric Company, Inc. 
si E. |. DuPont de Nemours & Co. (Remington Arms) New Braunfels Textile Mills Wolverine Shoe & Tanning Corp. (Work Gloves & Shoes) 
e. Firestone Tire and Rubber Company Nerwich Pharmacal Company (Norforms) Wyler Watch Corporation 
= Flint and Walling Manufacturing Company, Inc. Pitman-Moore Co. (Div. of Allied Labs., Inc.) Zenith Radie Corporation (Hearing Aids) 


Advertisers seeking SALES to Southern farmers are 


switching to Karm and Ranch 


NASHVILLE, TENNESSEE 
More than 1,300,000 subscriber families in 15 Southern states 


Sales offices in: Atlanta, Chicago, Dallas, New York 
Sales Representatives in: Denver, Los Angeles, San Francisco, Seattle 
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OF THE 


Resor 
IN APPRECIATION—Thomas D’Arcy Brophy, who will 
retire as chairman of the board of Kenyon & Eck- 
hardt at the end of September (AA, May 27), was 
the honored guest at a luncheon Sept. 13 given by 
his fellow directors of the National Outdoor Adver- 


Strouse 


TOGRAPHIC REVIEW 


WEEK 


< 


& 


Brophy Ellis 


Paver 

tising Bureau. Shown here with Mr. Brophy are 
Stanley Resor, chairman of the board, and Norman 
H. Strouse, president, J. Walter Thompson Co.; J. 
H. S. Ellis, president of Kudner Agency, and John 
M. Paver, president of NOAB. (Story on Page 2.) 


WELLI—Coal han- 
dlers John Las- 
key and A. T. 
Anderson pause 
to contemplate a 
pretty girl posed 
aboard a Burns 
Bros. coal barge. 
It was all to 
boost Anthracite 
Week—and 
dramatize 
the cleanliness of 
the coal—with 
the crowning of 
Miss Anthracite 
of New York 
City. 


‘always plenty of hot water. 
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KITCHEN...LAUNDORY...BATH... 
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Just naturally 


go together 
{4 


“ 4% 


Rowland Sproul Carrington 
GO-TOGETHER—-Morton Salt Co. is placing three-sheet posters near 
shopping zones as a last-minute reminder to shoppers of its brand. 


Here, studying a sample poster, are Morton’s ad director and ad 


Runkle 


SALESWOMAN—Member companies of the American Gas Assn. will 

use 3,000 outdoor posters in 200 utility areas in 1958 seasonal cam- 

paigns. Julia Meade, the industry’s tv hostess on “Playhouse 90,” 

will be featured on the posters and on bus and truck cards and 

point of purchase material. The posters with utility company im- 

print will be produced by Cramer-Krasselt Co., Milwaukee; Len- 
nen & Newell, New York, is the AGA agency. 


Ackerman Wallace Humphrey 


manager, G. W. Carrington and C. R. Rowland, respectively, and 

Earl Sproul, midwestern sales manager of Criterion Advertising 

Co., whose poster sites are used. Needham, Louis & Brorby is the 
agency. 


CERTIFIED—Upon the admission of his agency to 
membership in the American Assn. of Advertising 
Agencies, Ray Ackerman, president of Ackerman 
Associates, Oklahoma City, was honored by heads 
of the city’s three other Four A’s members. Present- 


ing the membership certificate are Lowe Runkle, 
Lowe Runkle Co.; Hugh Wallace, Galloway-Wallace 
Advertising Agency, and Warren Humphrey, Erwin, 
Wasey & Co. The agency name has just been 


Kendoll Prince Bernhard deKempenaer Farner Vente Caro 


ROYAL SENDOFF—At the left, H.R.H. Prince Bernhard of the Netherlands officially opens 
the second International Advertising Conference in Europe of the International Ad- 
vertising Assn. With Prince Bernhard at the speakers’ table are George E. Kendall, 
IAA president; Jonkheer W. Van Andringa de Kempenaer, president of the Nether- 
lands Advertising Assn. and conference chairman; Dr. Rudolph Farner, IAA regional 
vp for Europe, and G. Vente, Philips Electrical Ltd., Netherlands. In the center photo 


Hayes Graebner 


changed from Knox-Ackerman Associates. 


crema 
be ; ae 3 EH FS i= xi 
oO “t wt al a , 


padopoul Cc McKeachie Wells Thomsen 


are Erwin, Wasey & Co. staff members: John Keavey and John Hayes of New York; 
Robert Caro, Walter Graebner and John Arrow, all of London. At the right, three 
men from McCann-Erickson get together with two overseas delegates during a break 
in the conference. M-E men are John Caminer, Brussels; W. F. McKeachie, London, 
and Sydney A. Wells, Frankfurt. With them are J. Papadopoulos of the Hellenic 
Agency, Athens, and C. F. Thomsen, Sylvester Hvid agency, Copenhagen, 
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% Contractors and Engineers 
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aol 


Gives Your yee the BiG Edge You Need 


eee | on size 
tors and sae Trim size 11 x 15 and type page 
Contrac . é mf . 9% x 14, make maximuim area 
ae available for impact advertising. 

E owe ee Br at eek This large page size also assures 
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standard size units. 


magazin 
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3 contractor 
circulation 


Contractors and construction 
superintendents do the bulk of 
the buying in heavy construction 
including the mammoth Federal 
road program. C&E reaches 
more contractors and their key 
employees. 


BIG editorial 
treatment 
Page size and highest editorial 
ratio permit striking layouts, 


large photos, bold heads, and 
more articles per issue, all in the 


interest of easy reading and care- 
ful attention to pertinent subjects. 
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Brand Names Names Two 
Brand Names Foundation, New 
York, has appointed Kenneth L. 
Walter, formerly senior financial 
analyst with General Foods Corp., 
as business manager, and has 
named Fred B. Newell Jr., former- 


ly with Orr’s Department Store, 
director of retail relations. 


Span Publishing Joins NBP 
Span Publishing Co., Mill Val- 
ley, Cal., publisher of Western 


tional Business Publications. 


Aduvt. 


——— 


Metal Industry, has joined Na-| 


‘Don't Bury Caesar, 
‘Disappointed TV 
Viewer's’ Ad Pleads 


New Yor«, Sept. 17—‘“Don’t 
bury Caesar. 

“Do we get Sid Caesar back or 
do we have to throw away our tv 
| sets?” 

This classified ad in the New 
| York Times last week hailed the 
| start of a one-man campaign by 
an attorney, who says he never 
j}met the comedian, to stir up 
|enough sponsor and network inter- 
est to get Sid Caesar back on tele- 
vision. 

The ad was placed by Harry J. 
Macklis, who said he was acting 
strictly as a “disappointed tv view- 
er who was bitterly disappointed 
to see Mr. Caesar go off tv with 
so much garbage remaining. 

Mr. Macklis has had a half- 
dozen phone calls and 75 letters 
from various parts of the country. 
| He hopes to interest somebody with 


Attending the 
R.0.P. conference? 


See the newest step 


in the 


development of newspaper 4-color 


reproduction. 7] G@ O Convertaplate Process 


now permits economical conversion of fine 


screen color engravings to 4 


be 


Pe ae 
> 


-color R. O. P. 


You are invited 


to discuss the 7 @ O Convert 


aplate Process in 


our suite at the Sheraton Hotel throughout 


the Conference, our offices 


Washington Boulevard, or our sales 


office in the Prudentia 


at 817 West 


ton 


1 Plaza. 


Jahn & Ollier Engraving Company 
Chicago * MOnroe 6-7080 


Advertising Age, September 23, 1957 


Spot Radio Expenditures 


Estimated Gross Time Sales 


by Product Categories 
January through June, 1957 
Ist 2nd 6 months 
Category Quarter % Quarter % Total % 
[Agriculture ooo... $ 1,291,000 2.7. $ 1,230,000 2.6 $ 2,521,000 27 
| Ale, beer and wine .... 2,902,000 5.9 3,614,000 7.8 6,516,000 6.8 
| Amusements, entertainment 240,000 5 255,000 B 495,000 =) 
| Automotive oo... 4,020,000 8.2 3,621,000 7.8 7,641,000 8.0 
| Bldg. materials, 
| fixtures, points .......... 64,000 1 661,000 1.4 725,000 8 
Clothing, accessories .... 259,000 JS 397,000 A 656,000 7 
Confections, soft drinks 699,000 1.4 1,138,000 2.4 1,837,000 1 
Consumer services ........ 2,019,000 41 1,717,000 37 3,736,000 3.9 
| Cosmetics, toiletries ...... 2,158,000 44 2,408,000 5.2 4,566,000 48 
Dairy, margarine 
NEED wullitnnicncniciens 202,000 4 219,000 8 421,000 5 
Dental products, tooth 
i, GIR. eccscsssinictins 2,487,000 5.1 1,154,000 25 3,641,000 3.8 
Drug products ................ 5,375,000 11.0 3,513,000 7.5 8,888,000 9.2 
Finance, insurance ........ 142,000 3 607,000 13 749,000 8 
Food, grocery products 8,291,000 17.0 9,170,000 19.7 17,461,000 18.3 
Garden supplies, equipment 108,000 2 203,000 4 311,000 3 
Gasoline, lubricants ...... 2,149,000 4.4 3,103,000 6.7 5,252,000 5.5 
Hotels, resorts, 
ee i 140,000 3 126,000 3 266,000 B 
Household cleaners, soaps, 
polishes, waxes .......... 998,000 2.1 1,598,000 3.4 2,596,000 2.7 
Household appliances .. 113,000 196,000 4 309,000 3 
Household furnishings . 120,000 3 95,000 2 215,000 2 
Household laundry 
ae 644,000 1.3 554,000 1.2 1,198,000 1.3 
Household paper 
UII, satrstnnstincoiinins 146,000 3 250,000 J 396,000 4 
Household gener ........ 413,000 9 506,000 1 919,000 1.0 
RTI eisai paseerticicnianiine 1,319,000 2.7 55,000 J 1,374,000 1.5 
Pet products 2.0... 138,000 3 208,000 4 346,000 4 
Publications 2.0.0... 408,000 8 385,000 8 793,000 8 
Religious ......... 1,420,000 2.9 1,173,000 2.5 2,593,000 2.7 
Tobacco products, 
ppli én 8,141,000 16.7 6,130,000 13.2 14,271,000 14.9 
Transportation, travel 1,098,000 2.3 1,108,000 2.4 2,206,000 2.3 
Watches, jewelry, cameras 59,000 J 40,000 J 99,000 Po 
Miscellaneous  .......000.0000+ 1,264,000 2.6 1,140,000 2.5 2,404,000 2.5 
TRIE stidintahtothininictaan $48,827,000 100.0 $46,574,000 100.0 $95,401,000 100.0 


Note—Compiled by Station Representatives Assn., this breakdown is not available for 
the first half of 1956. First SRA report on product categories covered the third 
quorter of 1956. 


enough capital to start a “real ad-| when the network failed to put 
vertising campaign” for Mr. Caesar his hour show on the fall sched- 
in “all the papers.” jule. = 
There is still no sign that Mr. | 
Macklis or anybody else has found | Lawrence Reports 100% Gain 
a new sponsor or a definite time| Robert Lawrence Productions 
spot offer for Mr. Caesar. |(Canada) Ltd., Toronto, reports 
\that in the first seven months of 
= The comedian’s associates said|this year its production of filmed 
there seems little likelihood that|commercials for Canadian televi- 
he will turn up on ABC-TV this'|sion increased by 100%. John T. 
fall, despite current rumors. Mr.| Ross, vp, said the company made 
Caesar gave up a long-term con- 130 commercials during this period 
tract with NBC-TV this summer, '—75 in English and 55 in French. 


_“... then to impress the old grads in the agency business, tell them 
you understand that the Solid No. 1 in Solid Cincinnati 


is the Cincinnati Enquirer.” 
D The Cincinnati Daily Enquirer is solid 
y No. 1 right down the line. Including a 


26,937 edge in City Zone circulation... 
a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 


———— 
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The San Francisco Examiner @& 


Represented by Hearst Advertising S 


ervice, Inc., Offices in all principal cities 
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‘Distributor’ Replaces 
‘Private’ Brand Term 

To the Editor: Due to an extra- 
ordinary amount of travel this 
summer, I accumulated quite a 


stack of “must” reading, includ- | 


ing a few issues of ADVERTISING 
AcE. It seems I cannot bring my- 
self to toss these in the waste 
basket until I have thumbed 
through them, including a good 
look at the editorial page. 

Your editorial of July 8, “Pri- 
vate Brands Are Not Private,” is 
quite interesting and timely. At 
our annual meeting last year, we 
made what we hope was a con- 
structive report on manufacturer 
brands and so-called “private” 


brands. But we dropped the word | 


“private,” since, as you state in 
your editorial, it is utterly mean- 
ingless as a descriptive term. In- 
stead, we chose the term “dis- 
tributor brands,” since the term 
“distributor” includes 


ers, retailers, cooperative buying | 
groups with so-called “controlled” | 


labels, etc. 


Enclosed is a copy of our report 


(in the nature of a dialogue). You 
will observe that the two kinds of 
brands were described as follows: 

Manufacturer’s Brand—a label 


which the processor himself puts’ have to read this week’s ApverTiIs-|of the ANA and am enclosing 


wholesal- | 


| on his product. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Inc AGE, for you have put down 


Distributor Label—a brand con-| the unique story in full detail and 


| trolled by a distributor. 

| George B. Travis, 
Vice-President, National Assn. 
of Food Chains, Washington, 
m ©. 
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For Edsel Story, Read AA 

To the Editor: Eager as I was to 
| see your handling of the Edsel sto- 
|ry, I just this minute got an oppor- 
‘tunity to read it. 

Congratulations. All of us here 
think you did a terrific job of re- 
porting... 

We have had a great many re- 
| quests in the last two or three days 
| from private individuals for infor- 
mation about the dealer recruit- 
|ment, the pr planning, the advertis- 
ing program, etc. From now on, I 
| shall merely ask the correspondent 
| to get a Sept. 2 issue of ADVERTIs- 
| 1NG AGE. 

C. Gayle Warnock, 
Public Relations Manager, Ed- 
sel Division, Ford Motor Co., 
Dearborn, Mich. 


| 
| 


. 

To the Editor:...If anyone 
wants to know what has hap- 
| pened since the Edsel people began 
to consider advertising, they will 


| 


without any dopey quotes. 
Fairfax M. Cone, 

Chairman, Executive Commit- 

tee, Foote, Cone & Belding, 

Chicago. 

e 

To the Editor: I have just gone 
through my Apvertistnc AGE for 
Sept. 2 and I must tell you how 
much I was impressed with the 
magnificent job you did on the 
Edsel story. 

For thoroughness in every as- 
pect of the agency selection, mar- 
keting and advertising, your job 
cannot be beat and delivers a 
great service to the advertising 
fraternity. 

Congratulations to every man 
on your staff who had a hand in 
this. More power to you! 

Sol Dickstein, 

The Sol Dickstein Co., New 

York. 

. . ~ 
Kennedy Reviews Rate 
History of Supplements 

To the Editor: As the result of 
reading the article appearing in 
the Aug. 5 issue of ADVERTISING 
Ace, I felt compelled to write an 
explanatory letter to Mr. McElroy 


“OLLOW Tht LEADER 


Girl Scouting has been a major influence on the 
lives of more than 12 million girls and adults. 
The 700,000 adults active today in Scouting are 
the idea getters, the pace setters for women in 
their communities. 


* 67% participate in church or synagogue 
activities 

* 66% in PTA 

¢ 41% in civic groups 

¢ 18% in community planning groups 


IND CO PLACES 


Follow the lead of Best Foods, Inc.; Bristol- 
Myers Co. ; Coats & Clark, Inc.; Johnson’s Wax; 
Kimberly-Clark Corp.; Singer Sewing Machine 
Co.; The Toni Company and others, who are 
reaching this influence group through The GIRL 
SCOUT LEADER. It is the one magazine all 
Girl Scout adults read from cover to cover. a 


tii AT! ee 


Published by the Girl Scouts of the U.S.A. 
155 East 44th Street, New York 17, New York 
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copy of this letter. 

The ANA study of circulation 
and rate trends used 1946 as a 
base year. Consequently, their re- ing Director, The American 
port penalizes The American Weekly, New York. 

Weekly inasmuch as the figures . e . 


of cost per thousand increases are| Dickie-Raymond Is Counsel 


distorted in the case of The for C mid Divisi 
| . or Cyana vision 
American Weekly, as I think you To the Editor: Correction 


i i i - 
| will agree the points in my letter please! In your most interesting 


| 
to Mr. McElroy confirm. “100 Advertising Leaders” issue 


I think you will be interested | - 
in clarification of the facts as I| (Aug. 19), you have inadvertent- 
ly paid us a compliment which 


have expressed them in my letter, P - 
‘ : we do not deserve. Part of it we'll 
excerpts from which follow: accept—but not all. 


“ ; 
... In declaring 1946 as your In your listing of the many op- 


base year, you, of course, are : FR ew - 
° . ‘ 4 |erating divisions of American Cy- 
aware that The American Weekly anamid Co., Surgical Products 


was published by letterpress, Division, Dickie-Raymond Inc. is 


whereas the other magazines were | ' -— 

S . |credited as the advertising agency. 
published in rotogravure. As y ou) “It is true that i eenhe-tevenene 
know, The American Weekly be- P 


gan publication in rotogravure on through our New York office, 
‘May 11, 1952. 1952 then would serves this division of American 


unden to Geen Ge a. tae eee Cyanamid Co. as direct mail ad- 
year, since that was the first year vertising and sales promotion 


h ll Sund . counsel. Our service is strictly 
when ali Sunday Magazines Were | imited to this area, and while the 
published in rotogravure. 


- 2 - |direct mail activity of the Surgi- 
The following table illustrates cal Products Division is of utmost 
‘the actual cost per thousand in-| 


. importance, and we are proud of 
|creases of the three major Sunday | ,,); part in it, we wish to disclaim 
magazines since May, 1952. | : 


Black & White Rates 


magazines.” 
Edwin C. Kennedy, 
Vice-President and Advertis- 


Time % Cost Per M 
Sunday Total Net Paid Cost Cost Increase 
| Magazine Papers Circ. Per Page PerM 1952-1957 
|A. W. 1952 22 9,134,548 $22,500 $2.46 
(5/11) 
1957 32 10,297,778 27,390 2.66 8.1% 
(1/6) 
T. W. 1952 31 10,068,402 25,200 2.50 
(5/11) 
1957 37 11,783,542 32,200 2.73 9.2% 
(1/6) 
Parade 1952 34 4,927,899 12,265 2.49 
(5/11) 
1957 55 7,037,637 19,205 2.73 9.6% 
(1/13) 


“From the above figures, it is Seo 
evident that the majority of the|@"Y honors for this division’s ac- 
cost per thousand increase of The | tVities in general advertising me- 
American Weekly was due to the dia. We handle no general adver- 
cost of conversion to rotogravure jan Se bi merge ty eo eed. 
process, and that since conversion | | vertising of the Surgical Prod- 


to rotogravure. actuall Th ucts Division is in the capable 
ntteag tee #& — ©\hands of Geare-Marston Division 
American Weekly’s cost per thou- 


F : | of Ruthrauff & Ryan. 

sand has increased relatively at a| I would appreciate very much 
lower rate than other Sunday|your publishing this correction, 
Ip sages ; since it is important to us that 

‘We think that you will prob-|your readers understand that 
jably agree that establishing 1952|\there has been no change in 
jas a base year (the first year|Dickie-Raymond’s 36-year service 
|when all Sunday magazines were| policy. As a suggestion, it may 
|published in rotogravure), would) well be that in future analyses of 
jhave provided a more reliable| advertisers, in certain categories 
comparison of relative cost per|of business, you will find it ad- 
thousand increases among Sunday |visable to list service companies 
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RUN OF PAPER.... 


. DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


600 W. VAN BUREN ST. CHICAGO 7 


STATE 2-5367 
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under two headings: “Advertising | 
Agency” and “Direct Mail Adver- | 
tising Counsel.” In this way, 
credit would be given where} 
credit is due. I think this point 
applies now more than ever be- 
fore, in view of the trend toward 
separate specialized counsel in 
direct mail. 

Leonard J. Raymond, 
President, Dickie-Raymond 
Inc., Boston. 
Glad to set the record straight. | 

But the agency lineup was sup-| 
plied by Cyanamid. 
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Polk Backs ‘TV College’ 

To the Editor: You probably 
saw the message contained in the 
attached reprint when it first ap- 
peared in the Chicago Tribune. 
The ad itself was planned and 
written by students of Wright 
Junior College and my family and 
I felt it our privilege to sponsor 
its appearance as a paid adver- 
tisement in the Tribune. 

We sincerely believe that edu- 
cational television as exemplified | 


TV BRINGS COLLEGE 
INTO YOUR HOME 


Der) 
‘ 
A 


GET AN 


EDUCATION IN YOUR SPARE TIME 


by WTTW in Chicago is at the 
threshold of history’s most signi- 
ficant contribution toward equal 
education of the highest caliber | 
for all persons—and we feel a 
definite responsibility for giving 
it every possible cooperation. 

WTTW’s educational television 
schedule is made possible through 
the efforts of the junior colleges 
in Chicago under the direction of 
the Chicago Board of Education. 
Persons taking part in the “TV 
College” receive actual college 
credits for the courses they com- 
plete, credits which are accumu- 
lated toward the completion of a 
full college course. 

This opportunity deserves the 
widest possible publicity, so that 
every interested person in Chi- 
cagoland can be informed about 
it. The only yardstick of success 
in this case is the number of per- 
sons registered for one or more of 
the courses—and I would like to 
enlist your personal aid in making 
this the largest possible number. 
It’s important far beyond the sig- 
nificance of an individual be- 
cause in our changing world, in- 
creased education means (among 
other things) increased ability to 
earn, and therefore’ increased 
ability to purchase and enjoy the | 
products of our ever-expanding | 
American production system. 

We would appreciate if you) 
would have the attached reprint 
posted on one of your employe! 
bulletin boards. ... 


Sol Polk, 

President, Polk Bros., Chica- 

go. 
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Results of Color-Aroma 
Ads Called ‘Spectacular’ 

To the Editor: “A well-known 
agency executive who necessarily | 
will have to remain nameless for | 
the time being” made _ several 


statements in your issue of Aug. | 
12, which we dispute on renin) 
factual grounds. 

Referring to scented newspaper 
ads, he asks: “What are they try- 


ing to do? Sell garbage odors to 
the public?” Our answer is: No. 
Nationally known manufacturers 
and advertising agencies are in- 
creasing their sales by appealing 
to the olfactory sense with the 
delightful aroma of their brand 
name products. 


“*What’s the sense of all these | sults were on the spectacular side. 


scents?’, the irritated agency 


man asks.” The answer is given | newspapers get a great part of the 
by Doyle Dane Bernbach Inc. The | tremendous publicity and the ads 


scented color ads “combine eye 
appeal and nose appeal” and have 
better results. 

“The other ads in the edition 
which carries the scented ads will 
all smell the same way unless 
other presses are used.” This is 
an error; the scented color ads 
can be run on the same press 
with black and other colors and 
applied on the selected area of 


an ad. Only this area will carry | 


the Color-Aroma and they will 
not conflict with other ads. 

“It’s an invasion of privacy 
through the olfactory nerve.” To 
some extent this may be so, but in 
a most pleasant way. On the other 


hand, can the adman state that |chandise index on the backbone of 

newspaper, television, radio, mag- \the cover.” 

azine and billboard advertise-| I can’t for the life of me see 

ments, etc., do not invade privacy | why it is a good idea if Mr. Butler 

at some time or other? has just now seen the backbone 
In general, we _ state that,|index on the Wards catalog for 

wherever Color-Aroma newspa-|the first time. Wards has used the | 

per advertising appeared, the re-| backbone index since their fall 

|& winter catalog of 1941. 

the| I also know of another compa- 


The advertiser’s sales soar, 


ny which uses the backbone in- 
dex. Sears, Roebuck has since 
|their spring and summer catalog 
|of 1940 used the backbone index. 
‘I hope some person some day 


are the talk of the town. The ad 
agencies love it. 


Alfred Neuwald, 


President, Fragrance Process | Will notice it too! 
Co., New York. Lawrence R. Turilli, 
° © ° Sears, Roebuck & Co., Chi- 
cago. 
Sears, Ward, Both Oldtimers ° ° . 


at Use of Backbone Index ARF’s Magazine Audience 

To the Editor: Kenneth Butler,| Data Not First, CARF Says 
in his article of Sept. 2, wrote: | To the Editor: All power to 
“Montgomery Ward in its summer | ARF, Politz and Spike Seymour 
catalog has sprung a bright but|with their consumer magazine 
amazingly simple idea. Instead of | study (AA, Aug. 26); we wish 
making you search for the index | them the best of luck and a mini-| 
to find the page number of the|mum of headaches. But we must | 
type of article you are interested | resist the claim that theirs is the | 
in, the advertiser carries the mer-| first to provide comparable data | 


103 


on a large number of leading mag- 
azines. 

Admittedly our problems were 
less severe, but the Canadian Ad- 
vertising Research Foundation or- 
ganized and carried out similar 
studies on 12 Canadian magazines 
and weekend supplements in 1949 
and repeated. the study in 1952. 
In 1955 Gruneau Research Ltd., 
Toronto, did a similar job as 
a commercial proposition with 
CARF’s blessing. This year, 1957, 
Gruneau, again with CARF help 
and with Mr. Politz as consultant, 
have already completed field 
work on their Canadian Consum- 
er Publications Report, which cov- 
ers 25 Canadian magazines. 

Though this time our experience 
may have been of some help to 
ARF, let me assure you and your 
readers that we are very grateful 
for our excellent friendship with 
them and for help they have given 


|CARF on other subjects. 


A. T. Gamble, 
Chairman, Canadian Adver- 
tising Research Foundation, 
Toronto. 


INCENTIVE PROGRAMS 


to increase sales, boost morale 
and promote good will... 
planned, printed, merchandised 


Many of the nation’s largest users of premiums and incentive prizes (as well 
as thousands of lesser known companies) look to John Plain for their pro- 
motional programs. Usually, John Plain creates the plan, produces the lit- 
erature and supplies the merchandise prizes. 


May we serve you? We welcome the opportunity to discuss incentive prob- 


lems and suggest plans for their solution. Ask for the manual below. We 


will be happy to have you call in person, write, phone or use the coupon. 


OHN PLAIN & COMPANY 


IN STOCK: 14,000 gifts, homewares, items of apparel and imported foods 


CAPACITY: 20,000 orders a day, 60 carloads a week, 22 hour service 


Please address Premium and Incentive Division 


JOHN PLAIN & COMPANY, 444 W. WASHINGTON ST., CHICAGO 6 


JOHN PLAIN & COMPANY 
444 W. Washington St., Chicago 6 


Premium and Incentive Division 


| may be interested in an incentive program using prizes, 
premiums, trading stamps or tape plans. Send me your literature. 


Attention of 


1 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Ideas are BH&G’s stock in trade. The 


practical, you-can-do-it sort of ideas 
that concern families who are eager 
for ways to live better. Maybe it’s 
a wonderful dinner party menu 
with recipes clipped from BH&G’s 
food pages. Or how to make room 
for a new Hi-Fi set. Or training 
Rover, the pup, to stay out of 

the road. Or planning a family 
vacation by car next summer. 
BH&G’s readers really “live by 

the book” at home or away from 
home. And “‘the book” is... 
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Better Homes & Gardens, the family 
idea magazine. 
The ideas in Better Homes & 
Gardens are the kind that set 
Mother and Dad and the kids 
to buying instead of just 
wishing. That’s what makes 
BH&G unique among all other 
major media, and a wonderful 
place for advertisers to show 
their wares. Meredith of Des 
Moines . . . America’s biggest 
publisher of ideas for today’s 
living and tomorrow’s plans 


of America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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Direct Mail and Mail Order... 


Mail Order Has a Wide Scope 
—but Special Requirements 


By Elon G. Borton 


There are no adequate figures on the 
amount of money expended on mail or- 
der advertising and there probably never 
will be. Of the approximately one aud 
one-half billion dollars reported spent 
annually on direct mail 
advertising probably at 
least half is used in an 
attempt to draw direct 
inquiries or orders. 
There are successful 
magazines of whose ad- 
vertising more than 
half is couponed or 
appealing for replies 
Many other publica- 
tions carry some mail 
order advertisements and telecasting sta- 
tions frequently appeal for mail or tele- 
phone inquiries or orders. There are some 
newspapers with mail order sections. 

Thus mail order advertising makes up 
a sizable chunk of our total advertising 
investment, but the major part of it is in 
direct mail. Its use in general media is 
comparatively small and largely concen- 
trated in certain publications and to sta- 
tions which specialize in it and develop 
a reading or listening audience accus- 
tomed to it. 

The question is often asked as to what 
kinds of products or services can use 
mail order advertising effectively. 

If one is to judge by the various prod- 
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ucts using it, he would conclude that al- 
most anything can be advertised effec- 
tively in this way. While mail order ad- 
vertising is most generally thought of in 
connection with correspondence schools, 
books and mail order houses, the list of 
users includes a very wide assortment. 
Among them are insurance, jewelry, 
dental plate cleaners, corn remedies, 
greeting cards, refrigerators, old stamps, 
trees and plants, photographic eniarge- 
ments, insulation, rugs, hair dye, birds, 
radio and tv sets, building lots, yarns, 
clothing, tools, wall panels, resorts, home 
water systems, window cleaners, reduc- 
ers, baby chicks, and a host more. 

Any mail order advertising expert will 
tell you that, while probably almost any 
product can be advertised occasionally 
by mail order advertising, there are cer- 
tain general limitations on the classes of 
products which can be advertised con- 
tinuously and profitably in this way. 


® In a later column I plan to discuss this 
subject more thoroughly. But in general 
the limitations are set by the price of the 
article, by its general method of distri- 
bution and habits of buying, and by 
whether it is a staple or a specialty. 

Just as there are general limitations on 
the type of products to be advertised, 
there are special requirements on the 
media which can carry mail order adver- 
tising profitably for the advertiser. That 
also will be discussed later. + 


Looking at Radio and Television ... 


Commercial Pre-Testing 


By The Eye and Ear Man 

Since there is a never ceasing demand 
on the part of advertisers for the answer 
to two major questions concerning com- 
mercials for television, it is timely to re- 
view the current status. The questions 
are: 

1. Can commercials be pre-tested? 

2. When is the time to change a com- 
mercial? 

The fervent search for the answer to 
these questions has been going on since 
the beginning of television. There has 
been some progress made toward a solu- 
tion, but there still is no definitive an- 
swer to these questions. 

Advertisers with increasingl> large 
dollar investments in television, and with 
an increasing number of shows shared 
with one or more other advertisers, are 
painfully aware of the fact that a tele- 
vision program does nothing more than 
deliver to a commercial a _ substantial 
audience (over 9,000,000 homes expected 
for the average 1957-58 nighttime pro- 
gram), and the power of the commercial 
is the determinant of the value of the 
dollars invested. 


The fact that a single advertiser also 
uses his television program to advertise 
his many different products is another 
factor in the race to make commercials 
outstanding, memorable, and effective in 
selling to the consumer. 

So how can the risk of the all-impor- 
tant commercial being effective be mini- 
mized? By pre-testing? Several research 
organizations will endeavor to pre-test 
commercials. Some of the techniques are: 

1. Make a recording of the sound track 
and carry it house to house to a selective 
consumer group that is economically bal- 
anced and a good cross section. Test it 


against competitive sound tracks or test 
several versions. The results may give 
some direction as to the sales point that 
had the greatest effect on the consumer. 


® 2. Make a prototype of the proposed 
commercial at the lowest possible cost 
and screen it for one of the various test- 
ing services that gather people in a 
single room and ask questions about the 
commercials and program that are 
played for them. If the commercial ap- 
pears successful in registering important 
sales points, it can be polished and run; 
if not, a few thousand dollars have been 
spent in search of a commercial worth 
millions. 

Both of these methods have some mer- 
it. Neither is the final answer to the 
problem for many obvious reasons. The 
technique of the questioning and the re- 
liability of the consumers’ answer to a 
direct question about sales preferences 
is highly suspect. A respondent behaves 
differently when in a store, often for un- 
known reasons, than when trying to be 
cooperative with a researcher. 

The second major question concerns a 
commercial that is already on and ap- 
parently successful. When should it be 
junked? Opinions vary. The late George 
Washington Hill would snort, “Never! 
Let ’em scream with agony, but keep 
pouring it on.” His technique worked in 
its day. Another more sophisticated client 
will urge his agency to keep fresh com- 
mercials at all times. Both could be 
right, except that economically a televi- 
sion campaign costs so much, that the 
more mileage available from a commer- 
cial, the better. 


® No research technique has been de- 
vised to get an easy answer to this prob- 
lem, since each commercial is different 
and must be judged on its own merits. 
However, several rules prevail: 

1. The client and agency get tired of a 
commercial long before the public does. 
Many screenings and frequent spot 


Employe Communications... 


Roadside Employe 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Three miles west of Marengo, IIl., on 
Highway 20, is one of the nation’s fore- 
most classrooms in good communication. 
Here—as most people up to a thousand 
miles away are well aware—is the Shady 
Lane Farm, a roadside establishment, 
combining an excellent dining room, top- 
flight summer theater, and an atmos- 
phere of ease that brings people back 
year after year. It is surrounded by the 
most impeccable, courteous and good- 
natured employe service the most finicky 
diner could demand. 

At the Shady Lane the communications 
expert, who figures he has all the an- 
swers, finds instead that he still has 
much to learn. He can learn it from an 
amazing little woman named Dorothy 


checking lead to the erroneous conclu- 
sion that the public sees the commercial 
as often as the account executive. Things 
should be so good. 

2. Changes in commercials are fre- 
quently dictated by factors other than 
their effectiveness. Price changes, pack- 
age design changes, product changes, ad- 
vertising policy changes, generally occur 
singly or collectively every six months. 
Any one of these can force a change in 
the commercial. Whether this is good or 
bad cannot be determined. 

3. The best commercials need the most 
frequent change. A commercial which 
seems to get good noting and reaction be- 
cause of a clever situation or a joke or 
a gag, has to be changed, or it de- 
feats the original attraction. Many varia- 
tions on the Piel brothers are necessary, 
for example, or the device wears thin. 
This leads to an expensive commercial 
campaign—the penalty of success. 


= 4. Jingles seem to have good longevity 
and effective remembrance value. Many 
commercials featuring the pivotal device 
of a catchy jingle have seemed to endure 
indefinitely and make the bridge from 
radio to television. These act as the 
springboard into the variations which 
occur in addition to the constant jingle. 

5. Animation seems to be more long- 
lived than live. The novelty of an ani- 
mated approach or the clarity of an 
animated illustration seems to have a 
little more durability than a legitimate 
scene. It is also considerably more costly. 

6. Personal selling transcends rules if 
the salesman sincerely likes the product. 
This type of selling is far better live, and 
if on film, must be changed frequently. 

From these observations and from the 
trial and error of research in these areas, 
it seems clear that there is little hope 
that a machine will soon be devised to 
help man make decisions about how to 
move merchandise. Keep looking for 
scientific help but meanwhile use your 
own judgment. = 


Program Is Model 


Bryan, the smaller but by no means the 
less important half of the team of Frank 
and Dorothy Bryan, who own and operate 
Shady Lane. Mrs. Bryan violates virtual- 
ly every law in the code book of employe 
communications and emerges with better 
employe relations than virtually any con- 
cern in the nation. Her recruitment pro- 
gram alone would leave the veteran com- 
municator gasping for air. 


® The Shady Lane is a substantial dis- 
tance from any major city, so it isn’t easy 
to attract help. The place is shuttered 
during three winter months, when the 
Bryans take off for distant spots. (They 
went to Tahiti last year.) Mrs. Bryan, ac- 
cording to her own testimony, is exacting 
and takes no nonsense from people twice 
her size, as most people are. Yet she 
ran an advertisement for help which 
mentioned, by way of allure, such features 
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as “hard work, small pay and the need 
for good feet.” The response was more 
than sufficient to staff the establishment 
with competent help. 

Mrs. Bryan conducts her own forthright 
employment interviews. Unlike many in- 
terviewers in industry who paint the 
rosiest picture, Mrs. Bryan daubs the 
scene with practical gloom. She describes 
the work as hard and the hours long. 
Employes are to work Saturday nights 
and Sundays. She hasn’t much use for 
waitresses who become ill too often; un- 
warranted absences are not tolerated, and 
if you come late, you’d better keep on 
going. 

Here the grim oral indoctrination ends, 
and the little lady of Shady Lane then 
takes the employe (if accepted) on her 
tour of duty. Everything is explained in 
detail; the supervision is sharp-eyed but 
infinite in its patience. Dorothy Bryan, 
who helped build Shady Lane from a 
one-room roadside stand into a national- 


ly-recognized establishment, can do any- 
thing in the place. In the process of train- 
ing the new employe she builds a fierce, 
almost an inexplicable loyalty to Shady 
Lane—and to her and her husband. In an 
institution only 20 years old, the Bryans 
have an employe with 19 years of service, 
another with 16 and several others with 
only a little less. 


# In recruiting help, Dorothy Bryan be- 
lieves (obviously) in the direct approach. 
There is little sense, she feels, in mis- 
representing the character or the difficul- 
ties in a job to a prospect; once hired, 
the disillusioned jobholder is soon gone. 
The applicant who accepts the rigors of 
his employment has already been briefed 
and is prepared for them. Result: Em- 
ployes stay around longer, work better 
and are happier in their jobs. Dorothy 
Bryan can prove it, and the recurring 
clientele of the Shady Lane will support 
it with enthusiasm. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

A selling talk, whether it be oral or 
printed, should be organized. An ad 
should be the equivalent of a courteous, 
highly intelligent, eager-to-serve sales 
person addressing the reader. 

The ad at the left—which appeared in 
a metropolitan paper—is “salesmanship” 
by committee. In effect the store is send- 
ing a committee to call on the newspaper 
reader—without having suggested to the 
committee that only one at a time should 
talk. 

Consequently the reader is in a most 
difficult position. If he attempts to hear 
what Mr. Cartoon is saying, he can’t get 
it because Mr. Label is saying: “Listen 
to me,” and simultaneously Mr. Headline 
of the committee is shouting: “Hear me 
first. Hear me first.” And of course, Mr. 
Big Illustration has been saying from the 
outset: “Catch me, catch me. I’m first in 
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this committee.” 

In the revision at the right, the store 
has a chance to tell its story in a logical 
manner. The committee members are all 
present, but they take turns. 


s The vitally important EXTRA SLAX 
story is now combined with the major 
heading. The label, which is repetition 
of the headline, is relegated to the bot- 
tom with the store’s signature. Why not? 
And copy is organized into a straight 
story instead of being six or seven unin- 
tegrated slugs out of a shot-gun. 

If an ad must be busy, it should be 
busy and contentious only after the store 
has had an opportunity first to talk in- 
telligibly to the “prospect.” In_ short, 
“musts”—both extraneous and important 
—to suit the manufacturer, the head of 
the store, the merchandise manager, the 
art director, and the comptroller’s wife, 
should be grouped to harm the ad and its 
continuity as little as possible. + 


The Creative Man’‘s Corner... 


New filter-tip( )\S1S with soothing menthol mist! 


STORING 


Freshest new taste 


(nave () rresuness: ( JASIS a 


So Much for So Little! ; 


The cigaret companies would seem to have suffered enough blows without 
our taking still another swipe at them. Yet, with the exception of the soapers, 
few advertisers who spend so much money seem so skilled at coming up with 
such vapid, silly, meaningless, irritating advertising campaigns. (We exclude 
from this sweeping statement the advertising of Marlboro, which we have 
mentioned in this column with, if we recall, some degree of commendation.) 

We've seen the man in the Newport ad so many times, now, appearing just 
simply rapturous over the mint-fresh difference of the ciggies that, like the 
man who came to dinner, we feel about to regurgitate. We’ve smelled the 
barn-like odor of good tobacco ourselves—and enjoyed it. Minus the mint- 
fresh difference of Newport, of course. But we cannot believe it caused us to 
look as if Marilyn Monroe had just said, “Why, but of course! Why not?” 

The new Oasis advertising continues most of the clichés long associated with 
cigaret ads—the super-happy, athletic people, the rhymed slogan (Smokers 
who know now smoke the big “O”), the meaningless claims (“does more for 
you; tastes fresh while you smoke...fresh after smoking, too”). Its chief 
claim to originality probably lies in the coined words O’FLAVOR and 
O’FRESHNESS—which add a sort of Irish touch and, Irish being associated 
with green, were probably coined to evoke the green image of mint. 

How fantastic that, in cigaret advertising, so much money buys so little! + 
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On the Merchandising Front... 


Will Retailer-Controlled Brands 
Seek Broader Distribution? 


By E. B. Weiss 

The original concept of the retailer’s 
controlled brand involved a brand sold 
exclusively in that retailer’s own stores. 

But there really is no reason for the re- 
tailer to confine the distribution of his 
own brands to his own 
stores. Indeed, as re- 
tailers develop brands 
with stronger consum- 
er standing, as retailers 
advertise their brands 
sectionally and even 
nationally, as retailers 
become manufacturers 
on a substantial scale, 
and as the wholesaler- 
retailer function tends 
to merge into combines in which brand 
identity becomes more important than 
corporate identity, there may be growing 
reason for retailers with controlled brands 
to seek broader distribution. 

It has been my contention for several 
years that the next great brand battle is 
destined to take place between the manu- 
facturer’s advertised brand and the re- 
tailer’s (the wholesaler’s, too) advertised 
brand. And I have been pointing out that 


E. B. Weiss 


too many manufacturers have been lulling 
themselves into a state of potentially 
dangerous complacency by assuming that 
the private brand means an unknown 
brand. 


= We have, today, any number of retail- 
er-controlled private brands that: 

1. Offer the public better value than 
competing manufacturer brands. 

2. In the trading areas in which they 
are made available, are as well known or 
better known than most, if not all, manu- 
facturer brands. 

Moreover, in many instances, the ad- 
vertising programs supporting these re- 
tailer-controlled brands are really fi- 
nanced—in whole or in major part—by 
the various allowances made available by 
manufacturers. This is a pretty extraor- 
dinary situation; the manufacturer is ac- 
tually subsidizing his new brand competi- 
tor! 


s Be that as it may, we have seen in- 
creasing evidence of the desire on the 
part of large retailers to develop not 
merely sectional brands, but national 
brands. Actually, the Sears brands, the 
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IN-DOR DAY-GLO SUNBONDED® DAY-GLO 


with all the sun-life you need for in- with extra sun-life for 24-sheet 
terior, window and short-term outdoor posters, decals, gas station trim and 
advertisements and displays. similar long-term outdoor showings. 


Sunbonded and IN-DOR DAY-GLO are equal in pigment content, color brightness 
and impact. But IN-DOR is specially formulated for uses such as those sug- 
gested---and it costs 25% less than any other fluorescent color. For a free 
specification color guide covering both Sunbonded and IN-DOR DAY-GLO, write 
Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SPECIFY Sunbonded DAY-GLO for long-term outdoor displays 
IN-DOR DAY-GLO for all other uses! 
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Ward brands, the Penney brands, etc., are 
national brands in every sense of the term. 
And since so many so-called national 
brands of manufacturers have an exceed- 
ingly thin or spotty distribution, it is prob- 
ably true that, from the standpoint of 
shelf exposure to the shopping public, any 
number of retail brands are seen on retail 
shelves by more shoppers than can be 
said for most of their so-called national- 
brand competition. And, after all, nation- 
al distribution really involves exposure to 
population numbers—not merely to geo- 
graphical coverage of the entire nation. 

This desire of some of our giant retail- 
ers to “go national” in brand development 
is seen in the emergence, over the last 
year or two, of national advertising pro- 
grams, not only by those retail giants who 
have true national distribution, but also 
by several whose own outlets do not 
blanket the entire nation. 


s However, it is necessary to bear in mind 
that even a giant retailer like Sears has 
under 600 stores in this country; many 
manufacturers selling merchandise of a 
similar nature sell through thousands of 
outlets. Now it is just good judgment, 
when one exposes his brand to larger 
slices of the public through advertising, 
to want to expose that brand to larger 
slices of the public through distribution. 

What is more, the modern shopping 
habits of the public—self-service and self- 
selection, the willingness of the public to 
buy almost anything almost anywhere— 
all tend to make it imperative that a pre- 
sold brand have the broadest possible dis- 
tribution. 

Finally, there is the positive fact that 
the public is blithely ignorant, and cares 
somewhat less, about the parent company 
that owns a brand. This attitude, inciden- 
tally, has been fostered by the common 
present-day policy of most of our large 
family-of-product advertisers of refrain- 
ing from any advertising designed to sell 
the family identity on the mistaken notion 
that the public buys items, not lines. 


Salesense in Advertising... 


(General Electric is one of the few ex- 
ceptions; all GE consumer items carry 
only the GE name, and GE runs institu- 
tional as well as item advertising. Results 
have not been too bad!) In any event, 
since so many retail-controlled brands 
today have a high consumer standing, they 
will probably sell just as well in other 
outlets as in the outlets of the retailers 
who own these brands. 


® Consequently, I think we will ultimate- 
ly see efforts made by certain large re- 
tailers to put their brands into outlets that 
are non-competitive, geographically or 
otherwise. Of course, some of this has been 
going on in a smallish way for years. And 
some efforts made along this line have 
not been too successful, as when Macy’s 
tried to introduce its drug brands into 
other outlets. 

But before long, I think we will see 
several giant retailers (some of them with 
wholesale affiliations) sending out sales- 
men who will compete for brand distribu- 
tion with brand manufacturers. (In some 
instances, the retailer’s salesmen will be 
selling a controlled brand actually made 
by a manufacturer with whose brands 
they will be fighting for distribution!) 
This may even take the form of a new 
type of voluntary chain—and the volun- 
tary chain is, really, a plan that involves 
ever-broadening distribution for a re- 
tailer-wholesaler controlled brand. 


s In summary, the retailer is now a man- 
ufacturer; the retailer is now a brand 
advertiser; the retailer is assuming giant 
size—why isn’t it logical for a retailer 
to seek broader distribution for his con- 
trolled brands? I think it’s very much in 
the cards and, when it happens, then the 
day will come much nearer when, in at 
least a few categories, the retailer’s ad- 
vertised brand will emerge as the top 
brand in competition with manufacturers’ 
advertised brands. (Some Sears and Pen- 
ney brands have, of course, already 
achieved this status.) # 


Ever Try to Make a Chiffon Pie in 4 Minutes? 


By James D. Woolf 
Advertising Consultant 

This morning from an agency friend 
came a letter and a tear sheet of a Jell-O 
pie filling color page which ran in the 
Sept. 8 issue of Parade. This advertise- 
ment is reproduced herewith. 

His letter is brief and 
to the point: “My wife 
says this ad is a gross 
exaggeration. That ‘4 
minute’ statement 
doesn’t include the 
time needed to make 
the pie crust. Further- 
more, she says it takes 
nearly four minutes to 
open the package. In 
other words, even Hou- 
dini couldn’t make this chiffon pie in 
four minutes.” 

This lady may be mistaken, but I 
doubt it, and so do several other house- 
wives to whom I put the question. None 
of them believes it is possible to make a 
four-minute chiffon pie. “My goodness,” 
exclaimed one woman, “it would take me 
at least four minutes to clean up after the 
pie was made!” 


= The point at issue here, as I see it, 
is not the truth or falsity of the four- 
minute claim. What is important is the 


question of whether or not women will 
believe it. Wouldn’t a more modest claim 
be more readily believed? 

“We believe a thing,” wrote F. H. Lund 
in his “Emotions of Man,” “as long as 
there is nothing in our experience to deny 
its reality. We believe in Santa Claus and 
in fairies until we realize the incompat- 
ibility of their existence with known 
facts. We believe in the reality of a 


New! C hiffon Pie — 
in if minutes 


BOT TWO NG FOIE FLA WOME New ye cee sty neh ate ;- 
ame ee fom 

MED Nowe Che wa thers tp ear egies st wae 
SO EXPERIENCE N ee oe 


statement as long as there is nothing to 
dispute or contradict it.” 

A risky procedure, it has always seemed 
to me, is that of asking readers or listen- 
ers trustfully to accept copy statements 
that are in sharp contradiction to ordi- 
nary human experiences. The truth of 
such statements does not justify their use 
if they strain too severely the credulity 
of the prospective purchaser. Claims 
acutely inconsistent with popular and 
generally accepted beliefs at once become 
suspect. 


# When Paul du Chaillu wrote seriously, 
some 50 years ago, of the pygmies in Af- 
rica, and told of other marvels of the 
wilds, many men smiled, called his books 
entertaining yarns, and refused to give 
them credence. That was because what he 
said seemed to be so inconsistent with 
ordinary human experience. And when 
John Mandeville wrote of beings with no 
heads, but who had eyes and mouths be- 
tween their shoulders, readers refused to 
take his words for more than fairy tales. 
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Even if every word had been absolute 
fact, it would have been received with 
disbelief. 


® It isn’t difficult te write credible eopy. 
People want to believe good things about 
the advertiser’s product. They want the 
benefits and rewards that advertising 
promises them. When advertising isn’t be- 
lieved, and some of it isn’t, the adman has 
resorted to copy claims that are in sharp 
contradiction to ordinary human experi- 
ence. 

And then there is this consideration: 
People aren’t looking for miracles. A 
lovely chiffon pie in, say, 12 minutes 
would be a most appealing promised ben- 
efit. = 

» * ~ , 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, Ill., for “Salesense in 
Advertising,” available on five days’ ap- 
proval. 


1. The “Hooray” type 


DRAWTHINKS.., 


COPYWRITER'S Art Course 


How to look at faces 


You can draw these, indicating the degree of positive or nega- 
tive emotion you want in your. roughs or discussions with art 


2. The “Ouch” type 


Clarify your roughs by deciding first which type fits your message best. 


Next Lesson: “The Advertising Eye” 


Coming: “The Advertising Ear” 


3. The “Uncertain” type 
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Christianson Joins KRUX Inc., radio station representative, 
Charles Christianson, San Fran-|has been named general manager 
cisco manager of Adam Young|of KRUX, Phoenix. 


WINE ADVERTISERS 
NEED THE “MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 51/, million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 


Los Angeles Evening 
HERALD - EXPRESS 


“Largest evening circulation in Western America” 
Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Threat of Sunday 
Real Estate Ad Ban 


in Cincinnati Fades 


CINCINNATI, Sept. 18—Efforts 
of a segment of the Cincinnati 
Real Estate Board to abolish Sun- 
day sales and advertising of real 
estate resulted in a loss of 78,000 | 
lines of advertising in Sunday | 
editions of the Enquirer during | 
August. But the campaign ap-| 
peared to be petering out this | 
month, as several of the realtors | 
who had pulled their advertising | 
out of the Enquirer’s Sunday edi- | 
tion resumed placement of ad copy. | 
The other Cincinnati dailies, the | 
Post and the Times-Star, do not) 
publish on Sunday. 

Efforts of the realtor group to 
stop all Sunday activities, which 
developed early in July, have 
drawn sharply differing reactions 
from the 400 members of the real 
estate group, with about one-third 
favoring the proposal, another 


r ae Nd STATION 


SOUTH BEND? 


THE SOUTH BEND-ELKHART TELEVISION AUDIENCE 


PROGRAM WSBT-TV 


STATION “A” 


STATION “B” 


57.5 
44.5 
43.1 


I Love Lucy 

I've Got A Secret 
Red Skelton Show 
Perry Como Show 
G. E. Theatre 
Hitchcock Presents 
Playhouse 90 
December Bride 
Gunsmoke 
$64,000 Question 
Climax 

Lassie 

The Millionaire 
Brave Eagle 

Zane Grey Theatre 
Your Hit Parade 
Jack Benny 

Ed Sullivan 

The Lineup 
Loretta Young 
Burns and Allen 
Bob Cummings 
People Are Funny 
What's My Line 
To Tell The Truth 


41.7 
40.9 
40.5 
39.6 
39.0 
39.0 
36.9 
36.4 
35.2 
33.5 
32.5 


31.7 
31.4 
30.3 


29.5 
29.1 


28.5 
28.5 


Letest ARB Rating — April 21 thru April 27 


WSBT-TV carries 14 of the top 15 television shows in the South 
Bend market; 21 of the top 25; 37 of the top 50! One audience 
study after another proves that WSBT-TV dominates the South 
Bend television picture. You just don’t cover South Bend unless 


you use it Write for detailed market data. 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 


t STATION 


Advertising Age, September 23, 1957 


IT'S TIME FOR YOUR . . 


tebe Shot 


REPORT TO THE FIRST AID ROOM 
~ AT YOUR SCHEDULED TIME. 


POLIO FIGHTER—A Cannonsburg, Pa., company’s free polio vaccination 

service for employes will be featured in a National Foundation for 

Infantile Paralysis film, “March of Dimes Newsreel.” In addition 

to the free shots, Pennsylvania Transformer division of McGraw 

Electric Co. has made these “3rd shot” posters available to other 

companies on a no-charge basis for small quantities, a nominal 
charge for larger quantities. 


third being opposed and the re- 
mainder expressing indifference. 


® At a recent board meeting, at- 
tended by about 150 members, a 
resolution was offered to amend 
the board constitution to require 
Sunday closings of members’ of- 
fices and discontinuance of Sun- 
day open-house inspections and 
Sunday advertising. 

The proposed amendments will 
be considered at a future board 
meeting, and will require a 65% 
affirmative vote to insure approv- 
al. If approved, penalties will in- 
clude “reprimand and warning” 
for a first offense and loss of board 
membership for subsequent viola- 
tions. 

The August linage loss in its 
Sunday editions was largely offset 
by an increase of 60,000 lines of 
real estate advertising in the En- 
quirer daily editions. During the 
month, the Post gained 10,200 
lines, and the Times-Star lost 10,- 
000 lines, indicating that realtors 
favoring Sunday closings were not 
changing the pattern of their ad- 
vertising programs by shifting to 
the evening newspapers. 


Sunday Enquirer continued to 
maintain its longtime leadership in 
real estate advertising. During the 
first eight months of this year, the 
Sunday paper carried 1,577,424 
lines, followed closely by the daily 
editions with 1,575,714 lines. The 
eight-month record of the Post 
was 577,900 lines and of the 
Times-Star, 705,147 lines. 


® Addressing a luncheon meeting 
of the local Real Estate Board last 
week, Kenneth S. Keys, of Miami, 
Fla., president of the National 
Assn. of Real Estate Boards, said 
that Sunday closings of real estate 
brokerage offices should be a mat- 
ter of “individual preference,” and 
not one of legislation. Expressing 
approval of Sunday closings, he 
said that national sentiment is de- 
veloping in favor of this move. + 


KWG, Stockton, Cal., Sold 
Radio Station KWG, Stockton, 
Cal., has been sold by Western 
Broadcasting Co. te KWG Broad- 
casting Co. Purchase price was 
$85,000. KWG went on the air in 


| 1921. It is affiliated with American 
| Broadcasting Co. and Mutual-Don 


Despite the loss in August, the Lee 
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To sell more where more is sold 


ooit’s FIRST 3 FIRST! 


: s, : Sw : ie 
aie ; 
2 Small Sal et Here | 

r ‘ie J } i Je : * 


A lonely rain-swept country road rarely produces customers necessary 
to achieve satisfactory sales levels. Gaining and maintaining your most 
profitable sales volume generally depends on successfully cultivating mil- 
lions of heavy spending consumers, concentrated in the most compact 
market areas—consumers that are pre-sold by adequate advertising in the 
most powerful local media. 

The three top markets of New York, Chicago and Philadelphia—where 
nearly 1/5 of all U. S. retail sales are made—should serve as the main 
advertising target upon which to concentrate your heaviest advertising 
effort. In these three huge markets, where the family coverage of General 


The group with the Sunday Punch 


Rotogravure e Colorgravure 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


Py 


Pa Gig Sales Target Here Ea 


Magazines, Syndicated Sunday Supplements, Radio and TV thins out, 
there is no substitute for FIRST 3 MARKETS’ solid 62% COVERAGE 
of all families. 

In addition FIRST 3’s “Sunday Punch” circulation of more than 
6,000,000 reaches over half the families in 1,319 Industrial NORTH and 
EAST cities and towns, which produce over 30% of total U. S. Retail 
Sales. 

To make your advertising sell more where more is sold . . . it’s FIRST 
3 FIRST! 
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* Building 
Suppliers & 
Contractors 
place 62.3% 
of ALL their 
Los Angeles 
metropolitan 

newspaper 
advertising 
in The Times 


(Media Records, 
Ist six months of ‘57.) 


Building and construction indices in 
Los Angeles consistently show strong 
upward trends. Local suppliers and 
contractors look to The Times to keep 
their business healthy. The bulk of 
their linage is in this one newspaper. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


l¢ Promotion pirat 


WENATCHEE, Wash., Sept. 18— 
By the narrow margin of 1,000 to 
998, apple growers of Washington 
have approved a boost from 4¢ to 
5¢ a box in the levy growers pay 
for promotion. The new assess- 
ment will take effect at once, the 
Washington State Apple Commis- 
sion has indicated. It will add 
close to $240,000 to commission 
funds in the 1957-58 marketing 
season. 

The higher assessment was rec- 
ommended by the commission in 
view of the need for stronger pro- 
motion, especially with the big 
crop that is to come off the trees 
this fall and also because of rising 
costs of advertising. 

First promotion of the season 
opens this month for Jonathan 
apples, to be followed by the main 
push for Washington apples in 
October in selected markets in 
the West, Midwest and South. 
Newspaper ads will form the back- 
bone of the campaign. They will 
be supplemented with spot tv. 

Cole & Weber, Seattle, is the 
agency. 


s Approximately $200,000 has 
been budgeted for media during 
the last four months of this year. 
For the entire season around 
$500,000 is ticketed for media, and 
$325,000 for direct merchandising. 
The remaining commission funds 
are used for research, publicity, 
administration and other costs. 
The commission will place in- 
creased emphasis on merchandis- 
ing work with retail organizations 
throughout the country, it was in- 
dicated. 

Support for a suggestion that 
apple growers of the nation back 
a national consumer promotion 
for apples was voiced recently by 
Sen. Harry F. Byrd (D., Va.). Sen. 
Byrd, one of the nation’s largest 
apple growers, recently made a 
tour of Washington apple areas. 
He suggested that a national pro- 
gram should emphasize the health 
and nutritional value of apples, 
and stress apples as a necessity for 
family health. + 


Campbell to Stokes & Smith 
Raymond C. Campbell has been 
named advertising manager of 
Stokes & Smith Co., Philadelphia, 
a subsidiary of Food Machinery & 
Chemical Corp. S&S manufactures 
packaging machinery. Mr. Camp- 
bell had formerly served with an- 
other division of FMC, the organic 
chemicals division, in a similar 
capacity. The transfer was made 
to fill a vacancy created by the 
resignation of V. N. Musmanno. 


Name Thomas Publisher 

Prentice M. Thomas, editor of 
Textile World, New York, since 
1951, has been named publisher 
of the McGraw-Hill publication. 
He will continue as editor. Mr. 
Thomas succeeds Edwin D. Fowle, 
who has been appointed director 
of special services of the compa- 
ny’s publications division. The 
present director, L. C. Morrow, 
will retire Dec. 31. 


Sutton Joins D-F-S as A.E. 

George Sutton has joined the 
San Francisco office of Dancer- 
Fitzgerald-Sample as an account 
executive. For the past four years 
he has been a member of the cre- 
ative staff of McCann-Erickson at 
San Francisco and also served 
McCann clients in public rela- 
tions. 


Dee Junker Appointed 

Dee Junker, formerly program 
director and assistant manager of 
KONI, Phoenix, has been named 
station manager of KONI and 
KELE-FM, Phoenix. 
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“YE OF GREAT FAITH”—It may be “a pig in a poke, but we guarantee it 

to be a handsome and well fed pig,” says Neiman-Marcus, Dallas, 

as it boosts its latest gift idea—a mystery box. Though N-M won't 

tell what’s in the boxes, it guarantees that each contains 5 to 11 

gifts with a minimum value of $45. Price of the box: $25. Accord- 
ing to the store, more than 100 were sold the first day. 


Ben-Mar Changes Name 
Ben-Mar Agency, New York, 
has changed its corporate name 
to Sherwood Agency, and has 
moved to new offices at 20 E. 49th 
St. The principals, Victor Marans, 


Myron Dubro and Mel Margulies, 
remain the same. The agency has 
been appointed to handle adver- 
tising for Filmline Corp., Milford, 
Conn., manufacturer of motion 
picture processing machines. 


the fabulous 


TV-TULSA covers 45 counties where ... 


AUTOMOTIVE SALES TOTAL 
$314,275,000.00* 


Within the “fabulous 45” is Tulsa, 12th in auto 
sales in the U. S. and second in cars per capita. 
Auto sales in the 31 Oklahoma counties equal well 
over half of Oklahoma’s total . . . The half you 
can’t reach without TV-Tulsa. 


you get the fabulous 40 ; tW.. 


*Sales Management’s Survey 
of Buying Power, 1957 
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There are five essential ingredients in the development 
of editorial competence in any publishing enterprise. 


The first of these is purpose—a clearly defined reason for being; 
knowing what you intend to do and how you intend to do it. 


The second is people — good people, competent people . . . and 
enough of them to really cover the waterfront. 


The third is money —to hire enough good people, to pay them well, 
and to provide them with the physical resources which enable them to 
use their skills to the greatest advantage. 


The fourth is “moxie’’— the kind of know-how and competence 
which differentiates the thoroughly competent “pro” from even the 
most gifted amateur. 


The fifth is guts — and everybody in America knows what that 
means. Guts means moral stamina combined with intellectual honesty 
and independence. In publishing it means integrity and forthright- 
ness, and an over-riding concern for truth and honesty and the best 
interests of the reader. 

* ~ * * 


At Advertising Age we take this matter of guts very seriously. We 
do a great deal of talking about it and discuss it a lot among our- 
selves. We think of integrity and independence as essential qualifica- 
tions for reporting the news fairly and fully. We recognize that editing 
a newspaper or a trade paper with guts sometimes means printing 


impotlaui to importauit people 


Advertising Age is important to important people 
» because it has the GUTS to do an honest job of 


reporting all the news without bias and without 
fear or favor 


things that people would rather not have printed; often it means 
annoying a friend or upsetting an advertiser. A great many times it 
means refusing to take the easy way out, being “stubborn”, or “ pig- 
headed” or even “unreasonable”. 


But it also means being aware of our responsibilities . . . it means 
not printing idle rumor or gossip . . . it means careful sifting and dig- 
ging .. . it means being scrupulously fair and trustworthy... it means 


being completely independent and as nearly free from bias as humans 
can get. 


In short, it means producing a paper every week that is designed 
to give our subscribers all the pertinent news, good or bad or indiffer- 
ent, without regard to personal privilege or special interest. It means 
producing a paper that readers can trust, that plays no hidden angles, 
promotes no one’s ambitions or interests, and never hesitates to speak 
up for what it conceives to be the best interests of the field it serves. 


This is one of the most important reasons why Advertising Age is 
“important to important people” — important to more important people 
in advertising and marketing than any other publication in the world: 
almost 40,000 subscribers, very nearly 150,000 regular readers. 


200 EAST ILLINOIS STREET * CHICAGO 11 «© 
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R&R Adds Bullard Co. 

Ruthrauff & Ryan, San Fran-| E. J. Doucet, ad 
cisco, has been appointed to direci| Vickers Inc., Detroit, hydraulic 
advertising for E. D. Bullard Co.,|equipment engineer and builder, 
Sausalito, Cal., supplier of safety|has been promoted to director of 
hardware for industrial use. advertising and public relations. 
Wank, Court & Lee is the previous | He joined Vickers in 1943 and be- 
agency of record. 'came ad manager in 1951. 
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STAINLESS STEEL 


EE 


; | FARBER FINESSE—Upcoming issue of Better Homes & 
Home Journal 
ads, 


|Gardens and Ladies’ 


“Stainless Steel Farberware” 
‘eto & Johnstone says “give the effect of a 


television 
WIN STON-SALEM 


f=," —, 


3 198,000 PEOPLE 


IN THE 
NORTH 


BIG 75-COUNTY PIEDMONT 
CAROLINA AND VIRGINIA MARKET 


SERVED BY WSJS-TELEVISION 


will carry lines.” 


which Dowd, 


‘Checkerboard’ Ad 
Gives Equal Stress 


to Farberware Lines 


New York, Sept. 17—S. W. Far- 
ber Inc. has come up with a new 
layout that “gives the effect of a 
|spread for the cost of two half 
| pages, plus eight lines.” The com- 
pany turns out Farberware elec- 
tric cookware, electric percolaters 
and cookware. 

Farber—with a limited budget— 
|wanted maximum impact, reader- 
ship and sales for its three product 
| fields. Dowd, Redfield & John- 


iry B. Davis, account supervisor; 
| Robert Arch, account exec; Joseph 
|Miske, art director, and Paul | 
|Carey, copy) came up with the) 
| “checkerboard layout.” 

| The layout will appear in the 
|\October Better Homes & Gardens 
jand the November Ladies’ Home 
| Journal. 
of a left-hand page and the bottom 
half of the adjoining right-hand 
page. The half-pages are combined 
| by a single headline, with editorial 
copy the only competition on 
|either page. 

| “In addition to the economy val- 
jue, ” said Mr. Davis, “the layout’s | 
|irregularity focuses attention and | 
causes greater impact.” 


|@ “It was my job,” continued Mr. 
hareiotes “to get the Farberware sto- 


It includes the top half | 


spread for the price of two half pages, plus eight 
The layout has only editorial competition in 
the two magazines, both of which also will carry 
the half-page at left. 


[ry seen by the right people—those 
|who wanted to buy what Farber 
has to sell. 

“The electric coffeemaker field 
lis a $100,000,000 business at retail. 
|Electric cookwares rang up over 
/$125,000,000 in retail sales last 
year; cookware sales. bettered 
$500,000,000. 

“So, in view of these giant mar- 
kets, each Farberware product 
group had to be directed to a spe- 
cific area. This ruled out a page- 
and-a-half spread. Such an ad 
could have had strong impact, but 
we couldn’t take the chance of 
slighting any Farber product area. 
Most other layout devices would 
|have run the same risk. 


s “Then we hit on this new layout 
—an introductory half page in both 
Better Homes & Gardens and the 
Journal, followed immediately by 
|the two half-pages combined by 
jone headline.” Mr. Davis added 
|that the layout, timed for the big 
buying months at the end of the 
year, “overcomes any continuity 
shortcomings we would have en- 
countered because of a limited 
budget.” 

| In addition to the new layout, 
| Farber also is using standard b&w 
pages in Life in November and De- 
cember, # 


Schreiber Advertising Moves 
Mark Schreiber Advertising, 
|Denver, has moved into its new 
building at 1090 Fox St. 


SPREADING THE ews | 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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Advertising Age, September 23, 1957 


Adman Needs Skill, 
Vision, Empathy, 
Workshop Group Told 


Cuicaco, Sept. 16—The adver- 
tising and media fields are full of 
opportunities for aspiring novices, 
particularly those with (1) real 
competence in the elementary 
trade arts, (2) a long-range view 
of their work and (3) a genuine 
empathy for their employing com- 
panies and clients. 

This, roughly, was the consen- 
sus of representatives of major 
facets of the ad business who ad- 
dressed the kick-off session here 
tonight of an eight-week advertis- 
ing workshop being sponsored this 
fall by the Chicago Federated Ad- 
vertising Club and the Women’s 
Advertising Club of Chicago. 

Young people looking for agen- 
cy jobs should not go just “look- 
ing for a spot,” but should go of- 
fering something affirmative for 
the agency and its clients, advised 
Karl F. Vollmer, vp and copy di- 
rector of Young & Rubicam, Chi- 
cago. 

He noted that agencies generally 
are no longer able to train people 
on the job as they often did 20 
years ago. But he pointed out that 
many agencies now do have train- 
ing programs, usually at the de- 
partment level. 


s Eric Isgrig, ad manager of Ze- 
nith Radio Corp., who put in many 
years with Y&R before moving 
to the advertiser side of the fence, 
emphasized that copywriting is 
the most important single phase 
of the advertising business. 
“Copywriting,” he said, “is the 
heart, soul, life blood and guts 
of the advertising business, be- 
cause in it is the core of the sales 
presentation—the essence of ad- 
vertising.” 

As for the differences between 
the agency and advertiser side of 
the business, he said, there really 
shouldn’t be any, since both are 
working for the same goal. Such 
breakdowns as do occur, he as- 
serted, are usually “breakdowns 
in human relations” which don’t 
have to happen. 


ee 


® Two media spokesmen, Robert 
Barr, manager of Time’s Chicago} 
office, and Budd Gore, retail ad) 
manager of the Chicago Daily 
News, stressed that opportunities 
for women are particularly good | 
now in print media—in copywrit- | 
ing, merchandising and sales, as| 
well as in many editorial depart- | 
ments. 

Mr. Gore said people with real | 
administrative ability are ae bet | 
ularly hard to find these days, but 
that an even greater problem is | 
finding people who are able “to| 
read with discrimination.” 


= He acknowledged that there has 
been a sizable trend among young) 
people to use newspapers and | 
print media generally as a step-| 
ping stone to higher paying pr'| 
jobs. But this situation, he said, | 
is gradually being allayed by in-. 
creases in newspaper salaries. 

11 courses are being offered by 
the workshop this year (two more | 
than last year). They include copy- 
writing, direct mail, pr and pub- 
licity, art and layout, marketing, 
tv and radio, media, advertising | 
management, account executive | 
work, industrial advertising and 
advertising production. The cost 
per eight-session course is $22.50. 

An enrolment of 750 people is 
anticipated for this year’s work- 
shop, compared with 650 enrolled 
last year. 

Participating clubs affiliated di- 
rectly or indirectly with CFAC in 
co-sponsoring the workshop with | 
WACC are the Advertising Agen-| 
cy Production Men’s Club, Adver- | 
tising Executives Club, American | 
Marketing Assn., Art Directors 
Club, Chicago chapter of the Na- 


| company. 


WALTER HAMMITT 


Continuing Change in 
Travel Habits Shown by 
New World Record Set by United 
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QUIET SELL—In this ad, running in 75 
newspapers in 36 cities, United Air | 
Lines uses its August traffic record | 
to emphasize the growing accept- | 
ance by the public of air travel. 
N. W. Ayer & Son, Chicago, is the | 


agency. | 


tional Industrial Advertisers Assn., | 


Broadcast Advertising Council, | 
Copy Club, Mail Advertising Club, 
Publicity Club and the Public Re- 
lations Society of America. + 


John Canfield, 33, 
General Manager of 
Mactadden, Is Dead 


New York, Sept. 17—John 
Canfield, 33, general manager of 
Macfadden Publications, died last 
night at Midtown Hospital after a 
three-week illness. 

Mr. Canfield had joined Mac- 
fadden early this year, after 
spending 15 years with Look. He 
had joined that magazine while 
still in Cardinal Hayes High 
School here. He rose from office 
boy to head of cost control in 
Look’s production department. 

Joining Macfadden at 32, he 
was one of the youngest men ever 
to hold the title of general man- 
ager with a major publishing 


| 
| 


| 


New York, Sept. 17—Walter 
Hammitt, 83, former advertising 
manager and exec vp of Freder- 
ick Loeser & Co., Brooklyn de- 


| ident 


ecutive, died suddenly Sept. 9 in 


partment store which went out 


jof business in 1952, and a past, 


| president of the New York Retail 
|'Dry Goods Assn., died Sept. 12 
|at his home in Brooklyn. 
| Mr. Hammitt started his career 
jas a newspaper man on the 
Brooklyn Daily Times and later 
|was a desk man on the Brooklyn} 
| Eagle. In 1904 he joined Loeser’s | 
jas advertising manager; later he 
became exec vp and secretary of | 


| the company. He was a founder of 


the Brooklyn Chamber of Com- 
merce. In 1950, he retired from 
the department store field and} 
became senior vp of the Dime 
Savings Bank of Brooklyn, a po- 
sition he retained until his death. 


JOHN F. DILLE 
Cuicaco, Sept. 17—John F. Dille, 
72, founder and president of the 


National Newspaper Syndicate, | 
died Sept. 10 in Wesley Memori- 
al Hospital. | 


Born in Dixon, Ill, Mr. Dille 
was a graduate of the University 
of Chicago. He served as presi-| 
dent of the school’s alumni foun- 
dation in 1948 and 1949 and re- 
ceived a citation for public service 
from the university in 1949. 

Mr. Dille founded the National 
Newspaper Syndicate in 1916. He 
created the “Buck Rogers” comic 
strip. Survivors include two sons, 
John Jr., editor and publisher of 
the Truth, Elkhart, Ind., and pres- 
of WSJV, Elkhart, and 
WKJG, Fort Wayne, and Robert 
C. Dille, general manager of the 
newspaper syndicate. 


WILLIAM H. HOWELL 
Cuicaco, Sept. 17—William H. 
Howell, 60, veteran advertising ex- 


his home. 

Mr. Howell had been advertis- 
ing director of RB Clothes, a cloth- 
ing store chain here, for the last 
four years. Before then, he was an 
account executive for 14 years 
with Lord & Thomas, later Foote, | 
Cone & Belding. 

Prior to joining the agency, Mr. | 
Howell was retail advertising| 


manager of Sears, Roebuck & Co.| 


here. 


Kasser Sets Biggest Drive 

Kasser Distillers Products Corp., 
Philadelphia, has set the biggest 
newspaper advertising schedule in 
its history for this fall. Kasser’s 
51, Four Queens 101 proof and 
Kasser’s Vodka will be featured. 
Feigenbaum & Wermen, Philadel- 
phia, is the agency. 


than-half million 
tastemakers who 


. . « « @dvertises consistently in 
House & Garden to reach the more- 


THE DECIDING FACTOR in the buying 
of quality products. 


House Garden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., W. Y. 17, 4.¥. 


HOME COUNTRY 
regard H&G as 


115 


IN LOS ANGELES THEY SAY 


ad 


“ 


*Hotels & 
Resorts 
place 49.4% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 


(In the first 6 months of ‘57 
The Times led in 95 of Media 
Records’ 114 classifications.) 


In Los Angeles, the booming hotel and 
resort business looks to The Times to 
keep accommodations lists full. Long 
their favorite newspaper, The Times 
regularly publishes about half of all 
their local advertising linage. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 
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Winner Gets $42,000 
in Stock Shares in 


Remington Contest 


Brivcerort, Sept. 17—Reming- 
ton Rand’s electric shaver division 
will break a heavy print media 
and network television campaign 
next month, promoting its “Share 
of America” contest, which starts 
Sept. 30. 

First prize in the $156,000 con- 
test, marking Remington’s 20th 
year in the electric shaver field, 
is the equivalent of $42,000, or the 
value of a share of every common 
stock on the New York Stock Ex- 
change as of May 31. Prizes must 


be accepted in common stock list- 
ed on the Big Board. Brokerage 
fees will be paid by Remington 
Rand. 

Any winner purchasing a Rem- 
ington shaver during the contest, 
which runs through Dec. 1, will 
double his or her prize. First prize 
would then be worth $84,000 in 
stock. The contest calls for com- 
pletion, on an official entry blank, 
of this statement: “A Remington 
electric shaver is an ideal gift be- 
cause—” in 25 additional words or 
less. 


® Remington’s 60-day contest will 
be backed by an extensive adver- 
tising campaign. Robert P. Clarke 
Jr., advertising manager of the 


Better Bundscho Than Sorry 


en Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 67292 * Chicago 1 


shaver division, said that the ad 
budget for the months of October 
and November has been kicked up 
to $3,000,000 to cover the length 
of the contest. He said that nor- 
mally, during this period, the ap- 
propriation would run about $2,- 
000,000. 

The schedule includes a four- 
color spread in the Oct. 7 issue of 
Life and four-color pages in Look’s 
Oct. 29 issue and The Saturday 
Evening Post’s Nov. 16 issue. Met- 
ro Sunday newspapers will carry 
a four-color page on Oct. 12, while 
Parade and independent newspa- 
per supplements will carry a sim- 
ilar ad on Oct. 26. Supplements 
will be used in a total of 130 mar- 
kets. Remington Rand’s two CBS- 
TV shows, “What’s My Line?” and 
“Gunsmoke,” will carry details of 
the contest during a five-week 
period. 

Mr. Clarke said the sales pro- 
motion for the contest will run 
about $250,000. 

Details of the contest have been 
submitted to the New York Stock 
Exchange and have met with its 
approval, he said. Winners in the 
contest, which has a total of 505 
prizes, may not select as prizes 
cash or any share of stock in the 
Sperry-Rand Corp. 


@ Mr. Clarke said details of the 
contest have been carefully scru- 


Parents’ Magazine's 


rst 


million dollar 


issue! 


Our October issue marks another significant high point 


in PARENTS’ MAGAZINE’s sound, steady growth! More than one million dollars 


in advertising revenue in this single issue. Biggest in our history! More than 


1,775,000 circulation influencing homes with 


more than 3,775,000 children. Biggest in our history! 
And 1957—our biggest advertising year! 
We are understandably proud, and grateful 
to our advertisers who show their belief 


in our purposes, our sincerity, our effectiveness. 


increases 


confidence and 
BUILOS SALES. 


avoid any conflict with Securities 
& Exchange Commission rulings. 
Entrants must have their entry 
blanks validated by a Remington 
dealer. Blanks willbe available 
wherever Remington electric 
shavers are sold, as well as in 
newspaper and magazine adver- 
tising. 

A $25,000 trade contest for 
wholesalers and retailers also is 
part of the promotion. It is called 
the “Salesman’s Stock Spectacu- 
lar.” 207 prizes will be available 
in stocks listed on the Big Board. 
Retailers can submit one entry 
for every three shavers sold and 
wholesalers can send in one entry 
for each dozen shavers sold. A 
$5,500 advertising campaign will 
be used in trade books to reach 
retailers and wholesalers. 

Paris & Peart is handling the 
print campaign, while Young & 
Rubicam handles television. 


CONTESTS NEED BETTER 
IDEAS, ARNOLD SAYS 


CuicaGco, Sept. 17—Unusual and 
imaginative ideas and careful plan- 
ning are essential ingredients for 
any successful contest, a Young & 
Rubicam executive said yesterday. 
Stanley N. Arnold, head of sales 
promotion campaigns for Y&R, 
told members of the Merchandis- 
ing Executives Club of Chicago 
that as more contest ideas are 
sought in the highly competitive 
business world, the ideas must 
become better in order to put over 
a contest and promotion. 

“An agency can’t afford to 
make a mistake and have a con- 
test that fails,’ Mr. Arnold said. 
He said that Y&R has not had an 
unsuccessful contest for many 
years. He estimated that a suc- 
cessful contest can be promoted 
with $250,000 in media advertis- 
ing. 


@ Mr. Arnold outlined two suc- 
cessful contests that Y&R con- 
ducted for two clients—Piel Bros. 
and Gulf Oil Co. In the Piel Bros. 
contest, he said, a “treasure is- 
land” was purchased in the Ba- 
hamas and “buried treasure” in 
the form of merchandising certi- 
ficates was buried on the island. 

When the contest was narrowed 
\down to 28 finalists, they were 
flown to the island, given a map 
and a shovel and told to dig for 
the treasure. In addition to win- 
ning $50,000 in prizes, the con- 
testants were treated to fishing 
and swimming, he said. 
The contest was deemed a 
success, Mr. Arnold said, because 
beer sales showed a sharp in- 
crease during the contest, and 
much of the sales gain was re- 
tained after the contest ended. 
Life covered the treasure hunt 
with pictures and an article, a 
tremendous shot in the arm for 
any promotion, he added. 
The fact that Piel Bros. is run- 
ning a similar contest this fall, 
with the scope of activities broad- 


Advertising Age, September 23, 


tinized by company lawyers to;” 


“YOU CAN COOK BETTER’—This color- 
ful poster is boosting Nestle Co.’s 
Maggi line in Panama. Gene Wal- 
ther, New York, is the designer. 


include New England states and 
Philadelphia, is proof that the cli- 
ent was pleased with it, he said. 
The contest is being promoted 
around New York by an old grav- 
el barge that has been filled with 
168 tons of sand, palm trees, live 
hula girls and a calypso band. 


= Gulf Oil Co.’s “Life of Riley” 
contest last year resulted in the 
largest sales increase experienced 
by the company in many years, 
Mr. Arnold said. A total of 2,350,- 
000 entries was received in the 
contest—the most entries ever re- 
ceived for any contest of skill. 
Gulf Oil and Y&R had estimated 
that 500,000 contestants were 
needed to make the contest a suc- 
cess, he said. 

Mr. Arnold said that Y&R re- 
ceives only a 15% commission 
for print and broadcast media ad- 
vertising in connection with a 
contest promotion and no special 
fees for the contest. This varies 
with agencies, however, he added. 


‘Radio-TV’ Makes Appearance 

A new quarterly, Jones North 
American AM-FM Radio-TV Sta- 
tion Listings, will be published, 
starting with the fall 1957 issue, 
by Vane A. Jones Co., 3749 N. Key- 
stone Ave., Indianapolis. The pub- 
lication is designed, according to 
the publisher, to cover the gap be- 
tween strictly fan publications and 
the technical publications. Each 
issue contains a listing of all am 
and fm radio stations and tv sta- 
tions in the U.S., Canada, Cuba, 
Mexico and the West Indies. Ad- 
vertising rates will be $200 for a 
5x8” b&w page. 


Hickerson Names Duffus VP 


Roy A. Duffus Jr., formerly a 
group account manager in the 
public relations department of G. 
M. Basford Co., New York, has 
joined J. M. Hickerson Inc., New 


ened from the New York area to 


York, as a vp. 


MORE THAN 


That's why you 


Beauty Product Advertisers 
NEED THE “‘MILLION-PLUS” 
IN LOS ANGELES! 


one-fifth of Los Angeles 


County's 51/4, million people regularly 
read this one Los Angeles newspaper. 


must have the 


“Million-Plus” readers of the 
Los Angeles Evening 


HERALD - EXPRESS 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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mate fragrances, 
liquid cleanser. 


e The remaining products are to 
be divided between Dowd, Red-|e Every Thursday morning was 
field & Johnstone and Emil Mo-|Revion roundup time at BBDO, 
gul Co., but the details of these|which meant that top agency ex- 
assignments had not yet been/ecutives had their entire morning 
worked out as ApverTistnc AGE|tied up regularly with meetings. 
went to press. Noyes & Sproul is 
the fifth Revlon agency. 


= In marked contrast to the client-|role in the BBDO breakup, al- 
agency breakup which brought the| though Mr. Abrams has Iong been 
account to BBDO almost two years|a leader in the drive to eliminate 
ago from Norman, Craig & Kum-|some of the rigidities in the com- 
mel, the severance was announced | pensation system. 
in a one-sentence release by BBDO.| He told AA today that Revlon 
A spokesman for Charles Brower,|is currently paying 15% “to every 
BBDO general manager, said “the|agency on every product and on 
agency has no comment whatso-/| every show.” 
ever.” The client said that the split} While the “conflict” between 
was “by mutual agreement.” 
When Revlon moved its $3,500,-| Big Surprise” distressed Revlon at 
000 account from NC&K, that agen-| Norman, Craig & Kummel, the 
cy’s president, Norman B. Norman,|competition between “Question” 
snapped, “There wasn’t any of that}and “Armstrong Circle Theater,” 
‘mutual agreement’ nonsense. We| both seen at the same time, ap- 
were canned. We got 30 days’ notice| parently did not bother the com- 
after seven years on the account.”| pany when it went to BBDO. Both 
Advertising director George| were handled by BBDO. 
Abrams commented at the time| While it can be acknowledged 
(AA, Jan. 16, 56) that the real|that relations between Revlon and 
reasons for the dismissal were|many of its agencies have been 
“neglect of service,” and the “con-|ulcerating, it is equally true that 
flict” between “The $64,000 Ques-| these relationships apparently have 
tion”—which NC&K found for Rev-|done the company no harm. 
lon—and another quiz show super-| When NC&K first entered the 
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W4&L,LaRoche Split |e =~ 
BBDO ShareofRevion =. &»& — 


(Continued from Page 1) 
include cleansing cream, treat-|higher salaries. Interestingly, as 
ment items and Love Pat, Inti-| recently as Sept. 9, the agency was 


Clean & Clear| known to have been intent on fill-| 


vised by the agency. 


s Although Revlon maintained 
that it was only “a subject of dis- 
cussion,” the agency indicated that}jon had around 33%. The com- 
disagreements over the payment of pany took only $2,000,000 in bill- 
15% commissions for talent on 
outside-produced package shows 
played a large role in the breakup. 

The problems of servicing the| placed at 45%. 
volatile Revlon account were un- 
doubtedly a major cause for the|® Revion’s sales and advertising 
split. The account is not thought/ rise in the past few years has been 
to have been a particularly profit-|spectacular. In 1950, sales were 
able one for the agency, and here| $19,000,000. They were $33,600,000 
are some of the alleged reasons: 
e Revion made innumerable—| /955; bounded up another 66% last 


outside people—presumably at 1 man’s best friend 


ing Revlon copywriter jobs from 
the outside. 


® The 15% commission squabble 
does not appear to have played a 


“The $64,000 estion” and “Th 
$ Qu a e as 


Chrysler, Ford.GM_  j|Lever Moves Swan 
Dealers Now Selling |Soap from BBDO 
Ramblers for AMC _\to Needham, Louis 


Detrort, Sept. 19—Ramblers are (Continued from Page 1) 


and General Motors dealers,|that time a market for two float- 
American Motors Corp. disclosed|ing soaps, and Lever, having made 
|today. So far 125 of the “bigjno appreciable dent in Ivory’s 
|three” dealers have been fran-|sales, realized that it would cost 
|chised by AMC to sell Ramblers;| millions of dollars to displace any 
and it was disclosed that many/major portion of Ivory’s share of 
lmore are “literally scrambling” |the market. 

for contracts. In the postwar years, Swan’s 
An AMC spokesman said dealers |saies curve was down. Soap men 
in every division of General Mo-|were generally of the opinion that 
tors, Ford and Chrysler have fran-|its decline was not due to market- 
chises, but said most of them are|ing tactics, but to manufactur- 
in the luxury lines. The medium-j|ing deficiencies. Consumer polls 
price lines, such as Oldsmobile,|showed housewives complaining 
also have been actively seeking|about the soap’s softness, and the 
dealerships, AMC said. The dual|speed with which it melted in 


Sle now being sold by Ford, Chrysler; Apparently th 
a DOrr mam”. c. y cya pparently there was not at 


FOR CHRISTMAS—Charles Doppelt &|dealerships have been mostly in| water. 
Co., Chicago, will promote its new |rural areas and markets where 
“Scabbard” wallet in Esquire and AMC has no Rambler dealer. Ex-|months after Lever took Swan 
The New Yorker and its Dopp kit |°ePtions to this are in the Newjaway from Y&R and gave it to 
in Cosmopolitan in December. 
This half-page runs in Holiday.|# AMC said the demand for Ram- — po Fa pe Memeo — 
Gourfain & Loeff, Chicago, is the|bler franchises by established 


In February of 1950, seven 


York City area and in Louisville. |BBDO, Lever executives were 


the market; the rumors were true 
dealers in other cars was stimulat- : ’ 
by the strong trend this year and Swan went off the shelves. 


cosmetic approach. 


the drug business. 


ship before resigning. 


picture (in the name of its pre- 
decessor, William H. Weintraub & 
Co.), Revlon had 10%-15% of the 
lipstick market. When it left, Rev- 
you.” 


ings into BBDO; they are now more 
than three times that amount, and 
its share of the lipstick market is 


about BBDO: 


always will.” # 


in 1954; ed to $51,600,000 i 
r aan “a re Consolidated Paper Mills 


sometimes exasperating—demands|¥¢@"» to $85,800,000. Earnings last Hit by Union Strike 


year were 127% ahead of the 1955 
tana igtte mee ae net, and advertising this year is|Paper Co., Wisconsin Rapids, Wis.,|makes, both domestic and import. 
ing to one source without the estimated at $16,000,000. Two years | supplier of coated paper stock for 
agency being asked to make a|®8° it was $7,500,000. 
pre yl eget wy yoy A tier its television successes, and mind-|strike of 1,100 members of the 


mounted considerably. 


e Under the supervision of the 
Revsons, the account required, or 
demanded, successive face-changes. 
During its BBDO tenure, there 
were two completely different ma- 
jor account groups working on | the top. 
Revlon, there were maybe half a 
dozen different group heads, a 
score of important fulltime people 


Cashing in on the popularity of|ing Life, is being shut down by 


fering, Revlon has brought out a 


Recently, the company an- 


nounced ownership of more than! wij; sell 15,000 Metropolitans, 
8% of the stock in Schering Corp. 
and proclaimed a desire to enter 


# Prior to the old Weintraub agen- 
cy, Revlon was at McCann-Erick-| companies aren’t too happy about 
son for four years, and that agency 
also endured a precarious relation-| qo” AMC said the dealers are 


Some observers point out that of 2,200, exclusive of those held by 
Revlon always has been a client| dealers of other lines, AMC said. 
wanting “big” agencies with big|Evidence of this solidarity of the able tatlet scage. 
tv operations, but the list of possi-|@ealer body, the company added, 
bilities grows ever smaller. Said|W@s that Edsel division of Ford 
the head of one ex-Revion agency |Motor Co. was able to lure away 


“It was bound to happen, and it 


Consolidated Water Power &/to be sold this year, including all 


many national magazines, includ-|bler dealerships followed an- 


toward the small foreign car. He|# Three years later Lever came 
said Rambler sales are up 30%/|back with Swan, this time priced 
this year and that the company/at 5¢, and still featuring white- 
ness, fragrance and floating. Its 
compared with 7,000 last year. nickel price was emblazoned on 
“This dual dealership move was|the wrapper. It was to represent 
initiated by the dealers and not/a “high profit, high volume, high 
by American Motors,” AMC said.| turnover item for dealers.” It rep- 

“We know some of these parent|resented an effort to recoup the 
$26,000,000 in advertising spent 
on Swan during an 11-year period. 

The soap returned to the mar- 
better protected against company |ket with a no-nonsense copy ap- 


this, but there is nothing they can 


Impressed by the artwork for| domination since the passage of the|proach. It beat hard on price, 
Max Factor, Revion approached|“good faith” law following the 
Doyle Dane Bernbach Inc. about} Monroney hearings in the U.S.|beauty, romance or a rich hus- 
its account not too long ago. The| Senate two years ago. 
answer was a polite “No, thank 


made no claims that it could bring 


band. Much hope was placed on 
: the fact that its nickel price would 
# Nash is proud of its dealer body | ,ie1q the retailer a 17.2% markup, 
or about 6% more than compar- 


Recently Swan has been quiet 
promotionally and evidently has 
made no measurable inroads into 
only 38 AMC dealers. the bar soap business, # 


“The demand for Rambler fran-| Apigibi Corp. Names Three 
chises is the greatest in the car’s| Anhjitibi Corp., Detroit, has ap- 
history,” AMC said. The auto! ,ointed Howard A. Kennedy ad- 
maker predicted the demand for | vertising and sales promotion 
the smaller cars would increase manager, Hugh M. Lineweaver 
far beyond the 200,000 expected | merchandising manager and Albert 
J. Labuhn assistant to the general 
sales manager. Mr. Kennedy for- 
| merly was with Fenestra Inc.; Mr. 
a|nouncement by Ford that some | ne Pe be — 

dealers would sell the company’s \Mr. Labuhn formerly was with 


The flurry of demand for Ram-_ 


ful of the alacrity with which the| United Paper Makers and Workers | English make Anglia and General | Libby, McNeill & Libby. 
public gobbled its public stock of-| Union. The company operates four | Motors’ plan to distribute its for- | 7 F 
mills at Wisconsin Rapids, Diron,|eign-built Opel and Vauxhal | F&SE&R Adds Asbestos Corp. 
slew of new products in the past| Whiting and Stevens Point, Wis.|through Buick and Pontiac deal-| North American Asbestos Corp., 
couple of years—some stragglers,| The paper makers went on |ers. # 
but most near the top of their re-|strike Thursday. Their last con-| 
spective markets, if not perched at|tract with Consolidated expired | Keystone Signs 1,000th 
early this summer, and the strike | Affiliate—KAGE 

The new product barrage con-|is said to be over wage rates and | Keystone Broadcasting Co., Chi- | subsidiary of Cape Asbestos Ltd., 
tinues apace. Last month, Warwick | other items in the new proposed |cago, Friday (Sept. 20) signed its 


|Chicago, has appointed Fuller & 
|\Smith & Ross, Chicago, to handle 
|its advertising and public relations 
account. The company is the U.S. 


London, processor of Amosite and 


& Legler was named to handle|contract. Observers say the strike,|1,000th affiliate—KAGE, Winona, | Crocidolite asbestos, and F&S&R is 


and an equal number of parttimers | three, scheduled for fall introduc-|which has shut down the paper Minn. Sterling Drug Co., New its first agency here. North Amer- 
j ican Asbestos is in the process of 
introducing Asbestolux, a new 
light construction board, in the U.S. 


—all working on the account. 


e To meet the client demand for 
new talent, BBDO regularly | hired 


which was to be advertised with a/|stock at the mills. 


tion. Last November, BBDO was|making machines, may run long) York, in honor of the occasion, has 
ey for an eye-drop preparation |enough to deplete existing paper |signed for 1,000 spot commercials 


jon the radio station. 


lipka 


NBP MEETING—At National Business Publications’ fall regional meeting in New York, 
the photographer caught these shots: Joseph Lipka, Penton Publishing; Carroll Buzby, 
Chilton Co.; Karl Zollner, Steel, and Frank McKinley, Electrical Manufacturing, are 
at the left. James Stangarone and Robert Hartford, Machine Design; B. P. Mast Jr., 


Buzby 


Zollner McKinley Stangarone Hartford Mast Smalley 


Hopper Pfefter Wallace Case Kofron 


Conover-Mast; Dorothy Smalley, N. W. Ayer & Son, and Schuyler Hopper, Schuyler 
Hopper Co., are in the center, while at the right are John Pfeffer, Automotive Indus- 
tries and Aircraft & Missiles Manufacturing; Joseph Wallace, Wallace Publishing Co., 
Montreal; Russell Case, Motor Age, and Jack Kofron, Chilton Co. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office ne later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


lines (maximum—two) 30 


disceunts, size and frequency apply. 


HELP WANTED 
SALESMEN TO CALL ON NEWSPAPERS 
WITH HIGH INCOME SIDE LINE 
Established almost three years—top dail- 
ies now subscribe—all sold by one part- 
time salesman. The only service of its 
kind, now ready for intensive develop- 
ment. Territories available in west, mid 
west, east and Canada. Liberal commis- 
sions on new contracts and renewals. 
Substantial earnings. No investment re- 
quired. 
Box 9876, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ART DIRECTORS! ARTISTS 
GOPYWRITERS! 
Get yourselves listed with APA.* A new 
confidential Nation-wide service for ca- 
reer minded agency men and women! Let 
APA help you find the position you're 
looking for. No fee to pay! ‘Not a job 
agency. For information, write con- 
fidence:) 
*ADVERTISING PERSONNEL 
OF AMERICA 
Box 7, Skillman, New Jersey 


WOMAN - To handle co-op adv. program 
for national paint mfgr. Ability to com- 
pose own letters, knowledge of office 
routine essential. Good salary, plus ex- 
cellent fringe benefits. Phone for appt. 


AVERAGE PAID CIRCULATION FOR 
4 MONTHS ENDING JUNE 30, 1957 


39,430 | 


HELP WANTED 
TO A CREATIVE WRITER 

AND INDUSTRIAL AD MAN... 

. looking for growth petential with 
an aggressive, multi-plant manufacturer 
. « « wide responsibility in all phases of 
advertising, promotion and public rela- 
tions ... a high starting salary com- 
bined with profit-sharing, company-paid 
retirement program and other company 
benefits ... a spot where creative talent 
and hard work are immediately recog- 
nized by top managemest ... we have 
these to offer, plus ideal living conditions 
in a small, university city just south of 
the Indiana Sand Dunes—about an hour’s 
drive from Chicago. 

If you can work well with top manage- 
ment; initiate ideas and write product 
literature, direct mail, house organs, pub- 
licity and advertising; are from 23 to 32 
years old; and have the industrial ad 
experience, enthusiasm and potential we 
seek, we will arrange a confidential in- 
terview in Chicago. d resume 
salary requirements to: 

Box 9896, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 


Miss Langan, Yards 7-3822, Chgo. 209 Se. State St., HA. 7-1991 Chicago 
Artist — leading manufacturer in west-|Stenographer in Advertising Agency. 


ern Wisconsin has real opportunity for 
a young artist interested in layout. We 
are sales minded and do all our promo- 
tional material in an agency-like ad de- 
partment. Our staff is recognized as one 
of the best literature creators in the 
country. We need a man 30 or under who 
has had some art training and enough 
experience to know that layout is his 
future. The man selected will work un- 
der a competent art director. He wi 
have a good job to start, excellent 
chances to grow with a growing company 
and the opportunity to develop into a 
top grade layout artist. Apply te Art 
Director, The Trane Company, La Crosse, 


Wisconsin. 

~~MOLENE 
.. Public Relations 
ome A@vtg Managers 
.. Production .... Service 
comes to our mill” 


MANAGER, RESEARCH DEPARTMENT 
Large 4A Agency with Automotive Ac- 
counts. Ph.D. or Master’s preferred with 
at least five years academic or busi 
background. Challenging opportunity for 
broad range of advertising, media and 
market research on variety of accounts 
with considerable client contact on re- 
search matters required. Midwest. Salary 
around $15,000 Please contact: 

Box 9894, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Editors ............ 


| 
} 


i} 


Copy writing or ad production experience 
could be used but is not at all required. 
Age and salary open. Call Mrs. Mickel- 


son, Michigan 2- , Chgeo. 


NEEDED: COPYWRITER TV and 
Print. Your creative ability may be/| 
greater than your TV experience, but 
must be able to write forceful, practical 
copy for film or local TV talent. You | 
can write for print media wih imagina- | 
tive gifts to match your TV commercials. 
Your resourcefulness in coming up with 
answers, not with can’t-be-dones will 
weigh heavily in your favor. You will | 
want to be a part of a young fast grow- 
ing 4-A agency in the Southeast. You | 
will want to be with a compatible cres-| 
tive team where longevity of job-tenure | 
is the rule not the exception. Write in | 
complete confidence, with resume includ- 
ing starting salary. 
Henderson Advertising Agency, Inc. 
P. 0. Box 1700 
Greenville, 8. C. 
ADVERTISING SPACE SALESMAN 
Leading publisher of business magazines 
wants salesman to take over established 
midwest territory with Chicago head- 
quarters. Industrial space sales experi- 
ence desirable. Salary plus commission, 
bonus and traveling expenses. Send full 
particulars to : 
Box 9897, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHERS REPRESENTATIVES 
wanted for editorially non-competitive 
bi-monthly, automotive trade paper re- 
porting auto used car sales, prices, etc. 
16,000 circulation at $15 annual subs. 
rice 
hile long established, just starting first 


concerted drive for advertising. Reps 
looking for soft touch need not reply 
Biggest asset is high potentials along 


with dividends to be paid reps on total 
national adv. volume plus above-normal 
commission rate. Tell us territory, type 
operations, brief history, etc. 
ox 9895, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


P.R. MAN... WITH GO! 


Experienced, aggressive Publicity-Public 
Relations Man to head PR Department of 
Texas’ fastest growing Advertising and 
Public Relations agency. Well defined fu- 
ture for a man who can produce. Ability 
to write . . . with national media con- 
tacts mandatory. We want an executive 
who works hard himself. Age; 30-40. Start- 
ing income in five figure bracket. Send 
complete background résumé with details 
on past campa gs and products. INQUIR- 
JES IN STRICTEST CONFIDENCE. 
Box 757 ADVERTISING AGE 
200 E. iMinois St., Chicago 11, Ilinois 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

» appointment on! 
59 E. 


MADISON + SUITE 1417 
CHICAGO 2, 


ADVERTISING 
PRODUCTION-PURCHASING AGENT 
FOR MAIL ORDER FIRM 


The man we're looking for has had 
a broad experience in all phases of 
advertising production; is under 45 
years of age; has an unimpeachable 
record of negotiating large transac- 
tions with basic resources in the 
graphic arts field; may not know all 
the answers but is eager to learn and 
to grow with a dynamic, highly-re- 
spected, long-established wholesale 
mail order house located in Chicago. 


This man will also be expected to 
| out on quality control with roto 
and offset during peak periods of 
production. A knowledge of paper, 
printing, color separations is essen- 
tial. a Ae Write fully. All re- 
plies will ept confidential. 


BOX 756 ADVERTISING AGE 
200 E. filinois St., Chicago 11, Illinois 


Pipe, Fast, Fairly Priced Photography 


pic 


DEARBORN 2-1062 


187 WN. LaAGALLE, CHICAGO menos | 
PUBLICITY COMMERCIAL. 
CONVENTION INDUSTRIAL 


COPYWRITER 


pany departments. 


ton Ave., New York 17, N. Y. 


For Advertising Department of large New 
England consumer products firm. Must have 
facility in writing sales promotion booklets, catalogs, develop- 
ing display material, etc. Some contact with agency and com- 


Fine opportunity with largest firm in its field. Excellent employee 
benefit program plus salary commensurate with background and 
ability. Fine living and family-raising conditions in central New 
England town only 50-60 miles from three metropolitan centers. 
Send complete resume. Box 758, Advertising Age, 480 Lexing- 


| Diversified copy; contact 
| retail. Seasoned all phases. E. seaboard. 


POSITIONS WANTED 
MR. PUBLISHER, do you need an expe- 
rienced Ad Space Rep. in the N.Y. area? 
Thorough knowledge of newspaper & 
magazine adv., trade & consumer. 

Box 9862, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

ACCOUNT EXECUTIVE 

ADVERTISING MANAGER 
9 years experience advertising, promo- 
tion, merchandising diversified products. 
Heavy package goods, food, fashion. Age 
34, B.S. Prolific idea man, strong planner, 
copy. contact, liaison. Now employed as 
A/E. Seek manufacturer or solid agency 
N.Y.C. area. 
Box 9869, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPY - CONTACT: Present agency’s 

cut-back makes available. 10 years diver- 
sified industrial and major appliance ex- 
perience. Excellent references. 


AGENCY COPYWRITER, ANYONE? 
Aging wordsmith (low 30s) wants chal- 
lenging creative berth for declining 
years, in shop where new ideas pay off; 
growth is possible. Problem accounts a 
specialty. Ten years retail & agency ex- 
perience, all media. Copy-director; TV 
writer-producer. Well worth $15000. Our 
employers do not know of this ad. Yet. 

Box 9899, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Illinois 
ADVERTISING ARTIST in BOSTON 
wishes to be relocated in Miami area 
with agency or printing house. Experi- 
enced in art preparation-mechanicals to 
finished art b/w. Single, veteran WW2 
and ready to leave. 

Box 9900, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Considering all P-R opportunities. College 
grad, 37, married, relocate. 10 years 
newspaper sports experience. Top refer- 
ences. Grant me interview. 

Box 9901, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
CIRCULATION MGR.-Mail promotion, 
ABC, fulfillment, purchasing, printing. 

Box 9902, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y¥. 


Advertising Age, September 23, 1957 


(Continued from Page 3) 
to determine just what its course 
of action will be. Most of AFR’s 
5,400 members belong to one of 
three local grocery groups, Certi- 
fied, Grocerland or Progressive, 


ACCOUNT EXECUTIVE 
$12,000 - $15,600 


Good all-around advertising B/G in gen- 


eral industrial products Agency expe- 

rience helpful, but not mandatory. Should 

be effective sales type. Age 35-48. For 

confidential representation, contact— 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


TELEVISION 
WRITER 


VanSant-Dugdale, long established 
4-A Baltimore Advertising Agency 
of 100 people needs a writer for 
growing -Radio Department. He 
must be experienced in commercial 
writing, able to develop ideas and 
write with a minimum of supervi- 
sion. Work involves iive and film 
TV and radio. Salary open, profit- 
—— retirement plan, life insur- 
ance. If you qualify send resume, 
including salary requirement, to 
TV, 15 E. Fayette Street, Baltimore 

. Faye ore 
2, Maryland. 


WRITER -direct mail copy, business fea- 
ture articles, news reporting. Handy witb 
figures. Knowledge printing production. 


| $10M. 


Box 9903, ADVERTISING AGE 
480 Lexington Age., New York 17, N. Y. 
CREATIVE ADVERTISING EXEC 
— 4A agency, 


Box 9904, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING PROMOTION MAN 
9 solid years experience. Contact, Sales 
Promotion, Media, Production, College, 
29 and hard worker. Will relocate. 
Box 9905, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
MARKET RESEARCH ANALYST 
7 yrs. experience in industrial and con- 
sumer fields. B.S., M.B.A. Evening Fac- 
ulty member leading University. Age 29, 
married, Chicago only. Salary open. 
Box 9906, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


TEST RURAL SUBURBIA IN SANDERS 
10 GENESSEE VALLEY PUBLICATIONS 
Geneseo, N.¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 
TRADE PUBLICATIONS 
Want to sell? Want to buy? Write me 
fully in confidence. No “peddling’’—wide, 
responsible contacts. Chas. K. Feinberg, 
Broker, Box 1036, Newark, N.J. 


MISCELLANEOUS 


EXECUTIVE HOME FOR SALE 
In excellent North Shore area, short walk 
to trains and shops. Very attractive all 
brick long low Rambling Ranch with 
many deluxe features such as_ T.V. 
lounge, separate dining room, twin size 
bedrooms, 1% ceramic baths jalousied 
porch, 2 car attached garage, etc., In one 
of best executives neighborhoods. 
Call MR. DEAKINS. 
BAIRD & WARNER 
1157 Waukegan Rd., Glenview, Ill. 
GLenview 4-1855 IRving 8-2204 
TO SHARE AN APARTMENT 
Young copywriter with tastes he can’t 
pay for alone, seeks another, together to 
find quarters 1200-1600 N near the Lake. 
x 9907, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
OFFICE SPACE AVAILABLE 
Chicago office of publisher has desk 
space, telephone answering and steno- 
graphic service available for another pub- 
lisher’s representative. Good North side 
location. Implement & Tractor Publica- 
tions, Inc., 2601 W. Peterson, Chicago 45. 
Telephone RAvenswood 8-4321. 


Our 46th Year 


COPY WRITER. Broad agency 
including automotive 


exper to $20M 
ART DIRECTOR, agency $15-17M 
MKT. RESEARCH, supervisory 

exper. Some sales background to $12M 
FARM IMPLEMENT WRITER $10-11M 
ADV. MGR. Can be older man $9-10M 


AND MANY MORE! 


GLADER CORPORATION 


Don Harris, Dir.. Adv. Div. 
110 8S. Dearborn CE 6-5353 Chicago 


‘a a 
( ae } 
|_ DOUG SMITH, INC. J 


... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


Like to Create Campaigns? 


To a young man who has demon- 
strated his ability to write sellin 

copy for national magazine an 

trade paper advertisements, there 
is an opportunity in a middle- 
west 4-A nmcy to write accounts 
that are industry leaders. Must be 
able to create complete cam- 
paigns, including merchandising 
and direct mail programs. Con- 
sumer durable goods experience 


helpful. Write giving complete 
details. Box 749, Advertisi: Are. 
200 E. Illinois St, Chicago il, fil 


Advertising Manager 
Wanted 

By successful Chicago manufac- 
turer of limited line of special 
products (each a national lead- 
er) selling direct in professional 
field. We want an experienced 
man who can create and write 
trade paper ads and sales pro- 
motion material and supervise 
our direct mail. Must write well. 
Challenging assignment, with 
new products in offing. Start 
Nov. 1. State experience and 
salary expected. 

Box 759 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


CARTOONS 


Syndicated panels by America’s favorite 
cartoonists. For Advertising, House Organs, 
Trade Publications. Samples-prices on request. 


CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


Major Chicago Film Studio 


needs selling salesmen to sell to 
advertising agencies and indus- 
trial accounts. Your earning ca- 
pacity is unlimited. If you have 
a proven record of sales in our 
area, why not sell and work for 
the best. Our people know of 
this ad. Write in detail and con- 
fidence to Box 760, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Mil. 


LITHO SALESMAN 
Expanding mid-west lithographing com- 
pany with first-class 22” K 34” to 76” 
multi-color equipment and day and 
night operation will add one expe- 
rienced lithograph salesman with es- 
tablished clientele to present staff. 
This is a real opportunity for an 
aggressive salesman who wants a 
five figure income . . . we have an 
established reputation for producing 
highest quality color work . . . fast! 
All work priced competitively . 
large Af be orders. 

ian Lithographing Co. 
547 S. Clark St. 


WAbash 2-3552 


Grocery Ad Battle Brews in Chicago; Kroger. 
National End ‘Truce’ on Trading Stamps 


any one of which also may plan its 
own anti-stamp ad campaign—or 
just possibly might start its own 
stamp plan. Until their views are 
clarified AFR’s ad plans won't be 
resolved. 


@ There is_ still considerable 
amazement among food retailers 
that National decided to launch 
stamps here, because it has been 
evident for over a year now that 
none of the chains and few of the 
independents would be caught off 
balance by the advent of stamps. 
A heavily armed truce has pre- 
vailed, with all the big chains 
except A&P known to have stamp 
plans ready for almost immediate 
use. 

The theory has been that no 
chain would enjoy a competitive 
advantage for more than a few 
days—a week at most—before the 
other chains would begin using 
their own stamps, thus negating 
the stamp advantage. 

National is aware of all this but 
apparently is unimpressed. Its 
release announcing the venture 
frankly says “... It is expected 
that other food chains will follow 
the National Tea Co. pattern and 
will lose no time in trying to de- 
velop trading stamp plans with 
which to compete with National.” 

National says it expects to dis- 
tribute about $5,000,000 in mer- 
chandise annually to savers of its 
stamps in this market. S&H stamps 
will be given in the Chicago met- 
ropolitan area, while King Korn 
stamps will be given by 200 down- 
state National stores. 

With the addition of its Chicago 
and Illinois stores to its stamp 
activities, National now has all 
825 of its stores in 19 midwest 
States in the stamp business. 

Kroger, which has given its Top 
Value stamps in other markets for 
a long time now, surprised few by 
seconding National’s move to 
stamps in this market. 


® None of the anti-stamp chains 
has actually sprung its “retalia- 
tory” stamp plans yet, though 
Jewel’s president, G. L. Clements, 
stated more than a year ago (AA, 
April 9, 56) that stores caught off 
guard by a competitive stamp 
plan often sustain heavy sales 
losses, and “we don’t intend to let 
that happen to us.” Thus far, of 
course, Jewel’s Extra Value 
stamps stay in reserve while ad- 
vertising is used as the first line 
of defense. 

The IGA stores, also basically 
anti-stamp but with their own 
Much More stamps under wraps, 
plan to wait and see how things 
go before acting. 


® A&P, which is anti-stamp and 
has no stamp plan in reserve, has 
responded to the whole situation 
with a terse “no comment.” 

Whatever does develop in the 
retail food business here, newspa- 
pers, and to a lesser extent radio 
and tv, seem destined to see some 
sharp gains in food store ad lin- 
age this fall. 

Some independent food retail- 
ers here also suspect the city’s 
hotels should be doing a roaring 
business with the droves of stamp 
company salesmen who are ar- 
riving here in gold rush propor- 
tions. # 


Rogers Opens in Philadelphia 

Rogers Publishing Co., with 
headquarters in Englewood, Colo., 
has opened a Philadelphia office 
in the Transportation Center Bldg. 
Richard Kervick, formerly as- 


signed to the Rogers New York 
office, will be regional manager 
in the Philadelphia office. This is 
the third regional office opened by 
Rogers this year. The previous two 
were in Pittsburgh and Los An- 
geles. 
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ABC Will Conduct 


Sample Audit for 
‘Reader's Digest’ 


Cuicaco, Sept. 17—The Audit 
Bureau of Circulations took action 
last week in both the consumer 
and the farm publication fields: 

1. In the consumer field, ABC 
decided on a radical departure 
from its standard auditing prac- 
tices for the first time. On Jan. 1 
it will conduct an experimental 
audit for Reader’s Digest, based in 
part on a scientifically pre-select- 
ed statistical sample. 

2. In the farm field, ABC 
voted to eliminate a _ separate 
breakdown for rural delivery cir- 
culation figures on farm publica- 
tion members’ reports. The dele- 
tion of these rural delivery fig- 
ures will become effective with 
the publisher’s statements for the 
period ending Dec. 31, 1957. 

A majority of the 83.4% of farm 
publication members who replied 
to a questionnaire sent out Aug. 1 
by ABC were in favor of dropping 
rural delivery circulation figures. 


® ABC’s board of directors ap- 
proved a proposal which opens the 
door for use of statistical sampling 
techniques in determining the cir- 
culation of a publication. The ex- 
perimental circulation audit for 
Reader’s Digest will be conducted 
for the period of Jan. 1, 1958 


through June 30, 1958, provided |°f its broadcast advertising from |ican Marketing Assn. Other of- | 


certain requirements are met by | 
the publication. 

Dr. Melvin P. Peisakoff, of the 
Rand Corp., Santa Monica, Cal., 
has been retained by the bureau 
as a consultant to examine and 
evaluate the proposed procedures 
from the standpoint of statistics 
and sampling theory. 


® Basically, the sampling proce- 
dure approved by the ABC board 
involves the application of the 
Rand Corp. random digit tables. 
In the application of the system 
at Reader’s Digest, a 1% sample 
of subscription production would 
be used for a qualitative break- 
down of total paid circulation. 

It would require the filing of 
only 1% of the subscription or- 
ders, with the other 99% of the 
orders retained in bulk storage 
until such time as the experi- 
mental procedures proved satis- 
factory, ABC said. 

It could lead to the discard of 
these 99% as the orders are proc- 
essed. The audit report based on 
these experimental procedures 
will be a “qualified” report, and 
will include an appropriate qual- 
ifying statement, according to 
ABC. 

ABC hopes to learn through the 
experiment to what extent it may 
be possible to apply sampling 
techniques in the record-keeping 
and auditing of other publisher 
members besides Reader’s Digest. 

The bureau retains the right, at 
the completion of the experimen- 
tal audit, to (1) discontinue the 
experiment, should it prove im- 
practical; (2) require additional 
safeguards and/or records, or (3) 
extend the application of sampling 
procedures for the Reader’s Digest 
and for other interested ABC pub- 
lisher members who are able to 
meet the necessary requirements. 


Forbes Lithograph Names 3 

Robert M. Lawrence, general 
sales manager of Forbes Litho- 
graph Mfg. Co., has made three 
appointments. Beek Myer, former 
vp and display sales manager of 
L. A. Goodman Mfg. Co., Chicago, 
has been appointed to the Chicago 
sales office. Norman R. Jack, 
company vp, has been named 
manager of the Boston sales of- 
fice. Charles S. Trefrey, former 
administrative assistant in the 
New York sales office, will join 
the staff on a fulltime basis. 


Advertising Age, September 23, 1957 


Goop—Good al- 
ways and under 
every circum- 
stance is the 
general theme 
of the campaign 
Thomas J. 
Webb coffee 
broke last week 
in Chicago. This 
is atypical 
newspaper ad. 


Be St Deine 6 


Atlantic Refining Covers 
Markets with Weather News 


Atlantic Refining Co., Philadel- 
| phia, has switched the emphasis | 


regional sports events to tv weath- | 
er shows. The company now has | 
late evening weather shows in 32 
0 of its 34 key markets in the East. 
All of the shows are local, most 


11:15 p.m. time slot. 

The refiners will continue to 
sponsor major league baseball on | 
radio and tv, but will drop spon- | 
sorship of National Football 
League games. N. W. Ayer & Son 
is the agency. 


| 


Mrs. Sullivan to Gore Agency 

Mrs. Glenda Sullivan, formerly | 
vp of Ben Sackheim Inc., has 
joined Gore, Smith & Greenland, 
New York, as a group account| 
supervisor. 


Baltimore AMA Elects 


Sidney Cohen, Gunther Brewing 
Co., has been elected president of | 
the "Baltimore chapter of the Amer- | 


\ficers elected are Marie T. Ehr- 
linger, Joseph Katz Co., vp; Jean 
Mowbray, Radio Station WEBR, 
secretary; Arthur L. Greenberg, 
|Charles Antell, treasurer; Brian L. 


Mellert, Hecht Co., luncheon meet- 
ing chairman, and Eveleth W. 
Bridgman Jr., VanSant, Dugdale 
| & Co., publicity chairman. 


Bell & Howell Names Ely 

Paul F. Ely Jr. has been named 
manager of market research for 
Bell & Howell, 
| manufacturer, He had been re- 
\search manager and account ex- 
ecutive of Longstreet-Abbott " 
|Co., St. Louis, since 1950. 


run for five minutes in the 11 to|DeVan, James W. Rouse Co., new | 
|membership chairman; Robert C.| 


| 
| 
| 


Chicago, camera | 


Webb Proclaims 
Itself the ‘Good, 
Good, Good Coffee’ 


(Continued from Page 3) 
on the brand and brought it up 
from less than 3% of the Chicago 
area coffee market to somewhere 
near 6%. 
Now the company is hopefully 


a “rolling wave” of radio and tel- 
evision spots, as well as a number 
of air programs. 


® The spot schedule calls for 
heavy concentration on one sta- 
tion at a time, and then a move to 
another station. For example, 
WGN starts the first week with 85 
8-second IDs on radio; the next 
week there are 58 on WMAQ; 


the third week 40 on WBBM—and 


looking toward a 10% share of the! | the fourth week probably a repeat 


local market, the first step being | 
the campaign which kicks off this | 
week, involving a total expendi- 
ture of more than _ $300,000, 
through Rutledge & Lilienfeld. 


® The campaign involves four six- 
to-seven-week selling cycles, each 
calling for four-color, two-color 
and b&w ads in the four Chica- 
go newspapers. In between the 
four selling cycles 100 different 
100-line single-column ads will be 
used in a “holding operation,” plus 
some larger weekend roto space. 
In addition to the newspaper 
advertising, the company will use 
banners on the outside rear of 200 
Chicago Transit Authority buses 
on a year-round basis, with ten 
different messages appearing on 
the buses at all times; three three- 


dimensional painted bulletins, and 


on one of the three stations, this 
time with 20-second spots com- 
posed of three of the 8-second 
ones (which actually take 6% sec- 
onds air-time). 

The spots use the same “good, 
good, good” theme as the print 
advertising, and Webb and its 
agency are hoping for a “hypnotic 
effect,” which will burn the mes- 
sage into listeners’ heads. 

In addition to the rolling bar- 
rage, Webb is sponsoring 15 min- 
utes of Howard Miller on WIND 
three times a week, and the same 
schedule on Mal Bellair’s “Lucky 
Ladies” show on WBBM, as well 
as eight newscasts weekly on 
WJJD. Television is much more 
modest, because of its cost, with 
12 daytime spots and five night- 
time spots planned for each of the 
four selling periods. # 
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AUTOMOTIVE ADVERTISERS 
NEED THE “MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 
County's 51/4, million people regularly 
read this one Los Angeles newspaper. 


That's why you 
"“Million-Plus” 


must have the 


readers of the 


Los Angeles Evening 


HERALD 


EXPRESS 


“Largest evening circulation in Western America” 


rete pecs by edt Regan & Schmitt, Inc. 


Oklahoma! 


ASM BIS  sesicrier 


Paid 


gives you most for your advertising dollars 
in the important Texas and Oklahoma Markets! Vw 


YOUR ADVERTISING in The Farmer-Stockman gets the benefit of 
readership unparalleled by any farm publication reaching the rural South- 
west! There’s a sound, fundamental reason: The Farmer-Stockman is the 
ONLY farm publication edited separately for TEXANS — and edited > 
separately for OKLAHOMANS! 


TO YOU, the advertiser, this means increased visibility for your message « 
plus a more receptive attitude toward your product when it appears with 
so much localized editorial content. Reader-interest is always at a high-peak 
when editorial content hits close-to-home! Indeed, The Farmer-Stockman 
is voted the most helpful of any magazine reaching the rural Southwest! 


YOUR ADVERTISING belongs in The Farmer-Stockman, 
the farm publication you’d read if you lived in Texas or 


\ 


The 


mor Shock 


OKLAHOMA CITY + DALLAS 


1s : ‘Tire 
J. H. Hunter, Advertising Director “Se 
400 N. Michi Avenue 500 N. Broedway 
Chicago 11, SUperior 7-6145 Okiahome City 1, CEntre! 2-3311 


420 Lexington Avenve 
New York 17, MUrray Hill 4.3340 


4321 N. Central Expresswoy 
Datias 5, LAkeside 1-312! 


SEPARATE EDITING 


“Ty 


iy 
i 


‘ bd . 


®) 


NOW PRINTED 
ENTIRELY OFFSET! 


This process provides 
greater flexibility in 
types of material fur- 
nished for reproduc- 
tion, plus savings for 
advertisers as no en- 
, gravings are required. 
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Vernonis 


Callaway 

MPA MEETING—Corridor conversations during a lull in the fall conference of Magazine 
Publishers Assn. in New York featured people like (left) John Vernonis, American 
Home, Lee Adams, Popular Science, and Eliott Odell, Farm Journal. Next are Pete 


Von Tress 


FCC May Okay 
Three-Year Test 
of Pay Television 


(Continued from Page 1) 

By specifying that no toll-tv ap- 
plication will be processed before 
March 1, the commission leaves 
Congress one final chance to inter- 
vene, and at the same time demon- 
strates that the FCC is not pre- 
pared to procrastinate indefinitely. 


= Moreover, the decision to let 
each tv station select the toll-tv 
plan it intends to use enables FCC 
to get toll-tv on the air without 
picking from among the several 


with the steps taken by FCC today, 
and Commissioner Fred Ford, who 
took office last week, reported that 
he was not prepared to vote at this 
time. 


‘TV GUIDE’ QUIZZES 
READERS ON PAY TV 

PHILADELPHIA, Sept. 18—‘“It is 
you, the viewer, who will decide 
the fate of pay tv,” says TV Guide 
in its Sept. 21 issue. 

The statement precedes a cou- 
pon with six questions relating to 
pay television, which TV Guide 
asks its readers to fill out and re- 
turn. Such much-wondered-about 
points as “What would you pay as 
a monthly charge?” ($5, $10, $20, 
and $25 amounts are listed) and 
“Would you have subscription tv 
installed in your home?” are cov- 
ered. 

Other questions asked are: 


NBC Tops in Daytime 
TV, but CBS Retains 
Nighttime Advantage 


New York, Sept. 18—As a part 
of its fall pep meetings for af- 
filiates here last week, NBC Tele- 
vision staged a presentation to 
gauge the current competitive sit- 
uation among the three networks. 

Nielsen data was used to illus- 
trate NBC’s progress during the 
1956-57 season. After comparing 
ratings, share of audience, etc., for 
the beginning and end of that sea- 
son, Don Durgin, the NBC vp who 
made the presentation, summar- 
ized the nighttime picture with: 

“Notice that during the 1956-57 
season NBC improved its position 
vis a vis CBS very perceptibly, 
while ABC’s third position re- 


MacNeal 


Callaway, Fortune, and Ed Von Tress, Curtis, while Otto G. Schaefer, Better Homes 
& Gardens, turns to talk to a greeter out of camera range. Robert E. MacNeal, Curtis 
Publishing Co., makes a note, while Kent Rhodes, Reader's Digest, looks on. 


Advertiser Can't Tell if TV Sells 
Goods, Says McCall Corp.'s Carr 


(Continued from Page 1) 
industry great harm,” he added, 
“is the department’s insistence 
that only it knows anything about 
accounting—despite the repeated 
challenges made by other equally 


| qualified accountants. The demon- 


stration by Dave Brumbaugi that 
instead of losing $8,000,000 or $9,- 
000,000 a year on Life, the Post 
Office actually makes money on 


Life is an outstanding example.” | 


Mr. Gray also assailed the Post 
Office for attempts “to justify 
large increases in postal rates on 
the theory of ability to pay.” He 
said the Post Office “hammers 


different companies which have 
developed distinctive mechanisms 
for putting box-office programs on 


1. Are you in favor of any sub- 
scription television system? 


_away at the idea that magazine 
| publishers are rich and should not 
| object. Sound rate-making never 
= “At the beginning of the sea-| proceeds on a ‘soak-the-rich’ pol- 


mained unchanged. . .” 


the air. 

The commission’s announcement 
does not indicate whether efforts 
will be made to limit the amount 
of pay-programming, or to control 
the fees that are charged for in- 
stallations of equipment. 

While the decision itself is only 
tentative at this time, the 5-1 vote 
in its favor indicated that the order | 
clearing the way for tests will have 
strong support when it is drafted 
by the staff and brought back to 
the commission for approval. 


s While toll-tv has been before 


2. Would you be willing to pay 
any of the installation charges if 
necessary? 

3. Which transmission system do 
you prefer—direct wire or regular 
tv channels? 

4. If commercials on pay tv 
would lower the cost per show to 
you, would you object to them? # 


Sears Publishes 
‘Sears World’ as 
Executive Medium 


son NBC was 20% behind CBS in| 
Nielsen average audience and ABC | 
was in turn 30% behind NBC. At) 
the end of the season NBC was 
6% behind CBS and ABC 32% be- 
hind NBC.” 

Columbia, incidentally, fared 
very well in the nighttime section | 
of this presentation, as it did in a 
similar one made several months 
ago by ABC. 

In the daytime battle for view- 
ers and advertisers NBC had more 
sweeping claims to make for it- 
self. Said Mr. Durgin: 


icy,” he said. 


® He outlined the MPA position 
this way: 

“We feel that first things should 
come first, and that before any 


substantial increase in any rates | 


for any class of mail is imposed 


|the house should be put in order. 


We endorse the attempt of the 
Senate committee on post office 
and civil service to define the na- 
ture of the Post Office as a public 
service and the extent to which 
the annual deficit is caused by 
such service. Once this is done, 


FCC for more than four years, it 
has received active attention only | buck & Co. has unveiled its latest 
in recent months. |vehicle for executive communica- 
At first it was brushed aside so|tion within its vast and growing 
that the commission could give|merchandising business—‘Sears 
priority to the backlog of license| World,” a magazine for its com- 
applications which accumulated | pany executives. 
during the long construction freeze.| In the first issue Theodore V. 
Later a whole year was lost while | Houser, Sears board chairman, 
the commission’s staff digested|said that the publication helps fill 
more than 20,000 comments which|a need “for some broader medium 
poured in when the commission | of communication between all of 
requested suggestions from the|us who share the responsibilities 
public. | of management in Sears.” 


Cuicaco, Sept. 19—Sears, Roe- 


= “As you probably know from | that ugly word ‘deficit’ should 
the trade press and from the ads|€ applied only to any loss in- 
which have appeared from time to|CUrred in other operations of the 
time, 1956-57 has seen NBC-TV | Post Office. ee : 
go from a poor second to a close Then, we believe, is the time 
second to first in daytime rat- | © consider increasing postal rates 
ings. . . —which we would not oppose if 

“The latest Nielsen tigures— | the event proves the need, and 
Aug. 1 report—show the NBC mar- the Congress decides that the Post 
gin of leadership is 11% over-all | Office should pay its own way 
in Nielsen average audience rat-|t® that extent, although other 
lings for morning and afternoon branches of the executive do not.” 
blocks combined.” 

The NBC executive noted that 
the success of the new daytime 


s Edward A. Schirmer, senior vp 
of Campbell-Ewald and onetime 


A preliminary decision calling 
for widespread public testing was 
finally issued last spring, but the | 
approval of tests was delayed all | 


The quarterly magazine, with in- 
itial circulation of 50,000, contains 
an article by Mr. Houser on re- 
sponsibilities of management to its 


schedule can be attested by the 
fact that CBS is making some day- 
| time program shifts of its own. Mr. 
|Durgin also noted that his net- 


exec vp of Crowell-Collier Pub- 
lishing Co., told the publishers 
they would not get the share of 
the advertising dollar they de- 


summer while the commission col- | Customers, suppliers, stockholders 
lected information on how the test|@md employes, and other articles 
should be carried out. }on facets of the Sears business. 


® During most of this litigation | @ 43,000 copies will be sent to 
FCC has had toll-tv proposals from|company supervisory personnel, 
three individual systems: Zenith,| with the rest going outside the 
Skiatron and Telemeter. More re-| company to editors, educators and 
cently, toll-tv sponsors have been others. 
taking the position that wired toll-| Editor of “Sears World” is Alex- 
tv may be such a profitable venture |ander W. Ebin, who also has de- 
that further litigation over toll-tv| veloped house organs for other 
using the broadcast channels may | corporations. He was hired by 
not be worth while. This week FCC Sears through Wentzel, Wain- 
received applications from two|right, Poister & Poore, which pro- 
additional toll-tv sponsors: Tele-| duces the magazine. Taylor Poore, 
globe Pay Tv of New York, | a principal in the agency, is art 
and Blonder-Tongue Laboratories, |director for the magazine. 
Newark, N. J. | The magazine has an editorial 
Commissioner Robert Bartley | panel composed of 58 company ex- 
announced that he does not agree|ecutives. * 


serve until they: (1) Concentrate 
their selling effort on “the new 
generation” in advertising agen- 
cies; (2) learn more about adver- 
tisers’ problems and goals and 
(3) realign their forces as an in- 
Minneapolis-Honeywell Regula- | dustry and stop competing with 
tor Co., Minneapolis, has named | each other. 
Gotham-Vladimir Advertising to| “Magazine publishers,” said Mr. 
handle its international advertis- Schirmer, “have been playing a 
ing. Richard H. Hobbs, vp of the| penny ante game in a no-limit 
jagency’s Chicago office, will be | economy. Your competitors on the 
‘account supervisor. Foote, Cone &| airwaves are thinking big; so are 
| Belding, which handles the compa- 
ny’s domestic advertising, formerly | cies.” 
had the international] account, but} He urged the publishers to “cre- 
it was relatively inactive, with| ate as much excitement” among 
Minneapolis-Honeywell foreign| advertisers as does television. 
subsidiaries placing most of their | “Magazines could make more ef- 
advertising through local adver-| fective use of their great stars and 
tising agencies. expose them to advertisers,” he 


| work is setting the pace for color- 
casting and for programming of 
| specials. # 


Gotham-Vladimir Named 


the broadcast people in the agen- | 


| said. In this connection, he cited a 
|“magnificent series” of articles on 
Lowell Thomas and his Tibetan 
| travels that appeared in Collier’s. 
The magazine, however, never 
used the articles in any promo- 
tional way with advertisers, he 
added. 


= Mr. Schirmer also urged the 
publishers to “get together on a 
readership measurement stand- 
|ard.” He said the practice of mul- 
|tiplying ABC figures into “read- 
ers” doesn’t do the industry any 
good. 

ABC statements, he said, “could 
be presented in a more interesting 
light, more graphically, with more 
showmanship and far better com- 
prehension.” 

Mr. Schirmer asked a reexam- 
ination of the premise that people 
|don’t read magazines in the sum- 
i and around Christmas. “Mag- 


azines should make a concerted 
promotion effort to even out their 
peaks and valleys,” he said. 

Both Mr. Schirmer and Mr. 

Carr called on magazines to pre- 
sent “the magazine story” in a 
united, effective way. Mr. Carr 
said, “We all sell our own maga- 
zines so hard—against each other 
—we don’t allow advertisers to do 
much broad-gauge thinking about 
magazines as a whole.” 
Schirmer said magazines 
“have taken dollars away from 
each other because of internal 
competition” when they should 
have banded together in a selling 
effort. + 


Mr. 


Scrivener & Rice, New 
Agency, Formed in Rochester 
Albert Scrivener, head of Scriv- 
ener & Co., Rochester, N.Y., and 
Stuart J. Rice, until recently an 
account executive with Hutchins 
Advertising Co., have formed a 


Stuart Rice Albert Scrivener 


|new agency, Scrivener & Rice. Mr. 
| Scrivener is president of the new 
agency, which will occupy ex- 
panded quarters of the former 
Scrivener & Co. in the Burke 
Bldg., Rochester. Mr. Rice also has 
been manager of advertising and 
sales promotion of the Delco ap- 
pliance division of General Motors 
Corp. 
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NIAA Sets Record 
Budget, Aims for 
Membership of 5,000 


Toronto, Sept. 20—The Nation- 
al Industrial Advertisers Assn.’s 
board of directors, meeting here 
this week, approved a_ record 
NIAA budget, prepared to launch 
a membership drive and affirmed 
its confidence in its controversial 
Media Data File. 

Specifically, the NIAA board: 

1. Okayed a budget of $173,750 
for the coming year, up from 
$150,000. 

2. Launched a drive to boost 
its membership to 5,000 by Dec 
3, up from the present 4,300. 

3. Affirmed its confidence in 
the concept of the Media Data 
File and asked NIAA Chairman 
R. C. Sickler of E. I. du Pont de 
Nemours & Co. to appoint a spe- 
cial committee to continue re- 
search on the file. 

4. Heard a report by Philip B. 
Allen, Maclean-Hunter Publish- 
ing Co., Chicago, on a program 
designed to acquaint educators 
with the industrial advertising 
field, now in pilot stage in Chi- 
cago. If it works, it will be ex- 
tended to the 30 industrial areas 
in the U. S. and Canada where 
NIAA has chapters. 

5. Heard Harold E. Snyder, Ar- 
cos Corp., who announced a two- 
day management seminar this 
winter to discuss recruiting and 
training of personne] for indus- 
trial advertising departments. 
Dates and site are not yet firm, but 
Princeton was suggested as one 
likely place. 

6. Heard that the budget survey 
committee will have complete fig- 
ures on the latest biennial survey 
of advertising expenditures by 
late fall. (Highlights of the survey 
were announced at the NIAA 
convention in June.) # 


George Riegel, 63, 
Former Ad Director 


of Brooks Bros., Dies 


Setauket, N. Y., Sept. 17— 
George Frederic Riegel Sr., 63, 
retired advertising director of 
Brooks Bros., New York clothier, 
died Sept. 12 at Roosevelt Hospi- 
tal, in New York, after a four- 
week illness. Before joining 
Brooks Bros., he had been head of 
his own agency, Riegel & Leffing- 
well, and also had been associated 
with Abbott Kimball Co., Alley & 
Richards and Geare-Marston. 

Born in Philadelphia, he was a 
graduate of Princeton University, 
class of 1915. Long active in 
Princeton alumni activities, he 
was a member of the board of 
governors of the University Cot- 
tage Club and a governor of the 
Princeton Club of New York. 


HAROLD M. DAVIS 

ELBERON, N.J., Sept. 18—Harold 
M. Davis, 66, a founder and treas- 
urer of Davis, Delaney Inc., New 
York advertising color printer, died 
here today at his summer home. 
Mr. Davis formerly was president 
of the company, which he helped 
to found in 1952. He was also a 
former director of the New York 
Empioying Printers Assn. After a 
tour of printing schools in Europe 
last year, he helped plan the New 
York School of Printing, now under 
construction. 


‘Motor Service’ Names Dyke 
William V. Dyke has been ap- 


Advertising Age, September 23, 1957 


Goetz Brewing Talks to 18 Agencies 


Glamorene Doubles Spot TV Budget to $2,000,000 


Last Minute News Flashes 


Sr. Josep, Mo., Sept. 20—M. K. Goetz Brewing Co. talked to 18 
agencies this week and will conduct more conversations next week.| 
Serious contenders reportedly have been narrowed to ten. Among the 


Meyerhoff & Co.; Geoffrey Wade Advertising; Fletcher D. Richards Inc. 
and Grey Advertising Agency. The brewer hopes to name a new agency 
within the next month to replace Compton Advertising, which resigned 
Goetz four months ago to take over at G. Heilman Brewing Co. (AA, 
May 27). 


New York, Sept. 20—Glamorene’s budget in spot tv for 1957 has 
been increased to $2,000,000 by the allocation of $1,000,000 for a cam- 
paign to run through December in 90 markets. The campaign began 
Sept. 16 in some markets, although buying is still going on. Minute, 
20-second and 10-second announcements are being used. Spot tv is 
estimated to be at least 80% of Glamorene’s total advertising budget. 
Product Services Inc., New York, is the agency. 


Studebaker-Packard Will Open Push for ‘58s Oct. 1 


Soutu Benp, Sept. 20—Studebaker-Packard Corp. will kick off an 
extensive advertising campaign Oct. 1 for the introduction of its 1958 
line of cars and trucks, plus Mercedes-Benz models. About 1,600 daily 
and weekly newspapers will be used. This will be supported by news- 
paper supplements, magazines and 5,000 outdoor boards. Burke Dow- 
ling Adams Inc., Atlanta, is the agency. 


Leather Group to Switch from B&B to Hockaday 


New York, Sept. 20—The Upholstery Leather Group will move its 
account from Benton & Bowles to Hockaday Associates in mid-Novem- 
ber. 


Stone, Dick Advance as Minute Maid Execs Resign 


New York, Sept. 20—Minute Maid Corp.’s move from here to 
Orlando, Fla., about mid-October did not appeal to the company’s 
top advertising execs. Ambrose E. Stevens, vp in charge of sales and 
advertising, has switched to the National Cranberry Assn. as exec 
vp and general manager, and James W. Rayen has resigned as adver- 
tising manager and public relations director and will announce his 
plans shortly. Minute Maid has named Hamilton Stone, formerly na- 
tional sales manager, to replace Mr. Stevens. Howard Dick, sales plan- 
ning manager in the past, is Mr. Rayen’s successor. 


Lichtenstein Gets New Promotion Post at ABC Radio 


New York, Sept. 20—Irv Lichtenstein, formerly vp in charge of 
publicity, audience and sales promotion, and research for WWDC, 
Washington, has been named director of promotions and exploitation 
for ABC Radio, a new post. Harriet Kogod, formerly Mr. Lichtenstein’s 
assistant at WWDC, takes over his publicity duties. Mary Lou Wilson, 
formerly assistant to Ben Strouse, WWDC president, takes over sales 
promotion. 


Leber & Katz Gets Burberrys Account 


New York, Sept. 20—Burberrys Ltd., British outerwear manufactur- 
er, has appointed Leber & Katz to handle its advertising. George N. 
Kahn Co. is the previous agency. 


Jordan Moves to Houston as Creative Head 


New York, Sept. 20—Don Jordan, Lennen & Newell copywriter, 
will join Bryan Houston Inc. on Oct. 1 as creative head. 


Helena Rubinstein to Sponsor Caesar & Coca 


New York, Sept. 20—Helena Rubinstein wil! sponsor Sid Caesar and 
Imogene Coca Sundays at 9-9:30 p.m., EDT, on ABC-TV. Ogilvy, Ben- 
son & Mather is the agency. 


Sponsel Moves to Blaine-Thompson Co. 

New York, Sept. 20—Kenath T. Sponsel, formerly vp and plans 
board member at Hilton & Riggio, has joined Blaine-Thompson Co. as 
account supervisor and plans board member. Prior to joining H&R last 
May, Mr. Sponsel had been vp and account supervisor of John H. Du- 
lany & Sons (food account now handled by Erwin, Wasey) at three 
agencies—Erwin, Wasey; W. Earl Bothwell Inc., and Foote, Cone & 
Belding. Mike Mones, formerly in the account department of Doyle 
Dane Bernbach Inc., has joined Blaine-Thompson as account exec and 
plans board member. 


Slattery Joins Bennett; Other Late News 


e Desmond Slattery, an account executive with the Caples Co. for the 
past seven years, has joined the Victor A. Bennett Co., New York, as 
account executive on British Overseas Airways Corp. 


e After a three-year lapse, Alfred Dunhill of London Inc. will resume 
advertising for its De-Nicotea cigaret holder with pages in the Oct. 7 
Life and Oct. 19 Saturday Evening Post. The new campaign, handled 
by Leber & Katz, will promote use of the holder with filter-tip cigarets. 


e Super Market Merchandising, New York, has formed a new af- 
filiate, Mass Marketing Research Inc., which will conduct studies on 
all phases of consumer behavior, working with manufacturers on new 
packages and products and with supermarket companies. William 
Capitman, who also is president of the Center for Research in Pack- 
age Marketing, is exec vp. Paul Fine, a former instructor in psychol- 
ogy at Rutgers University, is vp. Three executives of Super Market 
Merchandising also will serve on the board. 


pointed western manager of Motor 
Service, Chicago. Mr. Dyke, who 
formerly was manager of distrib- 
utor sales for Blackhawk Mfg. Co., 
Milwaukee, will be responsible for 
advertising sales on both Motor 
Service and its new companion 
publication, Service Station Man- 
agement. 


e C. W. Fisher, for 20 years a space buyer with the Buchen Co., Chi- 


cago, has resigned following a disagreement over plans to revamp the 


agency’s space buying operation. Howard W. Rose, vp and media di- 


rector, said the revamp, which he declined to map out, is aimed at 
taking fuller advantage of the agency’s research wing, which has 


undergone extensive changes recently. 


e Sumner H. Wyman has been appointed vp in charge of merchan- 
dising for the Lawrence C. Gumbinner Advertising Agency, New York. 


agencies interviewed were Erwin, Wasey, Ruthrauff & Ryan; John W. 5 
Shaw Advertising; Grant Advertising; Clinton E. Frank Inc.; Arthur 


WILLIAM FERRIS, for the past four 
years advertising manager of Tem- 
co Inc., has been appointed ad 
manager of Magic Chef Inc., 
Franklin, Tenn., manufacturer of 
gas ranges and space heaters. 


P. O. Shelves Plan 
Forcing Mailers to 
Sort Own Bundles 


WASHINGTON, Sept. 20—The 
Post Office Department announced 
today that it has decided not to 
adopt a regulation at this time re- 
quiring bulk second and third class 
mailers to sort their bundles by 
carrier delivery zone. 

But at the same time the de- 
partment appealed to mailers to 
cooperate in reducing postal costs 
by addressing and sorting big 
mailings on a zone basis volun- 
tarily. 

Under a proposal issued last 
June, compulsory zoning for bulk 
mailers was scheduled to become 
effective Oct. 1. Postmaster Gen- 
eral Arthur Summerfield had es- 
timated that the additional sort- 
ing by mailers would reduce post- 


but mailers subsequently con- 
vinced him that the adoption of a 


expense, and might result in a sub- 


mailers. 


® In a decision published in the 
“Federal Register” today, Mr. 
Summerfield said that after con- 
sidering the views of the mailers, 
it has been determined that the 


on Oct. 1 and that no date will be 
set at this time. # 


GOA Boosts Caspari; Names 
Dobson Sales Director 


General Outdoor 


; 


Lawrence Dobson George Caspari 
branch operation and Lawrence O 


tor of sales. 


sistant in charge of sales personnel 


Clinton Adds Holloway’s 


Mr. Wyman joined the agency last year. 


newspapers. 


al operating costs by $5,000,000 


compulsory sort-it-yourself regu- 
lation would force many users of 
mailing lists to incur tremendous 


stantial reduction in the use of 
the bulk service by third class 


rule will not be placed in effect 


Advertising 
Co., Chicago, has promoted George 
W. Caspari to vp in charge of 


Dobson to the new post of direc- 


Mr. Caspari formerly was vp in 
charge of sales. Mr. Dobson pre- 
viously was manager of the Mem- 
phis branch and Mr. Caspari as- 


J. & J. Distributing Co., New- 
ark, importer of Holloway’s Lon- 
don dry gin, has appointed Fred-|of Today’s Health. He will head- 
erick Clinton Co., New York, to} quarter 
handle its advertising. A premi-|Health has named Whaley-Simp- 
um-priced gin, Holloway’s has not|son Co., 
been imported into the U. S. since | Francisco, to represent it in 11 
before World War II. Advertising| western states, and Barber-Mc- 
will begin in October in Newark | Cann to represent the magazine in 


‘Suit Demands 


NBC Stick to 


'\Cross-Plug Deal 


(Continued from Page 1) 
Bergen Show” and “Club Oasis,” 
i\which alternate on NBC-TV on 
Saturday nights, 9-9:30 p.m., EDT. 
The suit asks “specific per- 
formance” of contract and asks 
for an injunction restraining NBC 
from breach of contract. 

The litigation—which is thought 
to be tactical and aimed at achiev- 
ing results through negotiation— 
came about like this: 

In July, Doyle Dane Bernbach 
Inc. agreed to a contractual ar- 
rangement which called for Max 
Factor & Co., its client, and Lig- 
gett & Myers Tobacco Co. to al- 
ternate as sponsors of the NBC 
time. 

The arrangement called for 
each sponsor to get two minutes 
of commercial time alternately, 
with the third minute of available 
commercial time used by the al- 
ternate sponsor. Factor was to be- 
gin sponsorship Sept. 21, and it 
would get the first two minutes of 
commercial time. 


s The contract was to run from 
Sept. 21, 1957, through Sept. 13, 
1958, the complaint says, although 
Factor’s portion was to terminate 
Sept. 6, 1958. Doyle Dane Bern- 
bach says, “according to knowl- 
edge and belief,” that NBC en- 
tered into a similar agreement 
with Liggett & Myers and Mc- 
Cann-Erickson. 

However, the complaint says, 
Doyle Dane Bernbach was notified 
Sept. 13 that the network would 
/not telecast the programs in ac- 
cordance with the agreement, and 
that “plaintiff’s said client [ie., 
Factor] would not receive one 
minute’s commercial time on pro- 
grams sponsored by Liggett & 
Myers...” 

The agency still insists it is 
willing to carry out the agree- 
ment, that it will be “irreparably 
damaged” if NBC isn’t compelled 
to honor its contract. The agency 
points out 40% of its billing is in 
tv, mostly with NBC. 


s NBC was supposed to show 
cause in federal district court this 
morning why a mandatory injunc- 
tion should not be issued. The ac- 
tion was postponed by agreement 
of both parties until Jan. 2, lend- 
ing force to the observation that 
the action is tactical. # 


Porter Drops Jantzen Segment; 
Handles Hanes Outdoor 
Robert F. Porter Co., Winston- 


é Saiem, N.C., has resigned the por- 


tion of the outdoor advertising 
account it has been handling for 
Jantzen Inc., Portland, Ore. Porter 


Siformerly handled the 24-sheet 


poster co-op campaign serviced in 
conjunction with dealers. 

Porter also has informed Ap- 
VERTISING Ace it originated and 
handles the outdoor campaign of 
Hanes Hosiery Inc.; AA recently 
published a reproduction of a 
Hanes Hosiery 24-sheet poster 
design and said J. R. Flanagan 
Advertising Agency, New York, 
was the agency. Flanagan han- 
dles Hanes Hosiery advertising in 
all media but outdoor. 


McGhie Joins ‘Today's Health’ 

John R. (Jack) McGhie, former- 
ly with Ziff-Davis and the N.A.R.D. 
Journal, has joined the sales staff 


in New York, Today's 


Los Angeles and San 


Ohio and Michigan. 
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P&G Supplants GM 
as Biggest Advertiser 


(Continued from Page 1) 
334 this year. 
After two years in the No. 1 
spot on the 100 leaders list, Gen- 


PICTURES & PRINTS 
O 


estreicher’s 
for the Picture that’s 
worth a Thousand Words 


Go to Oestreicher's, haven of Art Directors, 
Art Lovers, Connoisseurs and Collectors for the 
finest reproductions of world famous paint- 
ings. Old Masters, Moderns, Contemporaries, 
favorite Marine, Sporting prints, Landscapes 
and rare and hard-to-find subjects. ‘‘if it’s in 
print — Oestreicher’s, America’s cidest and 
largest print dealer, has it.’ All superb 
quality, full-color reproductions — the finest 
available, faithful to the brushstrokes of the 
original. New, complete comprehensive cat- 
alog illustrates over 500 masterpieces, lists 
over 4700 other works, $1. ppd. Mall orders 
speedily and carefully filled. Distinctive 
framing and matting at moderate cost. 


, Dept. AD 
*4 1208 6th Avenue 
Bet. 47th and 48th Sts. 


America’s oldest print house New York 36, . Y. 


eral Motors was eclipsed this time 
by Procter & Gamble. P&G spent 
$29,595,614 in the first half this 
year, compared with a GM invest- 
ment of $23,286,915. Chrysler Corp. 
and Colgate-Palmolive were run- 
ners-up, both at the $15,000,000 
level. Low man on the gilded pole 
was Schick Inc., which weighed 
in with a $1,139,363 expenditure. 
Biggest jumps in the rankings 
were registered by Lever Bros., 
which moved from No. 12 last 
year ($7,880,913) to No. 7 this year 
($11,083,087), and by Bristol-My- 
ers, which finished No. 14 in 1956 
($7,000,164) and popped up in the 
No. 9 spot this time ($9,874,700). 
In finishing at the top of the 
heap last year, General Motors 
spent $31,209,638-——nearly $8,000,- 
000 more than its investment in 
magazines, supplements and net 
tv this year. Procter & Gamble, 
meanwhile, upped its budget from 
$27,297,369 to $29,595,614. # 


Paul Doniger to Waters 

Paul J. Doniger, formerly head 
of Battistone, Bruce & Doniger, 
has joined Norman D. Waters & 
Associates, New York, as director 
of media and research. At one 
time research director for Seven- 
teen, Mr. Doniger’s agency was 
dissolved earlier this year. Some 
of the accounts he serviced there 
have moved with him to Waters. 


FOOD ADVERTISERS 
NEED THE “‘MILLION-PLUS” 
IN LOS ANGELES! 


MORE THAN one-fifth of Los Angeles 


County's 514 million people regularly 
read this one Los Angeles newspaper. 
That's why you must have the 
“Million-Plus” readers of the 

Los Angeles Evening 


HERALD - EXPRESS | 


“Largest evening circulation in Western America” 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Ye eo 


HUE E Mg MRA ae 


TUT tat 1h eae 


aw Aaah, 


Want your product to move 
like a hurricane — or a 
himacane? (We cater to both 
sexes!) WBNS RADIO is the 
answer. You can put the storm j 
warnings up with programs | 


that produce top Pulse-rated 
shows, rated first 315 times out 
of 360 Monday through Friday 
quarter hours 6 a.m. to mid- 

night. Select WBNS RADIO | 
and blow the top off $3,034,- 
624,000 of spendable income. | 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO | 


Rank 


- Procter & Gamble Co. .......c.cccereeseeee 
. General Motors Corp. ..... 
« Chrysler Corp. oo. 
. Colgate-Palmolive Co. ..... 
- General Foods Corp. .......c-csssesererees 
TEI cicktnsstsigndvescipinensemneevsios 


WC ONOWAWHK = 


Advertising Age, September 23, 1957 


January-June, 1957 (PIB Figures) 


Company 


lever Bros. Co. 


. American Home Products Corp. ........ 
p PUIEENT TEND. . ‘Sntinsuiasenipidabscconsecsevess 
. General Electric Co. .. 
p OIE TGs: cccsccesssncecscsccesesceseseree 
. R. J. Reynolds Tob Co. 


- American Tobacco Co. ...ccccccccccsecseeeees 
SE ee a 
. Liggett & Myers Tobacco Co. .............- 
» Commpball Gee Co. ....crcccsrcossosecsesscsosers 
. National Dairy Products Corp. 
. American Telephone & Tel. Co. ........ 
RADU CMEIIEESEIDG, scschistinctibnandsecearteses -00e 
. Pharmaceuticals Inc. ..........00reeesees 


- Brown & Williamson Tobacco Corp. .. 
PaITUN EE: GUIDA alll ncowesiibnicetnssénicgeossneniesevoeens 
. Westinghouse Electric Corp. .......0000 
a, Nn ORE Coe ‘ccnccosisenatinesscatpoessinnee 
. Revlon Inc. 


. Helene Curtis Industries ............... 
. Standard Brands Ine. .......... 
fp RIE By kccccecscescses 
p Stmeting Drag We. osecececcssccssecsccssvseceoee 
. Goodyear Tire & Rubber Co. .............. 
. E. 1. du Pont de Nemours & Co. ........ 
h) SERINE IEMIIIEY soencnadegmsbessnessentqseneonseences 
. Distillers Corp.-Seagrams Ltd. ............ 
» Sperry-Rand Corp. ....cccccecseeseeee 
i NUNN MEE IMD, scccsnsccocnecrtensouseiensosons 
" leh & lak 


RUTTER TEER, cccucsancssdicssascneunenccnetesaligy 
B PUMIPRIEE TINE CO. cccccccccccescesscoosececers 
MII, COB, cccencnceccccustascontaneces 
. &. C. Johnson & Son 


PURE GOR. snisiceritsddentnoserescstnisnece 
a  cscseitt sectcaitlisblnnaiatiandtetiinds 
. Warner-Lambert Pharmaceutical Corp. 
SION, * sssadacoechiledtissenesdbicetionsits 
. P. Lorillard Co. 


. Corn Products Refining Co. ............000 
- Nestle Co. 


. Wesson Oil & Snowdrift Co. ............ 
iE TIL” osciceccntemmiteanenesbentiedete 
. Mennen Co. .... 


« Jos. Schlitz Brewing Co. ....cccccccceeeee 
. Outboard Marine Corp. 0.0... 
. Firestone Tire & Rubber Co. ................ 
. National Distillers Products Corp. ...... 
5 TNUIIIID EIN’ sivtriscaiasssavasenentpsstndnnsscenny 
. Aluminum Co. of America ..........00 
i PUI TUR CB. secccsscccnsnsencscnesters 
. Best Foods Inc. 


. Hunt Foods & Industries Inc. .............. 
. Chesebrough-Pond’s Ine. ..........ccccceeeeees 


. Radio Corp. of America... 
. Prudential Insurance Co. of America .. 
5 Rem TRMRReD Bene. cncccccecicncesesesosssceseenice 
. Sylvania Electric Products Inc. . dete 
RIUM TIPU le. cceccszscrccnccencc esses on 
. Schenley Industries Inc. ............. _ 
. Kimberly-Clark Corp. ............ 
. U. S. Steel Corp. ............ 
L 00. B, Baka Co. cccrsecesee sin 
- Reynolds Metals Co. ......cccccccsessesenrenes 
. Hiram Walker-Gooderham & Worts .... 
. Lehn & Fink Products Corp. ................ 
yf (ee 
. California Packing Corp. ...... — 
SET, cccmssiscuassiieatnnpieinpdtelaets 


» Andrew Jergens Co. ......cccsssssseseeeees 
. Kaiser Al & Ch | Corp. .... 


. American Motors Corp. ......ccccccececeeeeeee 
SU UND CABS cdsstdecsncccnscsnethbinnetin’ 
. Time Inc. 


- American Dairy Assn. .o.cccccccccecseeeees 
, Seere, Reobuck & Co. ....ccccscoccscccccsosees 
\ 3. ¢ £4: eee 
. American Cyanamid Co. o......cc cece 
br Pte CO csessciseccsnccncctcscsoesce 
. International Harvester Co. ............. ; 
. Norwich Pharmacal Co. 
. Pittsburgh Plate Glass Co. ..... 
. Champion Spork Plug Co. ....... 
. { ) eee 
. Atlantis Sales Corp. .. 
. Pet Milk CO. .cccccccsee 
. New York Life Insurance Co. ............ 
| AS: cccsvasatinnhdnentaniioeatinnalits 
PRS CO: wicitsirncisiitherconcensiensi 
Ain EINE? covequvesinubinsgventiieteietiinsentnsenti 
« Borg-Warner Corp. ......cccereeceeseeeeeeenvees 
. Union Carbide & Carbon Corp. ........ 
ff 9 ee 
ir ING ih cccecandegtiintniasiituibneinnaiinaitatnnens 


Total 

Expenditure 
$29,595,614 
23,286,915 
15,980,279 
15,550,067 
14,752,468 
13,839,985 
11,083,087 
10,773,296 
9,874,700 
9,591,750 
8,765,360 
8,451,819 
7,889,091 
7,521,876 
6,107,940 
6,091,347 
5,506,416 
5,364,751 
5,116,481 
4,809,058 


4,720,337 
4,635,889 
4,627,034 
4,578,058 
4,433,633 
4,349,979 
4,306,568 
4,236,374 
3,952,596 
3,778,799 
3,492,223 
3,378,348 
3,358,064 
3,322,859 
3,288,897 
3,223,912 
3,175,360 
3,134,785 
3,124,265 
3,068,886 


3,063,538 
3,026,126 
2,954,240 
2,903,320 
2,891,927 
2,868,441 
2,720,707 
2,639,203 
2,567 067 
2,545,345 
2,541,289 
2,412,918 
2,397,932 
2,370,441 
2,305,750 
2,272,564 
2,217,776 
2,215,740 
2,203,408 
2,199,493 


2,142,756 
2,102,452 
2,080,730 
2,056,978 
2,024,033 
1,990,598 
1,987,672 
1,981,866 
1,961,574 
1,816,632 
1,754,164 
1,729,504 
1,707,890 
1,685,210 
1,666,273 
1,662,701 
1,627,304 
1,493,777 
1,486,487 
1,465,888 


1,389,209 
1,369,224 


1,216,697 
1,211,620 
1,207,220 
1,194,476 
1,177,460 
1,169,820 
1,161,811 
1,139,363 


General 
Magazine 

$ 4,879,877 
14,244,177 
6,165,207 
2,713,458 
4,304,624 
5,676,531 
2,465,418 
1,718,009 
2,489,222 
5,806,348 
3,286,877 
2,138,983 
2,555,334 
256,680 
1,330,479 
2,615,243 
2,039,534 
3,621,886 
1,956,235 
161,760 


880,276 
1,040,387 
1,654,089 
1,211,568 

709,910 
1,225,834 
2,134,306 

715,620 
1,180,308 
2,722,710 
2,085,417 
1,089,903 
3,205,176 
1,067,927 

490,585 
1,545,455 

228,060 

660,959 
1,968,582 

557,351 


1,015,701 
1,147,671 
1,613,228 
2,052,274 
27,780 
707,802 
523,813 
653,435 
789,591 
699,700 
663,590 
2,128,357 
1,390,570 
2,366,179 
593,983 
1,043,399 
862,741 
275,160 
1,025,453 
282,671 


1,205,578 
15,180 


119,350 


655,253 
1,321,654 
783,536 
948,342 
551,872 
497,691 
610,571 
957,548 
869,024 
129,056 
974,658 
45,752 
691,037 
1,040,480 
268,550 
316,446 
1,017,112 
834,780 
1,082,666 
263,738 


Farm 
Magazine 
$109,800 

875,630 
218,345 

45,740 
113,985 
913,752 


74,545 
117,625 
241,800 


50.550 
113,835 


17 AC7 
104,700 


86,190 
40,465 
12,770 


37,800 


521,231 
89,686 
29,450 

168,687 
31,985 
22,600 


122,385 
30,240 
35,675 


63,751 
28,800 
79,145 


—— 


Total 
Magazine 
$ 4,989,677 
15,119,804 
6,383,552 
2,759,198 
4,418,609 
6,590,283 
2,665,418 
1,792,554 
2,606,847 
6,048,140 
3,564,371 
2,260,618 
2,636,449 
256,680 
1,330,479 
2,707,703 
2,040,666 
3,810,700 
1,956,235 
161,760 


1,007,411 
1,122,921 


1,023,601 
1,203,521 
1,670,848 
2,139,374 
27,780 
742,662 
528,213 
703,985 
903,426 
699,700 
663,590 
2,145,764 
1,495,270 
2,366,179 
593,983 
1,129,589 
903,206 
287,930 
1,025,453 
282,671 


1,243,378 
15,180 
46,025 

721,987 
1,249,664 
1,827,312 

688,918 

759,086 

899,291 

408,675 

1,754,164 

1,517,517 

1,030,290 

1,248,924 

774,199 

940,738 

321,844 

644,655 

319,363 

119,350 


660,853 
1,321,654 


100 Leading Advertisers in Magazines, Supplements, TV 


Newspaper Network 


Sections Television 

$ 461,840 $24,144,097 
2,459,435 5,707 673 
540,545 9,056,182 
3,324,487 9,466,382 
1,985,552 8,348,307 
863,380 6,386,322 
1,371,570 7,046,099 
194,135 8,786,407 
1,554,121 5,713,732 
497,077 3,046,525 
477,100 4,723,889 
280,120 5,911,081 
1,130,000 4,122,442 
164,870 7,100,326 
645,555 4,131,906 
1,010,515 2,373,129 
167,265 3,298,485 
3,315 1,550,736 
1,933,583 1,226,663 
277 ,A76 4,369,822 
503,385 3,209,541 
185,599 3,327,369 
621,275 2,254,710 
836,805 2,431,913 
211,900 3,511,823 
404,905 2,719,240 
1,329 2,110,923 
217,354 3,276,424 
663,791 2,018,105 
44,274 795,430 
247,067 1,075,756 
279,950 1,924,152 
45,193 107,695 
—— 2,047,957 
765,045 1,985,267 
244,190 1,254,842 
146,220 2,773,395 
1,344,901 1,061,135 
22,935 1,096,898 
605,220 1,906,315 
277 590 1,762,347 
117,905 1,704,700 
433,558 849,834 
26,945 737,001 
544,985 2,319,162 
551,595 1,574,184 
59,480 2,133,014 
566,225 1,368,993 
679,420 984,221 
1,845,645 
447,602 1,430,097 
75,200 191,954 
902,662 

4,262 
875,720 836,047 
1,142,975 
242,320 1,072,250 
109,090 1,818,720 

1,177,955 
437 626 1,479,196 
68,417 830,961 
521,980 1,565,292 
2,034,705 
1,334,991 
527,530 246,839 
8,510 154,776 
191,035 1,107,719 
1,222,780 
247,965 814,318 
109,500 1,298,457 
_—— 211,987 
677,600 
217,720 218,566 
799,700 92,374 
223,645 498,318 
95,445 1,210,015 
124,710 724,412 
1,167,124 
—_— 1,346,538 
—- 728,356 
_—_— 47,570 
13,730 526,167 
1,403 51,558 
776,766 

296,220 
153,837 452,935 
312,560 

244,720 
1,100,304 

247, A25 
1,198,677 

403,275 

140,900 
47,060 855,935 
87,065 790,965 

96,600 
14,510 291,730 
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| QUALITY 
" CIRCULATION 


1,014,832 (A.B.C., December, 1956) 
75% Newsstand Sales 
No Reduced-rate Subscriptions 


THE BIG TREND 
IN AMERICAN ECONOMY 


Is Self-Service 


yalty starts in. 


a ie 


today, and they'll reach for your product today, tomorrow and for years to come. 


Brand names sold today become BUY-words for a lifetime. 


it’s easier to START a habit than to STOP one! 


seronteen 


SEVENTEEN MAGAZINE, 488 Madison Avenue. N. Y. 22 + PLaza 98100 


As self-service grows, more and more products depend upon advertising 
for brand acceptance. That’s why more and more advertisers are har- 
nessing the power of seventeen Magazine to reach America’s Young 
Women NOW...while they’re learning the significance of brands. 


Young Women under 20 are impressionable—eager to try the new. Reach them in SEVENTEEN 


Where ABC’s are a plus factor... 
SEVENTEEN-AT-SCHOOL 


Your educational materials are made avail- 
able to 19,500 Home Economics teachers in 
SEVENTEEN-at-School—the sister publication 
of SEVENTEEN. The only magazine of its kind, 
SEVENTEEN.at-School adapts SEVENTEEN’s 
editorial content into lesson plan form. carries 
your advertising—via SEVENTEEN—into the 
classrooms of 75% of the nation’s high school 
Home Economics teachers. 
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